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INTRODUCTION

The Mediterranean isne of the A } E deddingtourist destinations but is still not well-known
on theinternational tourism market as an establishesustainable tourism destination.

,Ju 38} <}u }( §Z rggEamcient civilizationsa hub fortrade andtransport, and a
unique hotspot for biodiversity, the Mediterranean faces a multitude obmmonchallenges
including climate change, pollution, youth unemployment and social iakguFacing growing
competition and a deterioration of the political and security situation, thestohation has
demonstratedsymptomsof a slowdown, which makes the recovery of the sector an ecamom
priority. Thisslowdown has beendramatically reinforced by the COVIBL9 crisis and its
economic impact and may also present an opportunity to transform theigoumodel into a
sustainable and competitive one addressing current sectorial challenges such as the
predominance of mass seaside tourism, dependency on the European market, atatistrri
imbalances.

New target groupswith different interests (e.g., cultural and culinary experiences) rtedok
reached by innovative sustainable tourism product development and theuerfieptures of the
destination further explored, elaborated, and sharpened.

With the aim ofrevitalizing the tourism economyin the Mediterranean after the COVID-19
pandemic,five countries (1) Italy, (2)Spain, (3) Lebanon, (4) Jordan, and (5) Tunisié& and
partners (1) International Committee for the Development of Peoples; (2) Barcelona Official
Chamber of Commerce, Industry, Services and Navigation; (3) Catalan Tourist Board; (4)
American University of Beirut; (5) Jordan University of Science andahdleghi; and the (6)

World Wildlife Fund (WWF) of North Africa hgemed forcesin the RESTARWIED project to

boost sustainability in tourism andeconomic recovery by building on and learning from
previous project experiences and practices.

Tocapitalizeonpreviousproject experiencesandpractices,a user-friendlyraining manualon
sustainable tourism product development and marketing should be created.

Against this backdrop theCatalan Tourism Board commissioned AGEG Tourism for
Sustainabilityto undertake its development. AGEG Tourism for Sustainability and its pwner
tourism expert Barbara Fritz, have extensive experience in sustainable todeigelopment
around the globe and in the development of tailor-made and practice-oriec#gécity building
materials and publications.

Theoverall objectiveis to create via this manualtaol S}réstart v v tooirism
stakeholdersof the Mediterraneanto develop their tourism products and destinations in a
sustainable manner, thus contributing to the positioning of Mediterraneanas a leading

andcompetitive sustainablgourism destination.

The big challenge in the development of this manual is to addressetdlifferent levels of
sustainable tourism development, tourism infrastructure, service and quatandards and
governmental framework in the project destinations.
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Therefore, the training manual is designed as a large toolbox in wad@ch user can find
technical information, a huge variety of practice examples, and comprehenatigiound
information. Every user can select the topics, practice examples and ¢athinformation
needed and can tailor its own individual training programme acagrth the individual needs
of the destination and the related tourism stakeholder.
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1.1.The RESTART MED! Project

RESTART MERIms at revitalizing tourism in the Mediterranean after the COVID-19 pandemic
by building on and learning from previous experiences and practisgsy this time to boost
sustainability, together with the economic recovery of this key industry

The RESTART MED! Project is one of the projects that has been initiatadfarahced within
the framework of the ENI CBC Med Programme.

t,d K" d, E/ D WzK'Z DD ~d E &KZM

ross borders Programme funded by the REGIONE AUTONOMA DE SARDIGNA
EUROPEAN UNION REGIONE AUTONOMA DELLA SARDEGNA

ENI CBC Med COOPERATING ACROSS BORDERS IN THE MEDITERRANBAN

ENI CBC Med a hub for cooperation in the Mediterranean

Funded by the European Union, the programme acts to address commoandgesl|faced
by Mediterranean countries such as climate change, pollution, youth utemgnt and
social inequality.

The impetus for the 2014-71 E/ "D ]S ®E& v v " e]lv WE}IP{E uu _ ] !
these challenges and improve the lives of men and women across the regio@BENed
is the largest Cross-Border Cooperation (CBC) initiative implemented by the EUthendler
European Neighbourhood Instrument (ENI).

The Programme brings together the coastal territories of 14 EU and partnetrissuin view
}(C (}eS EGJvP ( JEU <«pu]S 0o Vv epes ]Jv o AZo}%e VEEJVEVSE ]
borders.

Through calls for proposals, ENI CBC Med finances cooperation projects forea mor
competitive, innovative, inclusive and sustainable Mediterranean area.

Cross- border cooperation, an engine for development!

Cross-border cooperation (CBC) plays an essential role in the prograynoperating for
§Z v (13 }( }8Z ] < }( 8Z h[e A£E3 Ev o WEPEEMW| JEZA]JVP
external and internal budgets of the European Union.

CBC is based on the principles of co-ownership, partnership, amingco benefits: it
contributes to the overall European Neighbourhood Instrument goal of progosgards an
area of shared prosperity and good neighbourliness between EU Member Statgmrtner
countries. Within the period 20143i7iU 8Z HE}% Vv hv]}v JvA «§ ulE 3§Z v |
to support 16 ENI CBC programmes between EU Member States and neigglmountries
sharing a land border, a sea crossing, or a sea basin, from the frdtie Southern
Mediterranean.
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Revitalization of Sustainable Tourism Across Regions in the MediteraanRESTART MED!

is a 2-year project aiming to stress the crucial role of the tourism sectoeiM#diterranean by
developing and promoting sustainable tourism products. Specifically, the prajictompile,
promote, scale-up, and add value to the results of previous sustainablesmoyriojects located in

the Mediterranean. Restart Med! will approach the sector from a broad perspective and, therefore,
will analyse areas such as adventure tourism, slow tourism, games and video games\ogagtro
cultural heritage, etc.

Against this backdrop the project is taking the initiative to create a manual on the ameatid
promotion of sustainable tourism products to disseminate sustainable practicemartite
stakeholders of the Mediterranean region based on the outcome oME®USACROSSDHVED
PEARLSMEDGAMESEMbleMatiC, DESTIME(details on MEET platforrjy _ Wildsea and
TOURISMED

For the development of a very practice-oriented and user-friendly training maspedjal attention
will be paid to the outcomes and good practices of the four so-called standard projects.

t,d Z2 d, &KhzZ *"d E Z WZK: d*"M

(1) MEDUSA

(2) CROSSDEV
(3) MED PEARLS
(4) MED GAIMES

A short overview of these 4 standard programmes is provided below:

ol EQICIMED .ol
1. PROJECT: MEDU®evelopment and promotion of Mediterranean Sustainable

Adventure Tourisnmitps://www.enicbcmed.eu/projects/medu3a

Objective: The overall objective of the MEDUSA project is to develop a
competitive form ofAdventure Tourism (AT the Mediterranean
which is based on environmental and economic sustainabilitesal
and that will create more business opportunities and new jobs fr tl
local communities in lesser-known regions.

|®XN

Partnership: (1Barcelona Official Chamber of Commerce, Industry, Services an
Navigation(2) Association of the Mediterranean Chambers of
Commerce and Industr§3) Jordan Inbound Tour Operators
Association(4) Rene Moawad Foundatioff) Puglia Regiorif) The
Royal Society for the Conservation of Natgré WWWF Mediterranean
North Africa.

Countries: Spain, Jordan, Lebanon, Italy, Tunisia



https://gencat-my.sharepoint.com/personal/euprojects_act_gencat_cat/Documents/3_PROJECTES/PROJECTES%20EN%20CURS/RESTART%20MED/05_Execution/WP3_Trainings_Subv/O2.1%20Training/00%20-%20Brossa
https://www.enicbcmed.eu/projects/crossdev
https://www.enicbcmed.eu/projects/med-pearls
https://www.enicbcmed.eu/projects/med-pearls
https://www.enicbcmed.eu/projects/med-gaims
https://emblematic.interreg-med.eu/
https://destimed.interreg-med.eu/
https://www.meetnetwork.org/
https://www.wildsea.eu/
https://tourismed.interreg-med.eu/
https://www.enicbcmed.eu/projects/medusa
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2. PROJECT:

Objective:

Partnership:

% ENI m

CBCMED -
~—— o [
_— e EURDPEAN UNION

Med Peallke Mediterranean as an innovative, integral and uniqu
destination for Slow Tourism initiatives
(ttps://www.enicbcmed.eu/projects/med-peajls

Med Pearls aims at internationally positioning the Mediterranean as

1%

a

unique and integral destination to experience the Med lifestyle throligh

Slow Tourism (ST)nviting travellers to discover new destinations
sustainably and responsibly while taking the time to have diredacor
with local communities

(1Catalan Tourist Board?) Confederation of Egyptian European
Business Associatiqri8) Municipality of Thessaloniki

(4) APS MEDITERRANEAN PEARPS3]jestine Information &
Communications Technology Incubat@); Palestine Wildlife Society
(7) Federation of Egyptian Chambers of Commerédexandria
Chamber

Countries Spain, Egypt, Greece, Jordan, Italy, Palestine
3. PROJECT: MED GAlBamification for memorable tourist experiences
(ttps://www.enicbcmed.eu/projects/med-gaims
(https://medgaims.com)
Objective: MED GAIMS projedevelops game# physicalandvirtual format to

(5) Partnership:

Countries:

create experiences for tourists, giving a necessary competitive edg
the attractiveness of lesser-known sites in the Mediterranean.
Gamificationis culturally sensitive!

(LAmerican University of Beirut2) i2CAT Private Foundation,
Internet and Digital Innovation in Catalonia) Directorate General of
Antiquitiesj(4) Alghero Foundation Museums Events Touri€ithe
Hashemite Kingdom of Jordan Ministry of Tourism & Antiquities
Department of Antiquitieg6) Jordan University of Science and
Technology?) Local Business Public Entity Neapolis.

Lebanon, Spain, Italy, Jordan

10


https://www.enicbcmed.eu/projects/med-pearls
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Project funded by the
EUROFEAN UNION

4. PROJECT: CROSSENtural Routes for Sustainable Social and economic
Development in Mediterranean
(https://lwww.enicbcmed.eu/projects/crossdev)

Objective: The CROSSDEYV project addresses the creation of jobs and a decent
standard of living in the Mediterranean for all, promoting dialogue and
understanding for peaceful co-existence. The aim of the project is t
turnlocal cultureandheritage into assets for socio-economic local
development and to increase tourism competitiveness and
attractiveness of lesser-known destinations and rural areas throug
the creation otultural routes.

|

=

Partnership: (1)nternational Committee for the Development of Peoplgy;
Culture Cooperative Societ§s) Jordan University of Science and
Technology;4) Association for the Protection of Jabal Moug§a;The
Royal Marine Conservation Society of Jord@nlhe Palestinian
Heritage Trail7) Ministry of Culture (Italy).

Countries: Jordan, Lebanon, Italy, Palestine

1.2.The Concept & Approach of the Training Manual

t,d /* d, <'ZKhE E K: d/s K& d, ~h”*d /E >
dz /E/E' D Eh >M

dZ }A & oo } i 8]A ]+ 8} E 3 A] §Z]e u SWE]BI}I8}I(}E 0 E -
tourism stakeholders of the Mediterranean to develop and market their tourism prisdared

destinations in a sustainable manner, thus contributing to the positioofrige Mediterranean

as a leading and competitive sustainable tourism destination.

The manual dues 8} Jve%]E Vv VvV JUE P %p 0] Vv % E]JA & S}uE]e
stakeholders in the MED destinations to adopt sustainable practices

The sustainable training manual capitalizes on the key outcomes in térsnstainable tourism
practices (tools, instruments, studies and good practices etc.), ntakey from the 4 standard
MED projects (MEDUSEROSSDEWMed Pearls and MED GAIMS) and aims to inspire and

11


https://gencat-my.sharepoint.com/personal/euprojects_act_gencat_cat/Documents/3_PROJECTES/PROJECTES%20EN%20CURS/RESTART%20MED/05_Execution/WP3_Trainings_Subv/O2.1%20Training/00%20-%20Brossa
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VIJULE P % U 0] V % E]A § S}uE]-u *S]v S]}ve[ *3vle B E- v
adopt sustainable practices. It is designed to serve as a trainingttantkguideline document.

,Kt , ~d,/~ D Eh > E > KZd M

The manual is the outcomg( lu%o £ & ¢« E Z % E&} e+ JvS} SZ 0 S 5§ "N]vS
§Z ES %M 0] S]}ve_ }v eues ]Jv o S}uE]-u A 064U o] 3V} v%o E
and documents provided by the 4 standard Med projects, other Med prqjestd project

partners. Individual interviews with the projects coordinators of thosggrts helped the team

to gather project-related information and to proceed in a more focused way.

Furthermore, good practices from the standard MED projects and elsewhere woithe were
analysed, and the most suitable good practice examples were chosen for fetttmration.
The manual has been elaborated in close cooperation and withuppast of the contracting
authority (the Catalan Tourism Agency) and the project coordinators of the 4 d@éHBDard
projects.

t,

K/~d, dzZ'd'ZKhW &KZ d,/* D Eh >M

The manual primarily targets sustainable tourism trainers in the 5 prdgstinations: (1) Italy,
(2) Spain, (3) Lebanon, (4) Jordan, and (5) Tunisia. But the manual is aljgedies an
inspiration and guideline document for:

X

X

X

X

X

X

Destination management and marketing organizations
Protected areas management organizations
Community tourism projects and initiatives

Tour operators

All types of service providers in a destination

Potential investors interested in sustainable tourism practices and

interested in the development and marketing of innovative sustainable an#etariented
practices.

t,

d E &KhE /E d, “h~d /E > dKhZ/"D D Eh >M

The manual has 4 main thematic sections that can be used as theoretical contéraiharg
modules:

Introductory Module (chapter 1)

This module gives a brief introduction to the RESTART MED! project approach and
objectives and features a brief orientation regarding the four standard projectD(ME
GAIMS, CROSSDEV, MEDUSA and Med Pearls) and the ENI CBC MED programme. This
module also introduces the concept and handling of the manual.

A section calle@ourism in the Mediterraneargives a brief overview of the key facts of the
Mediterranean as a tourism destination.

12
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Understanding Sustainable Tourism Development Module (cteai2 and 3)

This module delivers the theoretical background to sustainable tourism dawelot and
provides a better understanding of principles, impact, and benefits of sustainabrism
practices. It gives an overview of international trends in sustainable towlesralopment,
including an overview of consumer trends regarding sustainability.

Additionally, this module introduces the policy framework of taimable tourism on
international level, European and regional level in the Mediterranean and highligitisgu
standards, criteria, and publications.

The key section of this module presents different concepts of sustait@llism, such as:
(1) Sustainable adventure tourism; (2) ecotourism and tourism in protected areatgu3) s
tourism; (4) gamifying destinations; (5) cultural tourism and cultural ro@6stourism
experiences are featured and explained. Each concept will be further explireadyh
practice examples.

Additionally, a brief and clear analysis of international and national @atiiin schemes
(Italy, Spain, Tunisia, Jordan and Lebanon) will provide orientategaidance on the field
of application and the potential impact on companies and destinations.

Module: Development of Sustainable Tourism Products andseations (chapter 4)
This module ione the most relevant modulesof the training manual and shows the
methodological approach for the design of sustainable tourism productastinations.

Additionally, related practical tools and checklist are provided énathnex. To illustrate the
theoretical content, a portfolio of well-selected and elaborated good practicenples
from the Mediterranean Region and elsewhere in the world are indicated askpted in
chapter 7.

Module: Promotion, Marketing and Commercialization of Sustait@d ourism Products
and Destinations (chapter 5)

This module concentrates on international trends, key principles and sustm®gss of the
promotion and commercialization of sustainable tourism destinations andymts.
Together with module 3, his module can be considered the most relevadtimof the
training manual.

Additionally, the most relevant sustainable tourism marketing channels sugtoastion
platforms and respective sustainable tourism fairs, conferences and miarkeats will
be featured.

Module: Conclusions and Recommendations (chapter 7)

This module summarizes (1) lessons learned from the case studies; (2hxpaexisting

and potential barriers that hinder the implementation of more sustainable swri

models, both at destination level and product level; and (3) provides a set of
recommendations and recommended actions to encourage NTOs and DMOs, companies
and service providers to move towards the implementation of sustainaaletiges within

their destinations.

Additional practical information can be found as follows:
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Portfolio of lllustrated Good Practices for Product and DestimetiDevelopment and
Marketing (chapter 6)

Fostering sustainable tourism practices. This portfolio of well-seleatborated and
illustrated good practice examples constitutes the practical core of te@agable tourism
manual.

A selection of good sustainable tourism practices features destination Isiod@ovative
sustainable tourism products and innovative sustainable tourism in&atifor tourism
products and destinations. Additionally, a set of practcented good practice promotion
examples on how to successfully promote and commercializaisable tourism products
and destinations will be selected and elaborated.

The focus lies on so-called soft adventure tourism activities, suctatasal, adventure,
cultural, slow, responsible, mountain tourism and sustainable destinathodels. The
practices are selected based on the main assets and characteristicsk#tliestinations
involved in the MED projects (Italy, Spain, Tunisia, Jordan and Lebanon).

Sustainability Tools and Checklists (annex).

Another key element of the manual will be a practical toolkit of practice-¢teen
checklists and templates supporting destinations” stakeholders to create newative
tourism products, develop their destinations in a more sustainable manndricaassess
existing tourism products in terms of their sustainability perfornmeanc

This toolbox will be organized in the annex and will comprise tudsinstruments
resulting from the MED projects.

Kt /~/d KE Wdh >/ M

In each technical chapter you will be referred to relevant practice examples. ilhg w
indicated as follows:

@ Check Practice Example No xx

Besides the good practice examples, you will find background informatiactigal
examples, checklists, practical tools, recommendations and tips. Theésewibicated as
follows:

@ Checklist & Practical Tool
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Background Information & Facts

ol @

Tip & Recommendation

f Consider & Remember

, Kt E / h” d, ~h*rd /E > dKhZ/*"D D Eh >M

Each user can select the topics, practice examples and technmahatfon needed and thus
tailor his own individual training programme.

t, Z K/ &E &hZd, Z /TE&KZD d/KE KE "W [ > dKW/ *

In the Annex you will find a comprehensive overview of guiding decisnbackground
literature and direct links to informative websites.

1.3.Tourism in the Mediterranean

THE MEDITERRANEAN , tKZ> I[EADING TOURISM DESTINATION.

Thanks to its unique combination of a mild climate, exceptional naturauress including

46,000 kilometres of coastlinea rich history, culture and heritage; and its proximity to major

source markets, the group @0 countries E}uv 8Z D ]§ EE v v~ ]« 38Z A}Eo
tourism destination in terms of both international and domestic toufists

1 UNWTO Tourism Trends Snapshot
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The Mediterranean Basin, which extends
across two million square kilometres agd
countries east from Portugal to Jordan, ar
south from northern Italy to Cape Verde, i
one of34 biodiversity hotspotsidentified
E}lpv $Z Po} U v }v }(
biologically rich yet threatened areas. In
addition to its biological and geographic
wonders, the region is tieasure troveof
human history and culture and is home to
}Ju }( 8Z A}Eo [+ Eo0} 3

Catalonia

In 2019, the Mediterranean region welcomed annual
more than400 millioninternational tourist arrivals
(ITAs), making it one of the most popular destination
the world.

jd ®

Tourism is anajor pillar of Mediterranean economiesoffering consistent employmen1{.5%
of total employment in 2014) and economic growth (15 % of regional GIDP}he
Mediterranean basintourism is vital for many countrieslf we take into account the economy
of exclusively coastal areas, tourism represents ol@oin terms ofProduction Valueand
Gross Value Added (GVA).

® With 75% growthsince 1995, the Mediterranean is
1 expected to reacl626 million international

tourist arrivals (ITA"spy2025according to the

UN World Tourism Organisation (UNWTO).

The following chart illustrates tourism growth in the Mediterranean before the pandemi
began.

2 Meet-manual-ecotourism

3 PLAN BLEU - UN Environment/MAP Regional Activity Cid#qeer 17t Sustainable Tourism in the Mediterranean
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Figure 1: International Tourist Arrivals (ITA) in Mediterranean Countries THA%5-

INTERNATIONAL TOURIST ARRIVALS (ITA) IN MEDITERRANEAN COUNTRIES (1995-2019)

Milion

. North West

South East

. North East

® south West

Source: Eco-union,
based in UNWTO data

TheMediterraneanhas dong tradition of trade, travel andcultural exchangeThe interaction
of peoples and cultures from the lands surrounding the Mediterranean dadek thousands
of years to the early civilizations of Mesopotamia, Phoenicia, Persiagraml@mypt, the state of
Carthage and the Hellenistic kingdoms. The entire Mediterranean was once united tined
rule of the Roman Empire in what was knowrMére Nostrum In the Middle P «U §Z]e Ze v

§Z

Ul o }( o v e[ AJ§v e« &Z E]+ }( }3Z E 0oS@EP wu

Muslim Caliphates and the Ottoman Emgire

THE TOURISM MODEL OF THE MEDITERRANEAN

Mediterranean destinations have developed a strong tourism infrastructure and tourigm off
with excellent connectivity by air and surface transport and higligesionalism of services.

B EE WUIZ -

But most models of tourism in the Mediterranean area are based on mass toandnake a

fragmented view of the region as a sum of different markets. Theswo T » S}puE&]J*u u} o

(with Sstanding forsea sand andsun), was a pre-dominant tourism model creating limited
seasonal jobs and the Covid-19 crisis has further enforced theoedo slowdown of local
tourism industries in the destinationslncontrolled spread of visitor flows~*} ASTR EJeu _
resulting in growing pressure on natural resources and socialdtepalong with a lack of
knowledge about the competitiveness of sustainable tourism practices andvative
sustainable tourism, have all paved thay for a new and more sustainable tourism model for

the

Mediterranean.

E 'd/s >KKW dt E D " dKhZ/*"D E
"hnrd /TE [>/dz

4 NWTO Tourism Trends Snapshot

4

Es/ZKED E

17



Tourism for
Sustainability

AGEG *4

TheMediterranean Seahosts up td% of

the AYEo [+ u E]v  ]¢f WAICKE «]

around30%areendemicspecies However,

51% ofnative marinefish speciesare in
~dangerof extinction and 4% are listed as
under threat due to the loss of habitats
from unsustainable exploitation of
resources, pollution, climate change,
eutrophication and invasive marine specie
Y etbiodiversity isfundamental to the
Mediterraneaneconomy, with benefits
derived from ecosystem services estimate
}A E 10 Joo]}v C EX K(
two-thirds come fromtourism.

Thenegativeenvironmentalimpacts of
tourism on thecoastalandmaritime areas
originate mainly from theonstructionand
operations of built infrastructures (resorts,
residencies, ports and marinas, facilities,
etc.) and from maritime or coastal
recreational activities (nautical tourism, gc
courses, water sports, etc.). These negati
externalities consist of water and energy
consumption, especially in water sensitive
areas, where they lead to land change an
artificialization of the coast, pollution, and
biodiversity loss

Costa Brava in Catalonia

Source: eco-union; The future of Mediterranean
Tourism in a(post) covid world

&E}u 3Z epes3]Jv o SIuE]eu A% ES[* %}]vs VIGIMUABZ -
Mediterranean is one of the most unique, authentic adventure, nature and culesérhtions

Jv 3Z AJEo Vv Z e up Z u}E 3} }(( E S8Z v fe§eX o}v S}uE]eu_

As a tourism destination, the Mediterranean is one of the most unique and authentic
adventure, nature, and culture destinations in the world.

THE PANDEMIC IMPACT ON THE MEDITERANEAN TOURISM

All destinations around the globe were hit dramatically by the COVICaa8egmnic. According
to the UNWTO, Europe was the second-hardest impacted region with a 66% decline in
international tourist arrivals.

The following chart illustrates the development of tourist arrivals during the pamcl

Figure 2: International Tourist Arrivals in MED

5 UNWTO, International Tourism and covid-19
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INTERNATIONAL TOURIST ARRIVALS (ITA) IN
EUROPEAN SOUTHERN MEDITERRANEAN COUNTRIES (2019-20)

Thousands

40.000

. Current year
(2020)

30.000

20.000 Previous year

(2019)
- ;
0 ———
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Source: UNWTO

THE FUTURE OF MEDITERRANEAN TOURISM IN A POST-COVID WORLD

Mediterranean tourism, severely impacted by the travel restrictions due to the CQVID-1

pandemic, is now at a crossroads. Therehsige opportunity for a paradigm shift in tourism -
it can shift towards more sustainable tourism practices or, on the aontreturn to previous

over-growth trends.

® According to the UWTO, Small and Medium sized

1 Enterprises (SME) and autonomous worker:
together make up abou0% of jobsn the

tourism sector Since the start of the COVID-1

pandemic, there have beetD0 million jobs lost

in tourism, anda gross economic lossstimated
betweenUS $910 billiorand$1.2 trillion in

exports.

t,d /~d, &hdhZ K& D /d Z2Z E E dKhzZ/*"DW

dKhz/*"D KZ &KZt Zz dKt Zz ~ *h~d /E [/>/dzM

< dK D

Recover from the negative impacts of the pandemic unquestionably represents aisserio

challenge for the tourism sector. According to UNWTO, a return to the prdepaic level of
2019 is not expected untit §} & C (& ~depehding on the further development of the

pandemic situation.
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As it was already stated in the Plan Blue -Toufishe Mediterranean Sea needs a long-term
vision for sustainable development to sustain the economy and the wegligbof local
communities. Sea related activities, including maritime transport, tourismaeagjture, and
many others, are predicted to expand substantially over the next 15 y&aes figure below
illustrates how this is creating growing competition for limited spaod marine resources
which will result in even greater pressure on an already stressed ecasyste

Figure 3: Macro-economic trends in the Mediterranean; source: WWF 2015

(IL & GAS INDUSTRY

OVER 20% of the Mediterranean
basin curvently covered

by o&g exploration contracts
offshore gas production 1o
snyvase AVEFOLD by 2030
(zatndy sasters Mediterrasean Sea -
fross 2010 19 2039)

FSH AQUACULTURE
«112% production by 2030
(Mediterranean EU coantries)

COASTAL DEVELDPMENT
5,000 ke of artificialived
coastline by 2025

(a3 comspared

1o the 2004 =tuaton)

MARINE MINING
possible development
under FU ussbeells

] o - == "4 < [
TOURISM 3 =i PROFESSIONAL FISHING
+ 500 milien international S ~ ; DOWNWARD TREND roainty
arrivals bv 2030 ¢ ‘,' due to overfishing
(all Madierraseas Sa) L 2 * e -~ (a8l Mednerracean Sea)
_ il
™
MARITIME TRANSPORT - U OFF SHORE WIND ENERGY
4% per annum ™ === increase in production
growth rate in global trade ~ 1o 126W by 2030
Call Moduterrazoss Seo by 2025) \m-’@/ (Mederraness EU countsms)
LAND-8ASED POLLUTION SOURCES RECREATIONAL FISHNG
UPWARD TREND 1m: heasy metal pollation potentially FAST DEVELOPMENT
{all Medntermaean Sea) (all Medsterranes Sea)
| | )

However, there is also a chance to turn the negative impacts of the pandetui@ imuge
opportunity for the tourism in theMediterranean, which could generate economic benefits for
local communities, promote lesser-known regions, and conserteraband natural resources.
What are needed are ambitious sustainable recovery plans and sustairegiieation models
and practices.

Ambitious sustainable recovery plans and sustainable destination madel practises are
needed to reshape the Mediterranean into a more sustainable tourism destination.

6 plan Blue -UN Environmental/Map Regional Activity Centre; papeviay-2017; Sustainable Tourism in the Mediterranean: State of
Play and Strategic Directions
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GLOBAL SUSTAINABLE TOURISM TRENDS

This chapter briefly outlines general international trends in tourism and trends ¢an be
observed on the destination and product development level as well as po#d-trends that
can be observed onthe}vepu @de.

2.1.International Trends

GENERAL TREND GOES TOWARBS ALISATION AND SUSTAINABILITY

Two major trends appear for the future of the tourism sec@igitalizationandsustainability.

Regardingsustainable tourism,national and regional tourism agencigson their part, can
promote emerging destinations, less over-crowded spots or nature-baseddosatn order to
better distribute travel flows, reduce environmental pressures and genejaibs in less-
travelled areas or hinterlands. They can also integrate local communitigs iourism planning
and policy process; support sustainable activities based on biodiverscultural values; and
guarantee social rights, adequate salaries and training programs for workers.

Tour operatorsandtravel agenciesan on their side, reduce the carbon and water footprint of
their supply chain, avoid food waste, eliminate single-use plaspasritize low-carbon
transports, partner with local providers, and provide appropriatenirag and salaries to their
workforce!

On thedigitalization of tourism storytelling tools allow for valuable, personalized experiences
that can shun mass tourism and favour the protection of the environmé&untactless
technologies, biometrics and Artificial Intelligence are part of tiiadr Morever, digitalization,

as well as reskilling and up-skilling tourism workers, can crbateer jobs. Additionally,
digitalization has the power to better inform decision-making by sharingtim@& information
and best practices widely available: notably, the compliance of enteptis environmental
and social sustainability.

THE TRENDS IN PRODUCT AND DESTINATION DEVELOPMENT
Being Local as the Ultimate Adventure

As adventure travellers become more experienced, they are increasinglygeeléxperience
destinations as temporary locals. Many technology platforms existdititéde these personal
connections. Some are global in scope, such as Airbnb experiences athEativy.

Experiences

There has also been a notable increase in travellers seeking experiencedldhathem to

unplug.

d} C[* uv]vP v ]e EV]VP S}pE]*3s }v[5 A v&}ipes 8} } » EA U
experience places. This experiential tourism trend is relevant to off-saesallers who

7 Eco-union the future of Mediterranean Tourism in a (post) covid world.
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choose this time of the year not only to lower costs but also to asmdds and increase
chances for authentic interactions with locals.

t,d /A E yW/ZME

VZHAE% E]lvVv [ 3]AoC JVAIOA « A]«]S}EZ A 3FZC } %%} @S u%o| ST C
engage with local culture and connect with a place and its people.

A § JigimEproduct is what you buy, a
tourism experience is what you
E uu E_

Canadian Tourism Commission

2.2 Post-Covid Tourism Trends

The corona crises have created a huge crisis on the international tourisketnaut the

pandemicZ v 00 Z8Z PE & «<p o]l EU[ v v 8}uBPE}% EZ %
that. In the aftermath of the Covid-19 pandemic, every destination in the wailldoe in the

same position: working to restart tourism in a way that is sadescious of the new reality and

new concerns of travellers but also delivers jobs to their communities

INTERNATIONAL INITIATIVES

The coronavirus pandemidemonstrated the urgent need for asustainable leadership
approachv one that focuses on resiliency, resourcefulness, and efficiency ninoe than ever,
destination managers, business owners and other sector leaders must dératencritical
thinking skills and leadership approaches to survive the currens eigl prepare for recovery.
Building a resilient andhealthy tourism industry in a post-Covid-19 world will require
coordination, planning and shared responsibility between many stakehsldiEstination
managers businessowners, policy makersand thelocal community.®

The need fosustainableleadershipv focusing orresiliency, resourcefulnessandefficiencyv
is more urgent today than ever before. Designing new sustainability initiaioemomic relief
plans andmarketing campaignswill be anopportunity to increasecompetitivenessas well as
long-term resilience.

Competitiveness and sustainability are
interrelated and critical for overall destination
‘ success!

8 MED GAIMS project (https://www.enicbcmed.eu/projects/med-ggdims

9 Adventure Tourism Development Index ATDI 2020
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While the pandemic is ongoing there are already strategies and initiatives tveedhe
tourism sector. On the political level:

One planet vision for a responsible recovery of the tourism sector
Anpes Jv ]0]8C ¢ 8Z v A v}Eu futuW of tdufispjv (}E $Z

X Builds on thdJNWTO Global Guidelines to Restart Tourism
released by the Global Tourism Crisis Committee on 28 M

(\ One planet 2020

handle with care

Objective support tourism toemerge strongerandmore
sustainablefrom the COVID-19 crisis

x Vision recommendsix lines of actionto guide a responsible
tourism recovery (1) public health (2) social inclusion (3)
biodiversity conservation (4) climate action (5) circular
economy and (6) governance and finance

X Vision invites governments integrate such lines of action in
COVID-19 recovery plans for tourism to rebuild better

X Encourages tourism businessegéwisit operational
processesalong the lines of action tenhance
competitiveness

a X To inspire governments and the private sector to recover
better, theyinvited stakeholderswhich are leading by
example toshare their initiativesfor a responsible recovery

X Website:https://www.oneplanetnetwork.org/sustainable-
tourism/covid-19-responsible-recovery-tourism

CONSUMER TRENDS TOWARDS SUSTAINABILITY IN TRAVEL

Prior to 2020 and the start of the Covid-19 pandemic there was rauience that consumers
were becoming more aware of the diverse issues connected to sustayaiijeneral.

The limitations that Covid-19 has placed on consumer choices has tegppilied to decision

making on travel. According to the European Travel Commission, consumensny of
HE}% [« | C u EI S -o% IEASH aml te gcificand in Europe itself) have faced

severe limits on how far they can travel, which borders they magsciar tourism and on which
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transport routes are available. This has changed their travel horizonsg miottansport and
the type of activities they might do when travelling.

The European Travel Commission conducted a survey in June 2020aivituropean member
NTOs who reported some early travel trends that indicated that travel chaiees becoming
more aligned with sustainable travel principles.

These trends included:

X '"E 8§ E }v Ev E}uv % E<}v o A oo JvPU |E}wusd]scC
environment

x A strong preference for travel domestically, or to neighbouring countsiiis easy access
by car

x A desire to spend time in open spaces, with fresh air, and private accdation

x A desire to avoid high-density accommodation and activities, aingiitoo closely with
strangers (e.g., cruises or long-haul flying)

x A preference for active holidays, involving fitness activities or faliguaiking and cycling
routes

x A long-term increase in precautionary savings, as well as falling roptisa rates and
increasing frugality among consumers

X A desire for consumers to be seen (through social media images) asmnshfesponsible,
with travel plans scrutinized through the lens of what is safe, rather than shadpular

x Further research also revealed a stronger awareness among travellers of the infipact o
COVID-19 on small businesses and the livelihoods of local womns, leading to
prioritised spending with SMEs in order to support the community

POSSIBLE GLOBAL TRENDS AND SCENARIOS

In a recent foresight study, four scenarios were explored relating to the evolatigGlobal
Tourism in the coming 5-10 years, according to the national palibiesiness practices and
citizens[behaviours. Each of the scenarios results in different evolutions dbthiesm sector -
Overgrowth, Collapse, Long Transition or Deep Transformation - providiegsel threats
and/or opportunities for the tourism sector according to sustainabiliifeda and the length
of the pandemic crisis. The quality of Policies, Strategies and Redelary designed and
implemented by the countries, as well as consunjéeshaviours, industry evolution and local
community engagement will therefore be critical for the future of global toutfsm

The following chart illustrates serval possible scenarios:

0 ecomed briefing 01/21. eco-union (2021)
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WEAK

SUSTANIBILITY

STRONG

FOUR SCENARIOS FOR POST PANDEMIC GLOBAL TOURISM

OVERGROWTH
Back to Business as usual

* Fast recovery of travel and tourism flows.

* (Re)booming of tourism Industry and
Destinations.

* Unrestrained tourists and businesses
behaviours.

* Ower tourism in saturated destinations.

* Heawy social and ecological pressures and
impacts.

DEEP TRANSFORMATION
Responsible tourism

* Mainly domestic/nearby/flocal tourism.

* Investment in quality, services, experiences.

* Responsible behaviours, focus to do good'.

* Well informed consumers and businesses.

* Stringent policies to address negative
externalities.

* Driven by green short-term Recovery Plans.

SHORT AND

COLLAPSE
Survival of the fittest

* Waves of travel and sanitary restrictions.
* Strong increase of travel and tourism costs.
* Industry bankruptcies, take-overs,
nationalisation.
* Fierce competition on price, marketing, facilities.
* Nature and environment exploited to
serve tourism.

qa LONG TRANSITION
B Business as unusual

* Tourism reinvented, accessible to everyone.

* Driven by innovation, digital and sustainability.

* Small, localfregional, community-based tourism.

* Purpeseful and value oriented.

* Respect for people and nature.

* Driven by long term sustainable strategies
policies.

LONG AND

CRISIS e
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UNDERSTANDING SUSTAINABLE TOURISM

The Tourism sector was highly unsustainable before the pandemic st&tedrding to a eco-

uniont! publication, transport, including international travel, was the biggest éngjtsector

across the European Union, making up between 15 and 40% pv& E] [ @& }v u]ee]}veU
with total transport emissions accounting for about 30% of all EU soms. Maritime
transportation represents nearly 4% of this figure

Ona global scale, carbon emissions from tourism are estimasgdughly 8% of total carbon
emissions, mainly due to air transport, growing year after year

The following chart illustrates the impact of global tourissource: eco-med briefing 01/21.
ecounion (2021)

Figure 5: Carbon footprint of global tourism

CARBON FOOTPRINT OF GLOBAL TOURISM
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d, ~ EhD z~ />>h”dZ d d, hZ' Ed E &KZ DKZ
"h~rd /E [>/dz /E dKhZ/*DJ

This chapter briefly illustrates the key principles of sustainable tougsras an overview of the
frameworks of sustainable tourism on the International, European and the Mediterrdaeah

11 ecomed briefing 01/21. eco-union (2021)
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Furthermore, an overview of sustainable certification schemes illustrates certification
schemes can contribute ta more sustainable performance in the tourism sector. The last
section 3.4. introduces the main sustainable tourism concepts.

3.1.The Principles of Sustainable Tourism

The term sustainable tourism can be used in the broader comtestistainable tourism as an
Apu €& oo _ (}E J(( & vS epesS Jv 0 SIpE]*u SE%O* vy Z « v SPUE |
ecotourism.

What is sustainable tourism?

Expressed simply, UNWTO defines sustainable tourism as "Tourism thafulleecount 0(1
its current and future economic, social and environmental impactstessihg the needs
visitors, the industry, the environment and host communities"

UNWTO further explains the concept of sustainable tourism as folfbows:
Conceptual definition

Sustainable tourism development guidelines and management practices are applicabile to
forms of tourism in all types of destinations, including mass tourism and theusaniche
tourism segments. Sustainability principles refer to the environmental, @oir) and socio-
cultural aspects of tourism development, and a suitable balance must be istdbbetween
these three dimensions to guarantee its long-term sustainability.

Thus, sustainable tourism should:

1) Make optimal use of environmental resourceghich constitute a key element in tourism
development, maintaining essential ecological processes and helping to consguval
heritage and biodiversity.

2) Respect the socio-cultural authenticity of host communitiegynserve their built and
living cultural heritage and traditional values, and contribute to inter-cultural
understanding and tolerance.

3) Ensure viable, long-term economic operatior@oviding socio-economic benefits to all
stakeholders that are fairly distributed, including stable employment aodnre-earning
opportunities and social services to host communities, and dautirig to poverty
alleviation.

dZ (}oo}A]vP Z &S o000 "*dE]%o0 }%3jsiratdsthe}dorgeptsoflv ]o]3C
sustainability and correlation between PROFIT, PEOPLE and PLANET.

2 https://sdt.unwto.org/content/aboutus-5

3 MEDUSA Conceptualization final report.
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Triple Bottom Line Sustainability

PROFIT

\ /3

Social
Fesponzability

PLAMET FPEOFLE

TheTRIPLE BOTTOMLINE 3Z }@EC 3Z & pe]v ee ¢« Z A 3} (} pe }v WE}.§ =
Sustainability is the way to understand how economic, socialesmvitonmental activities can

interact without compromising the needs of future generations and all tls@etors are equally
important.

An example from adventure tourism illustrates the concept of sustdlitybn adventure
tourism.

Not every type of adventure tourismis reallysustainableand bringsbenefits and economic
growth to local communities withoutarming the environment

This is further explained by the following 2 examples:

1. EXAMPLBleep Safari on Mallorca

x  Private jeep rentalwith international, not local partners
x Very few local guides

x  Very limited to no involvement of local value chains

X No soft mobilty: 4X4 jeeps

x Webpage: https://www.jeepsafari-
mallorca.de/index_en.php

s O * L
BOOK NOW B
sunbonio
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2.EXAMPLE2eaks on the Balkans Trail

X Local tour operaters involved in 3 countries
X About30localguidestrained and guiding

X At least500local bussinesseghosts, restaurants, local
producers) benefitting from the Tradgveralabandand
mountain villagesrevitalized

x  Softmobility (hiking, lugage transport by horses

x For more details view practiddo. 16

3.2.The Policy Framework and Governance of Sustainable
Tourism

This section outlines the global and regional institutional frameworksegige to sustainable
tourism in the Mediterraneatt.In order to ensure consistency between Strategic Directions for
Sustainable Tourism in the Mediterranean and existing international and regionarairks,

an overview of the main relevant international policies follows.

3.2.1. International Frameworks for Sustainable
Tourism

(1) The UNWTO and UN Environment sustainable tourism principles
Iv 8Z |E E %}ES "D |]vP d}uE]su D}E "pesS ]VSo E %Jgve]eZ
World Tourism Organization (UNWTO) and United Nations Environment Programme (UN
Environment) identified twelve aims for sustainable tourism described bédtesets out a
broad sustainable tourism agenda which is as much about deliyeconomic benefits to
destinations and communities through competitive, viable tourism legses and job
creation, as about minimizing adverse impacts on natural and social ecosystems.

UNWTO and UN Environment aim for sustainable tourism:

‘ (1) Economic viability: To ensure the viability and competitivene
of tourism destinations and enterprises, so that they are abl
to continue to prosper and deliver benefits in the long term.

(2) Local prosperity: To maximize the contribution of tourism to
the prosperity of the host destination, including the proportic
of visitor spending that is retained locally.

14 PLAN BLEU - UN Environment/MAP Regional Activity Celerper 17t Sustainable Tourism in the Mediterranean
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Employment quality: To strengthen the number and quality |
local jobs created and supported by tourism, including the I
of pay, conditions of service and availability to all without
discrimination by gender, race, disability or in other ways.

Social equity: To seek widespread distribution of economic
social benefits from tourism throughout the recipient
community, including improving opportunities, income and
services available to the poor.

Visitor fulfilment: To provide a safe, satisfying and fulfilling
experience for visitors, available to all without discriminatior|
by gender, race, disability or in other ways.

Local control: To engage and empower local communities ir
planning and decision making about the management and
future development of tourism in their area, in consultation
with other stakeholders.

Community wellbeing: To maintain and strengthen the quali
of life in local communities, including social structures and
access to resources, amenities and life support systems,
avoiding any form of social degradation or exploitation.

Cultural richness: To respect and enhance the historic heriti
authentic culture, traditions and distinctiveness of host
communities.

Physical integrity: To maintain and enhance the quality of
landscapes, both urban and rural, and avoid the physical an
visual degradation of the environment.

Biological diversity: To support the conservation of natul
areas, habitats and wildlife, and minimize damage to them.

Resource efficiency: To minimize the use of scarce and
renewable resources in the development and operation of
tourism facilities and services.

Environmental purity: To minimize the pollution of air,
water and land and the generation of waste by tourism
enterprises and visitorss

The Rio+20 Declaration

In 2012, renewed efforts to clarify environment and development interaction fwake at

the Rio+20 UN Conference on Sustainable Development (UN CSD), and were expressed in
The Future We Want Declaration, aimed at ensuring the promotion of an economically,
socially and environmentally sustainable future. It states (below) that-mahaged
tourism can contribute significantly to sustainable development, as imter-connected

with other economic sectors, and demands:

15 UNWTO and UN Environment, 2005
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X The support of sustainable tourism activities and relevant capacity-building.

X The promotion of investments in sustainable tourism, especially forteeosm and
cultural tourism SMEs.

x The drafting of guidelines and regulations for promoting and supportuggasable
tourism.

AueS Jv o0 SIH@EZu&wsSpE t t vSs o E

130. We emphasize that well-designed and managed tourisi
can make a significant contribution to the three dimensions
sustainable development, has close linkages to other sectol
and can create decent jobs and generate trade opportunitie

131.We encourage the promotion of investment in sustaina|
tourism, including eco-tourism and cultural tourism, which
include creating small and medium sized enterprises and
facilitating access to finance, including through microcredit
initiatives for the poor, indigenous peoples and local
communitiest®

The UNWTO 10YFP Sustainable Tourism Programme (STP)

In 2014, UNWTO launched the 10YFP Sustainable Tourism Programrees (RarPpf the

10-Year Framework of Programmes on Sustainable Consumption and Productiem®$att
~i1z&Wse v }E- § §Z Z]}=1i epuu]8X /8« Ale]}XZ 4+Pd} Sp0E&]-u
adopted sustainable consumption and production practices resultingenhanced
environmental v ¢} ] 0o }us Ju ¢ v Ju% E}A }viu]l] % E(}E&u v _X
of the programme are presented below.

UNWTO and UN Environment 10 Years of Sustainable Programme: Olggéti

16 Source : UN CSD, 2012.
http:/ficr.UN-WTO.org/en/content/rio20-futurewe-want
7Source : UNWTO and UN Environment, 2015

http://sdt. UN-WTO.org/sustainable-tourism-10yfp;
http://cf.cdn.unwto.org/sites/all/files/docpdf/brochure10yfpstpenupdated17oct2016.pdf
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+ |ntegrating SCP patterns in tourism related policies and | » Integrating SCP principles and objectives for sustainable development
frameworks + Monitoring policy implementation

+ (Collaboration among stakeholders for the improvement | = Data sharing and exchange of information
of the tourism sector’s SCP performance * Fostering stakeholder collaboration and joint action
+ Capacity building for stakeholders
+ Establishing monitoring frameworks

+ Fostering the application of guidelines, instrumenits + [Developing integrated tools for use at destinations and in tourism
and technical solutions to prevent and mitigate tourism enterprises
impacts * Research and action on priority issues of the tourism value chain
+ Influencing consumer choice and behaviour
* Enhancing sustainable tourism investment and * Promoting use of sustainable tourism investment and financing tools
financing + Enabling and mainstreaming sustzinable tourism investment and finance

4) The UN Sustainable Development Goals (SDG’S)

In September 2015, the United Nations General Assembly adopted the 2030 Agenda for
Sustainable Development. Within this agenda, seventeen Sustainable Development Goals
(SDGs) were defined. While all of them have an impact on the tourism seatoe, SDGs

are explicitly related to tourism (view belotf)

SDGs related to tourism

Goal 8 Promote sustained, inclusive and sustainable econo
growth, full and productive employment and decent work foli
all:

x Target 8.9 By 2030, devise and implement policies to
promote sustainable tourism that creates jobs and
promotes local culture and products:

Goal 12 Ensure sustainable consumption and production
patterns

X Target 12b: Develop and implement tools to monitor
sustainable development impacts for sustainable tourisr
that creates jobs and promotes local culture and produc

Goal 14 Conserve and sustainably use the oceans, seas an
marine resources for sustainable development:

x Target 14.7 By 2030, increase the economic benefits to
Small Island developing States and least developed
countries from the sustainable use of marine resources,
including through sustainable management of fisheries,
aquaculture and tourisn?

(5) The Glasgow Declaration Climate Action in Tourism

18 http://www.e-UN-WTO.org/doi/pdf/10.18111/9789284417254

19 Source: 2030 Agenda for Sustainable DevelopmeiDGs, 2015
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The Glasgow Declaration is a catalyst for increased urgency about the neeckleraie
climate action in tourism and to secure strong actions and commitment t@atghe

global goals to halve emissions over the next decade and reach Net Zero amas&oon
as possible before 2050.

This declaration aims to lead and align climate action across tourism stakehattcluding
government and institutional agencies; donors and financial institution&rnational
organizations; civil society; the private sector; and academia.

Check the full Glasgow Declaratidrere

‘ “@) Glasgow Declaration

3.2.2. European Frameworks

At the European level the leading legal and policy frameworks are the initiatiitegeld and
documents developed and published by the European Commission (EU).

According to the Plan Blu¢ Sustainable Tourism in the Mediterranean publicatfdhe most
relevant steps that hee been taken on European level are the following:

(1) The European Commission
/v 11i11U 8Z D]v]+*d Ee« }( d}pE]eu }( h IuvSERA+E }% >} ] ooG E
E *%}ve] 0 S}uE]Jeu u} o_ ~D E] o @hissdgoldvation, sén€ o Tiiie X
sustainability-related suggestions are proposed, as follows:

Madrid Declaration

X Mainstreaming tourisminto Community policies and
ensuring adequate coordination of the various policy
initiatives which may impact tourism;

x Facilitating accest holidays to groups with impaired
mobility or those who are socially and/or economically
disadvantaged;

x Raising awarenesabout the importance of innovation,
research and information and communication
technologies for the competitiveness of the EU tourisr
industry;

20 Plan Blue -UN Environmental/Map Regional Activity Centre; paper 17- May 2017; Slstamaism in the Mediterranean: State of
Play and Strategic Directions
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For more information checkerel

X Mainstreaming sustainabilitynto sectors related to
tourism (transport, solid waste, water treatment, amor
others).

Another leading document that has been published by the]e §Z » WE&}% v "SE& § PC
v u EJs]u SBuEE]eulvXSdZ]e } |

ulj& PE}ASZ

challenges to be addressed and proposed a strategy to enhaiced S}E([e spueS ]v

and competitiveness.

This strategy focuses on the following:

Coastline of Puglia

Source: EU 2014
For more information che

\'

re

i} e Jv

} S o

European strategy in coastal and maritim:

tourism

Addressing environmental pressurdsy
promoting ecotourism, using the EMAS ar
Ecolabel indicators

Promoting implementation of th&rotocol
to the BarcelonaConventionon Integrated
Coastal Management and Maritime Spatie
Planning and Green Infrastructure;

Promotingstrategieson waste prevention,
management and marine litter to support
sustainablecoastaland maritimetourism.

Promotinganinnovative, sustainableand
high-quality offer by: supporting new
products, promoting attractiveness and
accessibility of coastal and marine
archaeology, maritime heritage,
underwater tourism, eno-gastronomic
activities;

Developing European Tourism Quality
principles,aiming to increase consumer
security and confidence in tourism service

Insularity andremoteness- seeing
opportunities in geographical constraints
by:

Encouraginghe diversificationand
integration of coastal and inland attractors
including through transnational thematic
itineraries like cultural, religious or ancient
trade routes..
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(2) The Tourism Sector in Europe

Wp o]*Zz 8} }v] Al8Z 8Z uE}% Vv d}uEElw (QEJVEYAIZST ~
i} o D v]( *8}_ Z]PZo]PZSe SZ | C %}0] G %BEFUE|Mop (MB FZ psig
business and environmental associations, on topics ranging froisiakd qualifications to

the eped Jv ]0]3C Vv  Ju% 3]3]A v ¢ }( HE}% [* S}UE]su » S}EX

Tourism Growth and Jobs Manifesto

x  Strategic plannindor an environmentally
sustainable tourism industry (including
systems, technology and infrastructure) in
order to contribute to climate protection
and sustainable job creation;

x  Ensure EU financial suppofor long and
mid-term tourism initiatives on the
European level covering the whole value
chain;

x ldentify andsupport good practicein
capacity and destination management so
~Ye 8Z «<p 0]3C }( 3Z A]<gs
safeguarded,;

X Sustainemploymentin the tourism sector
and promote fair working conditions for all

Source: Tourism for Growth and Jobs Manifesto, emp|9yees' Inellieing I_(ey SUb'S_eCtorS A
2015 recruitment and retention remain a

For more information chedierd challenge.

(3) The European Initiative of Sustainable Tourism for Deghent

In 2013, the Development and Cooperation Agency of the European Commissich@dbli

apaper coAE]38 v A]§8Z §Z hEtdK }v " pe3 Jv o d}uE]eu (JE A «
enhancing the common understanding and commitment of the EU and development
assistance agencies around the world in support of sustainablestaurfrive pillars and

seventeen sub-pillars were defined covering key topics and issues toobeofad by

sustainable tourism policies.

For more information check the UNWTQO Sustainable Tourisr
for Development Guidebook (2013)ere

77 NN
<
Wy

2

UNWTO

Worid Tourism Orgarization

3
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(4) The European Charter for Protected Areas

Created to increase aware ** VvV *U% % }ES (}E HE}% [* %o E}S §
the sustainable development and management of tourism in protected areas, taking
account of the needs of the environment, local residents, local busesessd visitors.

The principles of the charter are:

To invelve all those implicated by tourism in and

around the protected area in itz development and

management.

Box 1 T

2 To prepare and implement a sustainable tourism
strategy and action plan for the protected area.

The European Charter

for Sustainable Tourism

in Protected Areas
(ECST)

Created to i and supp

Europe's protected areas and to improve the sustai-
t of tourism in

nable devel and

protected areas, taking account of the needs of
i local residents, local busi

visitors.

To protect and enhance the area’s natural and cultural
3 heritage, for and through tourism, and to protect it
from excessive tourism development.
4 To provide all visiters with a high-quality experience
in all aspects of their vizit.
To communicate effectively to visitors about the
5 special qualities of the area.

6 To encourage specific tourism products which enable
dizcovery and understanding of the area.

To increase knowledge of the protected area and
7 sustainability issues amongst all those invalved in
tourism.

To encure that tourism supports and does not reduce
8 the quality of life of local residents.

To moniter and influence visitor flows to reduce ne-
gative impacts.

BN s
Source: MEET Mandal
For information checkere

For more information: www.european-charter.orgfhome

3.2.3. Mediterranean Frameworks

'Z E E >h Z Ks Zz &KZ d, D # ZZ E E

The European Commission was already on track to establisl@nges New Deapath for the
European Union before the coronavirus pandemic, with the aim of iegatarbon neutrality

C 1iAiX dZ & }A EC v <3Jupopes u }uEh"]iilidp) in rdddvery o o]
(pv = v 171 Joo]}v ~h~"161 ]o002027bgdget. Additidnaily, the European

21 Meet manual - a guide to planning and promoting ecotourism activitie

22eco-med briefing 01/21. eco-union (2021)
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Commission has communicated Earm to Fork strategywhich aims at reforming the food
system sustainably. It includes clauses on the reduction of the fulsgtitizers and pesticides,
which are direct causes of water and marine pollution in the tourisotose The European
Parliament is also promoting @cean Fundiimed at making ships more energy efficient and
supporting green infrastructure implementation in the maritime sectorpwenacted in the
2023to 2030period, providing up to} i X i ] $2.F billion) over the next five years.

AT THE MEDITERRANEAN LEVEL

At the Mediterranean level, théMediterranean Action Plan(UNEP/MAP) of the Barcelona
Convention for the protection of the Mediterranean Sea, ratified by 22 Mediterranean riparian
countries, endorsed in 2016Mediterranean Strategy for Sustainable Development (MSZD)
This regional strategy integrates sustainable tourism as a strategic objectiweraabhed by
2025. However, the rather limited mandate of the Barcelona Convention towards
environmental issues impedes significant progress on this ces®rial issue. A proposal to
develop aRegional Sustainable Tourism Framewdrés not been advanced yet, although the
tourism sector is included in thBustainable Consumption and Production Regional Action
Plan (SCP RAP) to be implemented by Southern Mediterranean country by 2026, weh rath
limited impact so far

Among other regional initiatives targeting the tourism sector, the European U{ibh) has
launched theWestMed?* initiative to promote a more sustainable blue economy in Western
Mediterranean countries. It integrates coastal and marine tourism, sharing Southen an
Northern best practices such as tHaterreg Med Tourism project The Union for the
Mediterranean (UfM) is operating thBlue Economy platforrf? and organizing on a regular
basis a regional stakeholders conference to engage policy and decision makesdl as
practitioners and researchers.

3.3.Sustainable Tourism Certification Schemes

Another valid instrument to enhance the sustainability performance of dastins, services or
tourism related products areSustainable Tourism Certificationschemes. There are
international sustainable tourism schemes applying the same set of ariteiall destinations
worldwide as well as regional, national or local certification schetiasare tailored to the
individual needs of destinations

Certifications can be awarded by international organisations, governments or commercial
entities which evaluate whether the company or individual guidedkering to a particular
standard or regulation.

The following overview of international certification schemes will give oriemaind guidance
on a national level:

23 UNEP/MAP (2016). Mediterranean Strategy for Sustainable Developmen23016-
24 www.westmed-initiative.eu.

25 www.westmed-initiative.eu.
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Table 1: International certification schemes for sustainable tourism

INTERNATIONAL ADVENTURE TRAVEL GUIDE QUALIFICATION AN
PERFORMANCE STANDARD (AT@®)Juntary guideline for industry. It
can be used by governments, destination managers, and company owr
when evaluating the quality and performance of their own guides and
defining appropriate training programs. ATGS is not enforced or regulai
by the ATTA or any other organization.

Sustainability:-

Global recognition:=

Scope:International

Website: https://learn.adventuretravel.biz/quide-standard

BIOSPHERE RESPONSIBLE TOURISM STANDARIES Sustainable
Development by measuring the contribution of tourism to the 17
Sustainable Development Goals (SDG) of the United Nations and the

¢ : '. indications of the Paris Agreement against Climate Change; for destina
« 4 accommodations, and other tourism services.
" Sustainability:Economy, environment, social issues
BIOSPHERE Global recognitionGSTC recognized standard

Scope:International
Website:www.biospheretourism.com

BLUE FLAG]= }v }( $Z FpsErecdgnised voluntary awards for
beaches, marinas, and sustainable boating tourism operators.
Sustainability:Environment, Social Issues

Global recognition:=

BLUE FLAG Scopeinternational
Website:www.blueflag.global

CITTA SLOWa label for small and medium-sized towns that aim to
preserve the spirit of community and to transmit knowledge to the new
generations to make them aware of their cultural heritage.
Sustainability:Environment, social Issues, cultural heritage, local econol
Global recognition=

Scope:International

Website: www.cittaslow.org

EARTH CHECHettifies hotels, activities, attractions, restaurants, transp:
&
mobility services and destinations.
Sustainability:Environment, social issues, economy, cultural heritage
Global recognitionGSTC recognized standards
EARTHCHECK Scope:International

Website:www.earthcheck.org
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EMAS. Eco-Management and Audit Schenaa environmental
management tool created by the European Commission. It is based on
o Y voluntary basis and applicable for all economic and service sectors

ks ‘ worldwide.
v Sustainability:Environment

Global recognition:=

EMAS Scope:International
Website: https://ec.europa.eu/environment/emas/index_en.htm
EU ECOLABEIn the field of tourism, the official European Union label is
awarded
;'61*: to accommodation establishments and campsites. The verification proc
" and assignment of the certificate is performed by the national partner
eu Y= organisations, e.g., environmental ministries.

EE 0 Iahe Sustainability:Environment

www.ecolabel.eu Global recognition=
Scope:International
Website:https://ec.europa.eu/environment/ecolabel/

EUROPEAN ECOTOURISM LABELING STANDARDs(&EBak&)ne
quality standard developed for European Ecotourism.
e Sustainability:Environment
@ Feoteurm Global recognitionGSTC recograd
Scope:Europe-wide
Website:www.ecotourism-network.eu/en-ecotourism-standard/en-the-
euro-eco-label-stand

EUROPEAN CHARTER FOR SUSTAINABLE TOURIM IN PROTECTE
AREAS (ECSB) voluntary instrument aiming to promote the developmel
of sustainable tourism in protected natural areas of Europe, a tool for b
the accredited areas and the participating public and private companies
the areas.

Sustainability:Environment, Social

Global recognition=

Scope:Europe-wide

Website: www.europarc.org
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EUROPEAN HERITAGE LABEDbel forthe cultural sites that are the
ul]o *S}tv ¢« Jv §Z & S]}v }{sies thafeelepr@s #ad
symbolise European ideals, values, history, and integration.
Sustainability:Cultural heritage

Global recognition:=

Scope:Europe-wide

Website: https://culture.ec.europa.eu/cultural-heritage/initiatives-and-
success-stories/european-heritage-label-sites

EUROPEAN WILDERNESS QUALTY STANDARIaAdard establishes
minimum levels for identifying the areas of wilderness, and at the same
time promoting them.

Sustainability:Natural heritage, Environment, Biodiversity

Global recognition=

Scope:Europe-wide

Website: https://wilderness-society.org/european-wilderness-
definition/european-wilderness-quality-standard-audit-system/

GREEN DESTINATIONS STANDAR&ssessment & reporting system to
evaluate, monitor and improve the quality and the sustainability of all
destination types, e.g., towns, cities, protected areas, ecotourism, regio
and country destinations. Used in Awards progrday#ational Tourism
Board Slovenia, QualityCoast, Sustainable Top 100, ITB Top 100 Awar
for GSTC-Accredited GD Certification.

Sustainability:Environment, social issues, cultural heritage, economy
Global recognitionGSTC recognized standard

Scope:International

Website: https://greendestinations.org/programs-and-services/awards-
certification/

GREEN GLOBEettifies businesses, conference centers, hotels, resorts
attractions.

Sustainability:Economy, environment, cultural heritage, social issues
Global recognitionGSTC recognized standard

Scope:International

Website:www.greenglobe.com

GREEN GROWTH 2050 STANDA®Iition for tourism and travel
businesses to assess theverall sustainability and CSR performance.
Sustainability:Economy, environment, cultural heritage, social issues
Global recognitionGSTC recognized standard

Scope:International

Website: www.greengrowth2050.com
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GREEN KEn eco-label awarded to leisure infrastructure, such as hote
hostels, campsites, holiday parks, small accommodations, conference
centres, restaurants, and attractions.
Sustainability:Environment
Global recognitionGSTC recognized standard for hotels

Green Key Scope:nternational
Website:www.greenkey.global

GREEN KEY GLOB#Lenvironmental certification body. It offers
sustainability programmes for the lodging industry.
Sustainability:Environment
CREEN K Y Global recognitionGSTC recognised standard for hotels
Eco-Rating Program Scope:International
Website: http://www.greenkeyglobal.com/

GREEN STEP SUSTAINABLE TOURISKtandard is part of
}EP v]I $idader Sustainable Tourism 2030 initiative, which provid
programs and services for destinations, tourism businesses, and
accommodation providers.

“GreenStep \ e Sustainability:Management, social, economic, natural, cultural, and
environmental
Global recognitionGSTC recognized standard
Scope:International
Website: https://greensteptourism.com/

GREEN TOURISM ACT 9 Eustainability assessment and certification
organisation with a focus on sustainable travel and tourism partners ani
destinations.

Sustainability:Environment, socio-economic, cultural, conservation
Global recognitionGSTC recognized standard

Scope:International

Website: https://www.gt-active.org/

GLOBAL SUSTAINABLE TOURISM COUNCILGSI s involved in
Certification of businesses, Accreditation of certification bodies, and
Recognition of standards.
o . Sustainability:Environment, social issues, cultural heritage, economy,

OQ: GSTC  businesses

commmmmeTEnEm - Global recognition:GSTC
Scope:International
Website: https://www.gstcouncil.org/certification/accreditation-
certification-recognition/
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GOOD TRAVEL SEMhe-ecolabel based upon two pillars: (1) sustainabil
and (2) health & safety. This certification focuses on practical requireme
that are easy to manage for smaller tourism businesses. The Virus-Awe
certification as a free add-on provides an additional element of health a
safety protection to a business.

Sustainability:Environment, social issues, health & safety

Global recognition=

Scope:International

Website: https://goodtravel.qguide/good-travel-seal/

ISO 21101:2014a certification that certifies the quality of the system for
managing the safety for service providers of adventure tourism activitie:
Sustainability:Safety

Global recognition=

Scope:nternational

Website: https://www.iso.org/obp/ui/#iso:std:is0:21101:ed-1:vl:en

IUCN GREEN LIST OF PROTECTED AND CONSERVE®DEREA&ION
for protected and conserved areas. Focus on effective management the
goes in line with sustainable principles.

Sustainability:Environment, social, economic, cultural

Global recognition=

Scope:International

Website: https://www.iucn.org/theme/protected-areas/our-work/iucn-
green-list-protected-and-conserved-areas

MOUNTAIN IDEAL DESTINATION STANDARInes what it means to be
a sustainable mountain resort destination; it has been developed to adc
sustainability in mountain environments that include winter and summel
activities.

Sustainability:Environment, social issues, cultural heritage, economy
Global recognitionGSTC recognized standard

Scope:International

Website: https://sustainabletravel.org/mountain-destination-standard/

STARLIGHT TOURIST DESTINAT&@#ttification system to recognise

Ao} &]}lve A]J3Z ] o 1}v 18]lve (JE } « EA]lVPIETU S]] VE]
controlled. This makes them logical destinations for tourism based on the eippom
oftheskyask ES }( SZ v SHE o A}Eo0 X_
Sustainability:Environment

Global recognition:=

Scope:International

Website: https://fundacionstarlight.org/
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TRAVELIFEhe Travelife label uses different standards and verification
. procedures for accommodations and tour operators and travel agencies
- Sustainability:Economy, social issues, environment, cultural heritage
TI’GVEIIfe Global recognitionGSTC recognized standard
' Scope:International
Website: www.travelife.org

TOURCERTcertification scheme for tourism companies (tour operators,
hotels, and other companies) and destinations.
Sustainability:Economy, environment, cultural heritage, social issues
Global recognitionGSTC recognized standard for the industry
Scope:Europe and Latin America

Website: https://www.tourcert.org/en/

UNESCO BIOSPHERE RESERVE]Pv §]}v C hE ™~ K[ D v
Biosphere (MAB) Programme since early 1970s; focus on the conserva
of biological and cultural diversity as well as socioeconomic developme
Sustainability:Environment, Social, Economy, Cultural

Global recognition:=

Scope:International

Website: https://en.unesco.org/biosphere

UNESCO GLOBAL GEOPARKS liABEL International Geoscience and
Geoparks Programme, started in 2015. It focuses on raising awareness
about biodiversity and promoting best practices for protection, educatio
and tourism from the perspective of sustainable development.
Sustainability:Environment, Social, Economy, Cultural

Global recognition=

Scope:nternational

Website:www.europeangeoparks.org

UNESCO WORLD HERITAGEtId 83t of the natural, cultural, and mixed
heritage sites of outstanding universal value according to criteria define

& % UNESCO
z %z Sustainability:Cultural heritage, natural heritage
’f; §  Global recognition:

%

& Scope:International
Website: https://whc.unesco.org/
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UNWTO QUEST CERTIFICATION FOR DESTINATION MANAGEMEN
ORGANIZATIONSa quality certification for DMOs that endorses and
vZ v /£ oov ]v3sZ KEP v]l §]}ve[ o E

ﬁ governance.
UNWTO Sustalnabllltyzl'\/!anggement
e Global recognition=

Scope:International
Website: https://www.unwto.org/UNWTO-quest

QUALITY COASH label for more urban destinations with a seaside anc
beach

Sustainability:Environment, Social, Economy, Cultural

Global recognition=

Scope:nternational

Website: https://greendestinations.org/programs-and-services/awards-
certification/

QualityCoast

International certification schemes and awards can significantly coméribu improving the
sustainability performance of a destination or an entire business sectodéestination.

, < 'KK W2z d/ y DW> » &KZ DKZ /[/E&KZD d/KEJ

Viewour practice exampledllustrating the concept of
@ international certification
O Practice examples Ndl; 34

The following overview of regional, national and local certification schemes wildgrovi
orientation on what type of sustainable tourism certification is available in the projecttaesn
Italy, Spain, Tunisia, Jordan and Lebanon:

Table 2: Regional, national and local certification schemes for sustaimaivisn

LEGAMBIENTE TURISM@e-environmental association Legambiente
works closely with Italian tourist destinations and coordinates the criter
with them. Includes certified hotels, campsites, guesthouses, restauratr
\‘) @ tour operators and agro-tourism farms.

Tuﬂsmfmﬁ% Sustainability:Economy, environment, social issues
Global recognition=-
Scopeiltaly
Website: www.legambienteturismo.it
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BANDIERA ARANCIOMNE& label awarded to small towns for their
excellency in tourism, hospitality, and the environment.
Sustainability:Environment, social issues, cultural heritage, economy
Global recognition:=

Scope:ltaly

Website:www.bandierearancioni.it

Kz',/ hd Ed/ / [/thlabel for Italian destinations that follow
sustainable, fair, and local development model with respect to places,
people, and local identities.

Sustainability:Environment, social issues, cultural heritage, economy
Global recognition=

Scopeiltaly

Website:www.borghiautenticiditalia.it

| BORGHI PIU >>/ [/d talabel that promotes small Italian towns
with rich cultural heritage and matching tourism offer.
Sustainability:Cultural heritage

Global recognition:=

Scope:ltaly

Website: https://borghipiubelliditalia.it

CATALAN COUNCIL FOR AGROECOLOGICAL PRODUCTION(CCF
eco-label that controls and certifies the manufacture, production,
packaging, and marketing of agricultural and food products from Catals
Sustainability:-

Global recognition:=

Scope:Catalonia (Spain)

Website: http://pae.gencat.cat/ca/index.html

Environmental Quality Guarantee (DGCA$% an eco-labelling system for
official and

private products and services, created by the Government of Catalonie
1994. Currently over fifty Catalan tourism establishments have this lab
(hotels, campsites, rural tourism accommodations and youth facilities).
Sustainability:Environment

Global recognition*

Scope:Catalonia (Spain)

Website: https://cutt.ly/1A]VSmn
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THE PEACEFUL PLACES AND DARK SKIES ENVIRONMEBTAL SE
system, created by the Government of Catalonia, that recognises peac
areas where visitors can enjoy the sounds of nature and appreciate tht
stargazing value of natural dark skies.

Sustainability:Environment

Global recognition:=

Scope:Catalonia (Spain)

Website: https://cutt.ly/9AINOPN

Q de CALIDAD TURISTICA ESPAN&NyAcurist company can apply for
the Q mark for Spanish Tourist Quality, a quality mark awarded by the
Institute for Spanish Tourist Quality (ICTE). Also includes protected art
Sustainability:-

Global recognition=

Scope:Spain

Website: https://www.calidadturistica.es

WILD TUNISIA an ecolabel awarded to products and services that do 1
harm the environment, launched by WWF Tunisia in 2020. The
beneficiaries of the ecolabel include producers of honey, essential oils
providers of ecotourism services in and around Tunisia's protected are
and natural sites of high ecological value.

Sustainability:-

Global recognition:=

Scope:Tunisia

Website: https://www.wwf.tn/nos_projets/wild _tunisia/;
https://wildtunisia.org/

TUNISIAN ECOLABE&he Tunisian Ecolabel programme covers tourist
accommodation services and textile products; it is being extended to o
product ranges.

Sustainability:Environment

Global recognition*

Scope:Tunisia

Website: http://www.citet.nat.tn/Portail/ecolabel.aspx

46


https://cutt.ly/9AjNOPN
https://www.calidadturistica.es/
https://www.wwf.tn/nos_projets/wild_tunisia/
https://wildtunisia.org/
http://www.citet.nat.tn/Portail/ecolabel.aspx

AGEG

Tourism for
Sustainability

USEILt Union of Sustainable and Ecotourism Institutions in Lebanon, a
organization founded by a group of responsible tourism experts and
ecotour operators. They provide trainings and certifications; curremtly
é recognized accreditation is still missing, but that is foreseen in the plar
USE| E the organization.
T Sustainability:-
Global recognition=
Scope:Lebanon
Website: https://www.facebook.com/Unionef-Sustainable-and-
Ecotourism-Institutionsa-Lebanon-USEIL-101870171516673/

National, regional or local certification schemes can directly focus omt¢inddual and specific
framework conditions in the destination and can remarkably improve thetasnable
performance of the destination and service providers.

Certifications can furthermore help SME’s to distinguish themselves fromeatdorp and to
increase their credibility.

Viewour practice exampleshat illustrate the concept of
@ national certifications
O Practice examples NdL; 2, 31, 32

3.4.Sustainable Tourism Concepts

This chapter features and illustrates the different concepts of sustainabléstousuch as: (1)
Sustainable adventure tourism; (2) ecotourism and tourism in protected af@eslpw tourism;
(4) gamifying destinations; (5) cultural tourism and cultural routes andcréative tourism
experiencesEach concept will be further explained through practice examples.

3.4.1. Sustainable Adventure Tourism

The overall objective of the MEDUSA project is to develop a competitine dbAdventure
Tourism (AT)in the Mediterranean which is based on environmental and economic
sustainability values, and which will create more busines®dppities and new jobs for local
communities.

Tourism is also growing faster than the global economy and othersirida such as
manufacturing, retail, and financial and business seétpamdAdventure Tourisnis one of the

ZWTTC TRAVEL & TOURISM GLOBAL ECONOMIC IMPACT &ISSUES 2018
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fastest growing sectors within the tourism sector, attracting high value custensupporting
local economies and encouraging sustainable pracfites.

DEFINITION OF ADVENTURE TRAVEL

As defined by thé&TTAadventure travel describes trips that provide experiences (both mental
and physical) to places which are novel or unique to the trave#erphasize the natural
environment; and provide challenges through experiences of cultureyiges that promote
physical health, and excitement/fun. (Source: North American Adventure Trajeller

Adventure tourism containsessentialelements that make up the entire experience (nature,
activity, andculture), which are used by the travel trade to understand whether a specific
%o E} U S % o eadyéhture § & ATlegse elements come together to deliver
specific types of experiences for travellers who are motivated by goelfsasitransformation,
challenge and wellness.

The following chart illustrates the key elements of adventure tourism (Source: ATTA):

Figure 5: Adventure tourism chart

S

THE NOVEL CHALLENGE
AND UNIQUE
. TRANSFORMATION
£ J
WELLNESS IMPACT
IMPACT
Essential Elements Traveler Experience

The leftside of the chartabove illustrates thessentialcomponentsof anadventure travel

trip: nature, culture and activity. From the SE A oo E [+ %onEheXight $ide of the
graphic), research indicates that adventure travel is motivated by a vasfebyngings and
desires that influence howeople consumeand emotionally process their trip. Travellers are
seekingmental and physical wellness novel and unique experiences, challengehether
physicalor cultural vand often, ultimately: transformation. Travellers are also keenly aware of
their impact and have a desire to have a positive impact on the environment@ndunities.

2T UNWTO Global Report on Adventure Tourism
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According to the UNWT9there are two main categories of adventure tourism:

x Hardadventure and

x Softadventure
The easiest way to identify whether the tourism is hard or soft adventsideyiits primary
activity. Both hard and soft adventure are highly lucrative segments.

Soft tourism activities are more sustainable and create a
higher level of community benefit!

This is demonstrated in these two practical examples from the UNWTO:

Thecost of just thepermit to reach the summitMt. Everest, dnard adventure activity is
estimatedto be USD 11,00@er person. Wherall of the other costs are added in, such as
training, gear, airfaretour guides, etc., the average total cost to summit Mt. Evevalitbe
aboutUSD 48,000 per person.

Commercial adventure travébur operators offering soft adventureactivities to the same
area charged an average USD 30&er day. With an average trip 8t8 days the average
total costof a soft adventure trip walSD 271@er person, not including flights.

t,d K~d, "K&d s EdhzZz dKhzZ/®#M>KK< &KZ

The following chart illustrates the trending Motivations for Adventure Tr&8elurce: ATTA
Snapshot -Trends Report-2021).

Figure 6: Trending motivations for adventure travel

28 UNWTO-AM report: Volume nine

2% The guidelines for creating and narrating the slow adventure product
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Trending Motivations for Adventure Travel

1. New Experiences
1. Digital Detox (Unplug)

2. Go Off the Beaten Track P o)

2. Adventure Travel as a Status Symbol
ﬂ? 3.To Travel Like a Local

4. Last Chance Travel
5. Wellness/Betterment Goals

6. Cultural Encounters

3. Pampering and Luxury

4. An Adrenaline Rush /A Challenge

080009

5. Going On Popular Adventures

g
6000060

SILENCEQUIET, SPACE AND TIME

x A feeling of escapisnis a highly important motive for the slow adventurer and when it is
achieved in nature, it prompts a strong sense of de-stressing in the indlvid

X Theslow adventurer believesn theimportance of making time to spend in nature and this
time is most often activity driven. Nature is already a significant elenretihe slow
A VvSuE E[* o]( v ]Jv uvC e «U ]euhderthkehGa théir apridity S ol
lives. The opportunity to spend further time in nature is desirable. i8gek work-life
balance is important and nature is viewed as a re-energizer.

x Linked to thisslow adventure} %o ve H% }% %}ESuv]S] « (JE Z<A]5 Z]vP }((
way through the crossing on a sea kayaking trip a whale broke the swdate distance in
front of the group. It brought them into a new way of being herhey were now operating
}vZAZ o 3Ju [W §Z PE}u% A « viIA Pu] C 3Z AZ o X

COMMUNITES AND BELONGING

x Self-time in nature and shared time with friends in nature are important motiv&ew
A vSuE E- vi}C JvP }usS Jv v SUCE [¢ o u vsSe v wi}C SZ .
fitness demands. A sense of connectedness and heritage is importantubetii in terms
of place.

x The slow adventurer has regular experiences of nafur % }A E v HSCX dzZ C Z /
willingness to share such experiences with others, and these treipgshen bonds.

x A sense of fun and freedom in the outdoors is important.

x Positive emotions such as joy, peacefulness and thankfulness amseggrin terms of the
natural beauty of the landscape, and these emotions are intensified when iexged
through adventure and activities in the outdoors. Mental and bodilgregth are important
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components for the slow adventurer and pain in the form of exhaustraroldl for example,
may also be experienced at times.

UNCERTAINTY AND QUALITY ASSURANCE

x Slow adventure clients, and consumer trends in general, point to aedési bespoke
experiences which can change according to opportunity and situation.

x Particular concerns for the slow adventurer include weather conditiessape routes, lack
of experience and in a more reflective way, self- exposure.

GETTING INVOLVERIVING AND LEARNING THE WILDERNESS DREAM

x They are internally motivated and open to experiences that are unique, educational and

nature focused.

x  8]AJEC v 8Z Iud }}E. ]+ E]JA v C A }foyASp@ vEUE ZECE

willingness to learn new skills and knowledge.

x dZ <0}A A VvSuE E (Jv » A}Jv E Jv §Z A 38 @-natireadgh E U }v [

the folklore that enriches the natural environment. They talk about little detailsaiture
and enjoy eating or trying foraged or wild food.

SHARING THE MAGIC OF WILD PLACES

x Importantly, slow adventurer target groups are very likely to urge others agdamily and
friends to give it a go. Grasping a challenge or just escaping into the bddhéylandscape
is actively encouraged.

x This is further supported by the enthusiastic embrace of social m@diforms. This, if
supported by entrepreneurs, is credible, free and effective marketing.

&KZ DKZ J[/E&KZD d/KEU s/ t Khz 'KK W2z d/*

Viewour practice exampledllustrating the concept of

@ sustainable adventure tourism:
O Practice examples N@; 8, 14, 18, 19, 21, 51, 52
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3.4.2. Ecotourism

The Mediterranean Experience BEoTourism (MEET) Netwadska network of Mediterranean
natural parks developing high-quality ecotourism experiences that becefiservation and
local communities.

The MEET Experiences are nature-based, cultural experiences which alleNetsato discover
a new side of the Mediterranean.

As it is stated in the MEET Mandahr W E } §
of tourism, one that is offeredasv 0S Ev

This new model should ensure that
S}uE]eu[ Dbunbaturé can be
minimized, local cultures are respected, a
economic benefits may be distributed
among local communities.

By creating a new paradigm for the
development ofecotourism products,
protected areas can benefit from the shift
from conventional to sustainable tourism
using mechanisms to monitor and managt
tourism-generated impacts.

Ecotourism could be this new model!

Ecotourismis widely regarded as a form of
tourism that respects nature and culture,
engages local people, brings significant
economic benefits to local communities,
and minimizes the disruptive effects
associated with mass tourism.

SourceMEET manual; DestiMED Project in collaboration v
the Meet Network

Peninsola del Sinis - Isola di mal di ventre MPA, ltaly

30 MEET manual; DestiMED Project in collaboration with the Meet Network
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Ecotourism is widely regarded as a form of tourism that respects nature angde;uéngages
local people, brings significant economic benefits to local conitiesn and minimizes the
disruptive effects associated with mass tourism.

The official definition of ecotourism is as follows:

What is ecotourism?

that conserves the environment, sustains the well-being of the local people andvésyol
interpretation and education (TIES 2015).

Principles of Ecotourism

Ecotourism is about uniting conservation, communities, and sustainableltr@his means that
those who implement, participate in and market ecotourism activities shaddgpt the following
ecotourism principles:

1) Minimize physical, social, behavioural, and psychological impacts,

2) Build environmental and cultural awareness and respect.

3) Provide positive experiences for both visitors and hosts.

4) Provide direct financial benefits for conservation.

5) Generate financial benefits for both local people and private industry.

6) Deliver memorable interpretative experiences to visitors that help raise sensitivity to
Z}e3 }JUVSE] o[ %}0]3] oU VvAtEmates. v oU v -} ]

7) Design, construct and operate low-impact facilities.

8) Recognize the rights and spiritual beliefs of the Indigenous People ircgoununity and
work in partnership with them to create empowerment.

The term ecotourism is mainly used for destinations covered
protected areas, anbundance of visible and touchable flora ar
fauna, and a high level of biodiversity, and describes the act
in and around protected areas.

Countries in Middle and South America host famous ecotourisrindgg®ns. The pioneer and
godfather of ecotourism is Costa Rica. The following chart illustrates what makes Casia Ric
ecotourism destination.
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&RVWD 5LFD yWKH (FRWRXULVP 'HVWLQDWLRQ

x 28 national parks
x The country is covered with breath-taking plants and full of animals
x25% RI &RVWD 5LFDUVWr@det®dc DUHD LV

x Biodiversity : 5% of the Earth’s biodiversity. Different vegetation like
volcanoes; Pacific and Caribbean beaches; tropical dry, wet, and rain forests;
and jungle landscapes.

x Nature and ecotourism are the number 1 tourism attraction in Costa Rica
x The National Parks form part of the national tourism offer

x 7KH FR X Qnarketidig/and image strategy is based on nature and
ecotourism

x The majority  of all international visitors to Costa Rica visit National Parks

X Total number of tourists in 2017: 2,959,869 Ovisitors to National Parks:
2,059,402 visitors (including residents).

x National Parks are highly accepted by the local community and frequently
visited by local residents

x Sustainable business model in place

X https://lwww.visitcostarica.com/en/costa-rica/things- _to-
do/ecoturism/national-parks

National Parks

Ecotourism products in protected areas have the opportunity to integratalloommunities
with a wide array of stakeholders including local travel agenttesa| guides, farmers, artisans,
hotel and restaurant owners, non-profit organizations, public sector agentspatdcted area
managers. If this integration is well executed, it creates strong incentivésdalrcommunities
for nature conservation, by linking economic benefits to healthy, well-managetected
areast.

TheMEET approaciparticularly considerscotourismas
taking place in and around areas which are protected, i.e
v E «SZS5 v ] vs](] )
geographical space, recognized, dedicated and managec
through legal or other effective means, to achieve the lon

term conservationof nature with associatedcosystem
servicesandcultural values. ~/h E  (]Jv]S8]}v Tii|

Source?! MEET manual; DestiMED Project in collaboration with the Meet N&twor
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3.4.3. Cdtural Routes

There is a needo build up an area of peace and stability in the Mediterranean, reducing
disparities, increasing opportunities for decent quality of life golos for all, and promoting
dialogue and understanding for peaceful coexistence.

The CROSSDEYV project seeks to increase tourism competitiveness and the attractwenes
leser-known destinations and rural areas, enhancing @dtural Routes experiencesuch as
those of theCouncil of Europde.g., Phoenicians Route and lIterVitis), Palestine (Palestinian
Heritage Trail) and Jordan (Jordan Trail). To achieve this goal, a crosstborigen framework
shall be set-up to enhance sustainable tourism policies, promote tour$ated business and

to developcommunity-led action plans

Cultural routesare defined as new wide-ranging cultural asg
connecting diverse and homogeneous elements of tangible
‘- intangible cultural heritage and related to both contiguous &

far apart territories so as to create a new knowledge sys
(ICOMOS, 2005).

Culture is one of thedriving forcesfor the growth of tourism. As such, cultural tourism can
bring many opportunities and benefits suchdeseasonalizatiorandadiversification strategy

for a destination.

The safeguarding of cultural heritage and activities is the key to preserving theatultu
identity of territories ando more effective sustainable development.

t,d /~ ,/E d, KE Wd K& h>dhZ > ZKhd "M

dZ " poSUE o0 Z}usS « }( $Z Pigrarhmelwassi@tetdoy the Council of Europe

Jv i666 Az §Z o & S]}v }( ~vs] P} Ju%}eS 0o XudZo”uosSpuE
HE}% _ & v JvA]S 8]}v 8} SE Ao v 3pk]( JAUE}%Z VEESME |
heritage.

The aim was to create a network of people and places linked together thanks tmraao
history and heritage.

The Cultural Routes put into practice the values of the Council of Europe:
X Human rights
X Cultural diversity

X Intercultural dialogue

X Mutual exchanges across borders.
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The Cultural Routes of Europe
(https://www.coe.int/en/web/cultural-routes/by-theme)

TheCultural Routeslemonstrate, by mean:
of a journey through space and timeiow
the heritage of thedifferent countries and
culturesof Europe contributes to ahared
and living cultural heritage

Routes of Olive Trees 2005

£ Ty T, V&D{z;,l Over45 Cultural Routeprovide different
R »WQ ﬁ\&&: /& ﬁs‘ themes that illustrate European memory,
BR XY T &Y ) S history and heritage and contribute to an
4 ) interpretation of the diversity of present-

day Europe.

&

?“\@ gf&. ?’/ e 3 ﬁ? Z?ai’?

European Routes of Ceramics 2012

, Kt dK Zd/&/ A h>dhzZ > ZKhd K& hZKW

To become part of the Cultural Route of Europe certain criteria need to béeflitfil obtain the
official certification. The certification is a guarantee of excellence. Onearatiie certification
is awarded tdegally constituted networksfocusing on @&uropean themeand implementing
activities in ateast threeCouncil ofEurope member States.

The certificationgives visibilityto European initiativeswhich bring to life Council of Europe
values, such asultural diversity, intercultural dialogueand mutual exchanges across borders.

Through the Cultural Routes programme, ti@ouncil of Europeoffers a model for
transnational networksworking on the promotion of European heritage. The Cultural Routes
bring together (to name only a few) heritage sites, universities, natioegipnal and local
authorities and socio-economic actors such as SMEs and tour opetators.

The Routes argrass-roots European networksith a legal
status (in form of an association or a federation). These
networks involve at leaghree countriesin Europeand
operate withindemocratic structuredo ensure the
transnational and participatory character of Cultural Rout;

32(https:/lwww.coe.int/en/web/cultural-routes/by-theme)
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In this context, due attention needs to be paid to the criteria establishyedhe Council of
Europe for the certification of Cultural Routes:

countries in Europe;

1) Involvea themethat is representative dEuropean valuesand common to at least thre

2) Be the subject ofransnational multidisciplinary scientific research;

3) EnhanceEuropean memory history and heritage and contribute to interpretation pf
HE} % [ %daGEdwevsity;

4) Supportcultural and educational exchangefor young people;

5) Develop exemplary and innovative projects in the field of cultural tourism and
sustainable cultural development;

6) Developtourist productsandservicesaimed at different groups.

U

'd /TEAW/Z d/KE &ZKD 'KK W2Z d/ y DW> ~J

For more inspiration, have a loak our practice examples.

O

Viewour practice exampledlustrating innovative, sustainable
cultural routes development:

O Practice examples N®2, 23, 48
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3.4.4. Slow Tourism

The Med Pearls Project aims at internationally positioning the Mediterranean as @eusungl

integral destination to experience the Med lifestyle throu@how Tourism (ST)inviting

travellers to discover new destinations sustainably and responsibile wdking time to have
direct contact with local communities.

hd t ~/~ /E d, ~>Kt dKhz/AD KE WdM

Slow Tourisncan be considered v %% G} ZU v pu & oo }E v] Z _ Al8z]v §Z
tourist market.Source: Med Pearls Manual

Figure 7: Slow Tourism vs.
environmental products

SLow
TOURISM

, Kt E *">Kt dKhz/~D &E [E WZ d/* M

Slow Tourism
https://www.cooltoural.net/slow-tourism

What is Slow Tourism?

Slow tourism is, first of ally state of mind
a philosophy of life The slow traveller has
specific lifestyle while travelling. That
differentiates him or her from the regular
tourist.

Photo by Patrick Schneider on Unsplash

Far from the hectic rhythm of mass tourisr
the slow traveller moves and lives the trav
experience differently.

Slow travellers take time to get immersed
cultural exchange with locals. With each
trip, they enjoy a new experienckying like
locals.

Photo by Kalen Emsley on Unsplash
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t,d Z d, DJ/E y "~ K& *">Kt dKhZ/"DM
IvZ E sS)}JASE Ao v $}uE]su_U : v § 3xaih djesflslow teuBh:

(1) The first focus o$low tourismis the attempt toavoid fast
means of transport The slow travedr will try to move away
from cars and flights.

(2) Thesecond axi®f slow tourism is th&arbon emissions
during our travel and impact on the environment. The low
the better.

(3) The third and final point of slow tourism is thi@ality of the
travelling experience.

t,d K*~d,/~D E/EWZ d/ M

1. CHOOSING THE RIGHT MEANS OF TRANSPORT

Kv P JvU ]Jv "+0}A S}uE]su_ 37 o, the §oal ishtlav dowofpiakx
time to enjoy more The slow traveller avoids flights, cars, and trains in favour of asbike
or simply walking. Walking is a healthy option of course, busdt gives you more opportunities
to connect with local people.

Walkingaround a new city also allows you discover hidden spot®ff the beaten track that

SIME]*S] e ¢ A}po pep 00C 81 Clp $IX (B% oy EC}§f00 *S]\S 2]V
Clu[oo Z A 8}8 00C J(( & vE % E+% &]A X

2. BEING CONCERNED BY THE ENVIRONMENT

Choosing tourism options involvingw carbon-consumptionis a key point for slow tourism.

dZ +0}A SE A oo E } +v[3 }voC }vv 3§ A]3Z 3Z |IvA]@®kyu @& v Vv
Jud 183X dZ 8 u ve o« A[A « v (}E A}]dnsPUrgnspdr} with vU $Z u

high-carbon emission.

3. CHOOSING THE QUALITY OF THE TRAVELLING EXPERIENCE OVER QUANTITY

Once more here, the idea is &mjoy the destinationand make the most of it. Making the most
of your stay in a country, is not about collecting a series ustrsee buildings, running from a
spot to another. Holidays are not about ticking all the boxes of a hsigeflthings you want to
see or do.

Travellers are on holidays whill, relax and enjoy; ¢ feel the
atmosphere of the city they are visitingThey observe hov
people live and connect with themimmersing themselves in th
culture.
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The Slow Tourism Attributes can be described as illustrated bi@owrce Med Pearls Manyal

Table 3: Slow tourism attributes

Attributes of Slow Tourism

Change in the concept of travel and the use of time during the trip

Alternative of mass Tourism

Focus on local

Focus on cultural

Sustainable and natural environment concerns

Change in the quality of the experience

Authenticity

vV WV (V| V V| IV VI Vv

Feasibility and new business development

/1§ v 38 3Z 8 3IuE]*S LE% E] Vv ¢ Vv %IE}UuIE ey} Vo C (
satisfy the following six dimensions both from the point of supply and demand. The six
dimensions of Slow Tourism:

Defined as "the time dimension of the business and territorial organization” of the activity
(long-term planning, dedicated time to improve the business and the relationship with

Ll customers, and time availability of services) from the point of view of the supply, and the

“right 1o regain laziness” of the customer, “freeing her/himself of the guilt”.

Defined as "time, idleness, laziness” as opposed to “time is money”. This philosophy leads to
Slowness : ; 2 £ n : :

using slow vehicles, slow agendas and “slow assimilation of changing landscapes”.

Defined as the “sphere of relationships between individuals with different opinions, beliefs,
o e knowledge and cultures” that create “fruitful opportunities of exchange between them”.

Particularly the relationship between the guest and the local people, the tourism supply,
and the guests themselves.

Defined as the "capability to create and offer an experience that is characterized, non-ar-
Authenticity tificial and strongly connected with culture and local traditions’, as well as the opposite to
“standardized/globalized products and services".

Defined as the impact of the tourism activity on the local environment, economy, and

Sustainability e

Defined as the “capability to generate memorable moments that make the guest leave as

Eeh a different person, marked by a true involving and gratifying experience”.

t,d Z ~">KtdZ s >> Z» >KK</E' &KZM

dZ +0}A SE A oo & ]+ o}}I]vP }A o0 (}JE $@E A]EEC EA %Y [E]oy} N
to collect a list of spots but rathelve [the destination. He/she is in observatioaware of

AZ &[« P}]JVvP }v @E}uv U §Z e<}uv U IZthe peapies @ndtheveralv E ]

feeling.
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Slow travellerstake their time tochill andenjoy the destination.
They would sit in a local café and watch.

They wouldexchange as much as they can with locals to immerse themseindke culture
They would ask them about their habits and customs and try to livaHie - the so-called
livingo]l o} o[ :}v %0S

LIVING LIKE LOCALS

Slow tourism is also a way tmnnectwith locals,exchangewith them andlearn from them.
The ultimate level of the travelling experience being to live like localsgltiigir stay.

EAT LIKE LOCALS

Trying local products and traditional meals This is a way to expandlv [ gastronomic
knowledge and discover new local delicacies. As much thegagmuhey avoid the big touristy
spots and head for smaller, more local restaurants. They watch where the pzasd go
there, trying to eat like locals!

SHOP LIKE LOCALS

Gang to small marketsor local merchants Exchange with locals. Buying local products. Why
not trying to cook a typical local dish? Even an easy one @euldn. Visiting a local market can
be an amazing experience if there is time to enjoy it. Alstinells the colours the soundsand
tastes of fresh fruits and veggies can be an amazing experience for the slowniaousist if
they just slow down and take their time.

HAVE FUN LIKE LOCALS

Where do locals go when they want to go out a bit? What do they do? Chatisy terraces?
Dance all night long? Why not try to learn new steps of local daacdsdance with them? It
could be an interesting and fun anecdote for the slow tourism towgisfto v[S [SM dZ]e ]-
opportunity to connect with localsand learn from ther¥.

'd /EAW/Z d/KE &ZKD 'KK W2z d/ y DW> ~J

For more inspiration, have a loak our practice examples.

Viewour practice exampledlustrating innovative, sustainable

@ slow tourism practices.
O Practice examples N&; 7, 9, 26, 37, 38

33 https://www.cooltoural.net/slow-tourism
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3.4.5. EXxperiences

As we already learnt in chapter 2.1. there has also been a notabtasein travellers seeking
experiences that allow them to unplug.

d} C[* uv ]JvP v ]e &Ev]vRusthadEtp-cgbserye,[tBey wish to experience
places. This experiential tourism trend is relevant to off-season texgelho choose this time
of the year not only to lower costs but also to avoid crowds anceas® chances for authentic
interactions with locals

But experiences are much more than travelling to authentic destinatioBsaétually an
innovative and creativeustainable tourism concept

t,d /A E ywW Z/ E M

VZZE%R E]v [ 3]AoC JVA}OA « AJe]S}EZ A 3TZC } %%} @3S p%d| ST C
engage with local culture and connect with a place and its pétple

A §} u @ieduct is what you buy, a
tourism experience is what you
E uu E_

Canadian Tourism Commission

This can be done by:

x Connecting with local people
x Immersing themselves into local culture
x Enjoying local food and drink

x Exploring local geography and places of interest and natural highlights

The experiences concept is a valid formaEgperiential Tourisnto develop bookable tailor-
made workshops to connect with local people (e.g., around the fogit), guided tours or
packages just to name a few possibilities.

Experiential tourismis about three main elements: the people, the place, and the activity.
Experiences should hmique andindividual for each visitor, matching their interests, providing
a sense of personal achievement, and creating their own lasting memories.

This trend provides the tourism industry withreew type of visitor One who is an active
participant in the experience and is seeking more than just a packaged tbatelaroom or a
scenic view.

%4The English National Park Experience Collection
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car.

Cmtemporarytravellers increasinglyant to do morethan ¢ ] u %0 o C aplacelV ]S[-

what they did while they were there; they want live it, breatheit, touch it, becomepart
of it. Visitors want to learn how to do new things and to be immersed in @llactivities,
interact with local people, and actively participate in local life whereret whenever they

"d /EMW/Z d/KE &ZKD 'KK W2z d/

y DW> ~J

The example from the English National Parks illustrates the creative Experi@moespt in

connection with protected areas:

The English National Park Experience Collection

https://www.nationalparkexperiences.co.uk/https://nationalparks.uk/discoverengland

av
N
The English National Park
Experience Collection

4
S | ,’?~

DISCOVER OUR NATIONAL PARKS

A new travel trade focussed collection of bookable experiences and quality
accommodation, telling the stories of England’s finest landscapes and their people.

Celebrating the extraordinary and the everyday.
. A Vol W B

FIND EXPERIENCES

35The English National Park Experience Collection

LANDSCAPE

National Parks UK, the umbrella
organisation forl5 National Parks

National Parks in England have been
awarded £1 Million from Visit England to
developbookable producs for the
National Parks

Joined-up product offering acrotsge
geographiesor nationwide through a
thematic approach

A new travel trade-focused collection of
bookable Nature Park experienceand
quality accommodation.

Tellingthe storiesof VPO v [¢ pv]<u
landscapesnature and people.

Themesof experiences active, creative,
food & drink, landscape, nature and histor

NATURE
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For more inspiration, have a look at our practise examples.

Viewour practice exampledlustrating innovative, sustainable

@ tourism experiences.
O Practice examples NoZ; 26, 27, 28, 29, 31, 53

3.4.6. Gamifying a Destination

d} C[e wuv ]JvP v ]e &Ev]vRust MadEthbe-cbserye, tBey wish to experience
places. This experiential tourism trend is relevant to off-season teageNho choose this time
of the year not only to lower costs but also to avoid crowds anceas® chances for authentic
interactions with locals. That's whMED GAIMSroject will develop games in physical and
virtual format to create experiences for tourists, giving a necessary competitive tedthe
attractiveness of less-known sites.

t,d KA ' D/&Z/E" Ad/E d/KE[ D*®E y d>z

GamifC]vP 3Z A]+]3}EémabkEsian idicieada visitors| Jv§ (Ethedplace, the city,

the country she/he is visiting. So, you can use several mechamspised bypaper chases

board games, video gamesscape gameandalternate reality gamess$} Ju% E}A §Z A]+]8}E
way of engaging in a touristic experience. For example, hiding a clue in agplae&e visitors

look around more carefully and see details is a way of gamifying thegriexge.

Kt K~ d,/® KE Wd tKkZ< &KZ ~d/E d/KE™M

Every destination struggles with the idea of conveying an authentic, compiéteesting yet
comprehensible image of itself. Sometimes the tourism offer appears as it@siied,
sometimes the lack of resources prevents the visitor from delvirtgéuinto her/his discovery:

Imaginegaming techniquesstools to connect placeslayers oknowledgeandpeople Thanks
to the inherent intuitive nature of forever existing games, the destination is ddiweyed to
the public at large!

K ~d,/"tKZ< &KZ Ez ~*d/E d/KE KZ K™ /d W E KI
dKhzZ/*"D K&& ZM

/8 ulPZ38 /E]*8 «uvC A Ce}( P ul(ClvP AE|SHEHIS]P% B]IwW S]]}y es
The level of gamification that can be chosen will choose depends on what on wbo are
targeting.

36 https://www.thinkdigital.travel/opinion/how{o-gamify-the-visitor-experience/

64



MED GAIMS pGastro Secrets

b T ) ' -—

MED GAIMS -The Mill

AGEG *

Tourism for
Sustainability

Gamifying

z}u V[ Z A §}cdiy,Cuéng-
edge technologicatouristic experience tc
gamify a destination.

As long as your thinking process starts w
your existing material and aclear goaJ
you cansprinkle gaming mechanismen
any destination.

Some might not even notice that yc
gamified the whole experience!
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Professionally developed applying a tailor-made destination approach ganoifiozdin bring
the following benefits to the tourism sector:

Figure 8: Gamification benefits for the tourism settor

GAMIFICATION FOR THE TOURISM SECTOR
BENEFIT

"d /TEAW/Z d/KE &ZKD 'KK W2z d/ y DW> ~J

For more inspiration, have a loalk our practise examples.

Viewour practice examples illustratingamified destinations.

@ O Practice examples Ndl1, 15, 16, 17

37 https://www.getplayoff.com/blog/gamification-tourism-territorial-m&eting/
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CREATION OF SUSTAINABLE TOURISM
PRODUCTS & DESTINATIONS

This chapter is one ofmost relevant sectios in the training manual and shows the
methodological approachio the design of sustainable tourism productiestinations and
practices and provides practical tools and checklists. To dhesthe theoretical content a
portfolio of well-selected and elaborated good practice examples from the Meditean
Region and elsewhere in the world are related to each sustainable tourisrdugiro
development approach.

t,d /~ dKhz/"D WZK h dM

A product is anything offered to a market that might satisfy a wamiead. Generally speaking,
products can be divided into two broad categories of goods: tangélg,(computer) or
intangible (e.g., services such as internet access).

A tourism product is composed of both tangible components (e.gd)fand intangible ones
(e.g., a guided walk in a protected area). Each of its components is deliveraduatly, and
3}P 3Z E 3Z C[E o+} o0]A E e ¢JvPO U }Z & vS A% E] v (

Figure 9: Component of a tourism product

Components of a Product Source: Meet Manual

As you consider tourism productand its value,

ACCOMMODATION ]§[' WL (uo 0.} §} ](( E V§] 3 §A

product of tangible and intangible goods and

services customers purchase (e.g., tour,

accommodation, meals, guided walks, and

transportation) and the value delivered by the

experiencet both at the time of its delivery (e.qg.,
duringoneA | Z}o] CeU v o0}vP (8 & ]3|

TRANSPORT OPERATIONS (e.g., memories of the one-week holiday).

/8¢ o0} Ju%}@®&S vS &} toutism, SZ S ]v
customerspurchasethe product before acquiring

it. This feature will impact how the product is

MEALS ACTIVITIES packaged, positioned and marketed to
prospective customers.

38 Source?® MEET manual; DestiMED Project in collaboration with the Meet N&twor
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4.1 How to create Sustainable Tourism Products

For the conceptualization of a sustainable tourism product, 6 general phasesfstepso be
considered. The followingonceptualization roadmagf gives an overview of these phases:

Figurel0: Conceptualization roadmap

CONCEPTUALIZATION ROADMAP

PHASE1 PHASE 2 PHASE 3

NVENTORY TOURISM TRAVELLERS' PROFILE AND STRATEGY AND COMCEFT
LHFETS DETHE NEEDS OF EXPERIENCE

HbT |y P

= ITX

T 1T

PHASE 4 PHASE 5 PHASE 6
SUSTAIMABILITY ORGANIZING AMD SalFS, PROMOTION
CHECK PACKAGING THE PRODUCT CHANNELS AND
DISTRIBUTION

The conceptualization roadmap foresees the following 6 phases/ steps fortegialisation
of a sustainable tourism product:

X

X

PHASE I INVENTORY TOURISM ASSETS OF THE SUSTAINABLE TOURISM PRODUCT
PHASR tdZ s >> Z"[ WZK&/> E E

PHASE 3 STRATEGY AND CONCEPT OF PRODUCT OR DESTINATION EXPERIENCE
PHASE 4 SUSTAINABLE PERFORMANCE CHECK

PHASE 3 ORGANIZING AND PACKAGING THE PRODUCT

PHASE @ SALES, PROMOTION CHANNELS AND DISTRIBUTION

3 MEDUSA CONCEPTUALIZATION REPORT
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Each phase is organizeddrtwo action steps and finalized with a template which can be used
to gather and process the relevant information.

The following chart gives an overview of the different phases and the steps needed.

Table 4: Phases and steps for the conceptualization of a sustainable toundnctp

Please note that this is notragid process The
conceptualization roadmap serves more aguidelineand
‘ rough orientationfor sustainable product development

In the following we will have a look into phases 1 to 5 for théasnable product development
and the organisation and packaging of products. Phase 6 will be further explaiokdpter 5.
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Analysis and evaluation of sustainable tourism assets in order toiigehe existing and
potential opportunities presented by destinations and what makes them @migie starting
point is to have an idea about the type of sustainable tourism activity thabeiturned into a
sustainable tourism product. At the end of phase 1, essential trip elesremd resources will
be listed in order to match them with consumdrsS & &éndsneeds.

STEP 1: SOCIO-DEMOGRAPHIC PROFILE OF DESTINATION/PILOT AREA

Before you start to develop your product/destinations it is cruaiitst get familiar with the
key features of your destination. Depending on your planned tourism prodnetlyse the key
facts about your destination (only if you consider this relevant faryawoduct development):

x Briefly analyse the framework conditions of the destination, the social, economic and
cultural profile (administrative, political and territorial structuregrdographic evolution,
economic structure, employment and living conditions, local caltgender equality);

x Hard andsoft infrastructure related to tourism development;

X Thedestination management systerrtourism strategies, protected areas, tourism models
already applied in the destination;

STEP 2: INVENTORY OF SUSTAINABLE TOURISM ASSESTS

The second step is to do a quick inventory of the assets of thendésin depending on the
type of sustainable tourism product (adventure tourism, ecotourismygburism, experience
etc.) you would like to develop. Therefore, the following resources ned tassessed:

x Existing and potentiasustainable tourism activitiesdepending on the type of tourism
product you would like to develop).

x Natural attractionsand natural resources

x Cultural and historical attractionsliving culture of the destinations and traditions
x Existing tourism offertourism products and services

x Existing tourism infrastructuresuch as accommodation, leisure installations etc.

x State of conservation:existing protected areas, nature parks etc. and their potential
touristic use.

x Organizational setdp: Destination management and marketing organizations and related
promotional activities
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X Analyses of the key stakeholders of the destination

Please checkemplate 1 Example of an Inventory of Adventu
Tourism Assets for the design of a mountain bike product.

O Assessment Templatennex No.:2

With the outcome of tiis inventory, you do the next steps, which are especially relevarthfor
set-up of new tourism products in your destination, such as:

Build apilot area of high-quality products and identify potential regional partnershgps
develop multi-day itinerary products.

Create a common visioand start contacting stakeholders and the community members;
in order to discuss the long-term action plans that are needed for the development of
adventure tourism.

E 3 3Z .E+3 o A o ldupe (gr@mnd]rivation activities.

W, " 7TtdzZs pWZK&/> "~ E E ~

The objective of this phase is to have a checklist of tra¢Ell « Pu v Se§ and the trip
elements to satisfy them.

The question is: who is the target customer we are aimito develop the product for?

Here empathy is needed to better understand the custofp@eeds and behaviour.

STEP 1: SEGMENTATION

The first step is to clearly define the market you are aiming for. Dependingeoactivity you
want to develop (e.g., biking, hiking etc.) and the sustainable tourism cogoaptould like to
apply (e.g., adventure tourism, slow tourism, ecotourism etc.), clegmentation of the target
group you would like to address needs to be done:

x Customer segmentsfamilies, seniors, couples. Millennials/Z generation, solo travel,
women/men.

x Level of knowledge and experience requiretbr example, beginner, adventure tourism
enthusiast, adventure grazers.
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x Origin: national as residents/nearby areas, middle/long-distance visitors, iatemnal
visitors.

x Environmental sensitivitydedicated sustainable travellers and soft sustainable travellers.

STEP 2: NEEDS EVALUTION

The second step is to adapt the product to be adapted to $héE A qoofilE] end the
travellerp needs. Thereford, is crucial to understand:

x The motivation of the tragller depending on the concepgou have chosen, e.g., sustainable
adventure tourism tourist, ecotourism tourist etc.

x Special needsand motivations and characteristicsdepending on the cultural needs and
peculiarities of the target market.

Additionally, there is a growing trend in tourism to create atled Unique Experienceéview
chapter 2.1.) Therefore, the unique experiengeseds should be considered.

UNIQUE EXPERIENQ¥ESEDS

x Unique, authentic experiences e.g., living like a local
x Seeking status, very unique exclusive experienicelividually tailored, no mass product

x Personalization of the experience

X Most popular activities: Hiking, cycling, safaris, culinary activitiesliness-focused
activities, and custom itineraries

Please checkemplate2 Example of ahecklistfor the
identification of thetarget segmentfor your sustainable
tourism product.

O Customer Needs Templatennex No.:4

W, ~ it~A"dZd'z E KE Wd K& WZK h d KzZ ~d/E d/t
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The objective of this phase now is to matche3}u E+[ v e« A]$3Z §Z SEHhe o0 A%
approach is now to create a real product or destination experienceinbggrating the

community and local tourism stakeholdergarthe tourism value chain to develop much more

than tourism activities: a unique, authentic sustainable tourism produdestination.

At the end of this phase, you should have the skeleton of the travel ey incorporating
innovative elements and value chain members.

72



STEP 1: VALUE PROPOSITION CONNECTED TO THE COMMUNITY

To develop a sustainable tourism product for a special market segmeintaaget group its
essential to integrate innovative elements and create the value proposititngreat attention
and creativity.

The keyto the successful development of an authentic product and destination expeseasc
connecting the value proposition to local communities.

This means:

x A shared agenda that puts destination and community ne
at its center.

x Collaboration across sectors.

This doesn't meartipe3$ }oo }@utEidating meaningful connections and co-creating
sustainable tourism products and destinations thatue places$} Ju% E}A % }%0 [+ 0]A <X

This approach also boosts the possibility of involving visitotke everyday life of the local
communities. If the quality of theo} o0 }uu p\iy8Cand the services provided for them
E Ju% E}A U J5[c up Z <] &addldmBerR @art€ipaig.u E ]+ 3

Therefore, tourists can become the protagonists of their own trip expedefRor this reason,
direct cooperation with the community can wotl reinvigorate the destination and improve
the value proposition of the product.

‘d /TEMW/Z z WzZ d/ y DW> ~J

View our practice examples illustrating innovative,
community-driven sustainable tourism product
experiences:

O Practice examples Nd; 13, 20, 23, 24, 27, 53
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STEP 2: PLANNING AND PAIRING EXPERIENCES

This step involves the concept of pairing various experiences intomawative tourism product
v 8Z u Z v]eu }( ]Jvd & 3&]}v }( 00 3E]% O u V3A o%SZv3i vs].
of a suitable storytelling approach for the sustainable tourism product.

Planning travel experiences for a sustainable tourism produot]is AE]3]vP « E]%3 (}E
is necessary to have a setting, a theme, and a plot; the script arrangets @venlogical order
and progressive intensity leading to the climax.

Please checkemplate3: STRATEGY AND CONCEPT OF
TRAVEL EXPERIENCE

O Strategy Templat&nnex No.:4

w,~ o0t *h~rd/E > W Z&KZD E , <

The next step is to assess the sustainability performance of yataisable tourism product:
the positive or negative impact it has on the destination.

If you want to develop a tourism product that is sustainablies crucial to check whether the
developed sustainable tourism product contributes to the conservatibthe natural and
cultural resources of the destination and if the community and ltmadism stakeholders are
benefitting from it.

Therefore, you can go ahead and do the sustainability performance check.

Please checkemplate 4 go through the checklist and try to
tick off all items on the sustainability performance check to
make sure that your product is sustainable.

O Sustainability TemplatAnnex No.:5

W, At Kz E//JE' E W <'/JE'd, WZK h d

The objective of this phase is packaging the product and preparingligonarket launch. This
includes the following activities:

x Finetuningall product elements and activities aadinal quality check

x Calculation of costs and appropriate pricing.
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STEP 1: FINETUNING & QUALITY CHECK

The objective of this step is to finetune the activities and to cheekathailability of resources
needed and to assure the quality of the provided services.

Therefore, the main elements of the sustainable tourism product need to be checked:

1) .vgroupe]l ¢ v % E}.o X
2) v e <}v 0]3CX

3) Manage the arrival, transfer and departure of the guests and their luggage and equipjnent,
in addition to internal transfers, for example: type of vehicle; driver; time, language, fjear/
long distance.

4) Equipment for adventure activities: rent e-bike/Bike/ horse-camel/board for water sgort
etc.

5 >} o Pu] Az} .3+ 8Z v <« }(3E A oo E+ v I}E pe3}y E « EA]

6) Agreement with local suppliers for authentic experiences. Select accommodation: per the
recommendationtai}E S} SE A oo E[* % E}.0 X

7) "o & & E]vP (Joo}AJvP §Z & Juu v &]}v § JoJE &Y EE A oo «

8) Quality control: cleanliness, hospitality, visiting all suppliers momigothe cleanliness
protocol applied.

9) Check regulation and legal rules in the destination.

10) Check regulation and legal rules to travel from outbound markets

11) Risk assessment.

Check your safety and hygiene standards

Stringent health and safety standards are important
permit re-opening and holding activities safely once agz

STEP 2: COSTS & PRICING

Solid pricing is key for a swssful tourism product. Focus on good value for money.

}e8e }( » EA]l - IWE. "]V
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The balance (price) should present good value for money for the traveller,arorgpghe

competitive offer in the destination and the added value of the new sustainable touris
products.

Please checkemplate5 CHECK THE PACKAGE

O Package Templat&nnex No.:6

4.2 How to create Sustainable Adventure Tourism

Now the question is:

, Kt E/ ~I'E “h~d /E > s Edhz dKhz/*"D WZK h d*

First, you have to go through phases 1-5 of the conceptualization roadmagpagather the
necessary baseline information. Remember that soft tourism produ@shasre sustainable
and create a higher level of community benefit.

The following table provides orientation @o-called soft and hard adventure tourism activities.
Select one or a set of soft tourism activities and integratetdt the development steps.

Table 5: Adventure tourism classification

ACTIVITY TYPE

Archaeological expedition Soft

Attending local festival/fairs Other
Backpacking Soft
Birdwatching Soft
Camping Soft
Canoeing Soft

Caving Hard

Climbing (mountain/rock/ice) Hard
Cruise Other

Cultural activities Other
Ecotourism Soft
Educational programs Soft
Environmentally sustainable activities Soft
Fishing/ fly-fishing Soft
Getting to know locals Other

Hiking Soft
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ACTIVITY TYPE

Horseback riding Soft
Hunting Soft
Kayaking/sea/whitewater Soft
Learning a new language Other
Orienteering Soft
Rafting Soft
Research expeditions Soft
Safaris Soft
Sailing Soft
Scuba diving Soft
Snorkelling Soft
Skiing/snowboarding Soft
Surfing Soft
Trekking Hard
Walking tours Other
Visiting friends/family Other

The perception of what adventure travellers think of themselves is also riamtowhen
designing a sustainable tourism product or tour package. According to A&ids 2016,
travellers define themselves according to the graphic below:

Figurell: Perception of adventure traveller
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For more inspiration, have a loak our practice examples.

Viewour practice exampledllustrating innovative, sustainable
adventure tourism product development:

O Practice examples Na; 18, 21, 30, 35, 36

4.3 How to create Ecotourism Products & Destinations

Kt E [/ *~I'E “h*d /E > KdKhzZ/*"D dKhzZ/*"D WZK h ¢

First you have to go through phases 1-5 of the conceptualization roadmagoagather the
necessary baseline information. Remember that soft tourism produ@snare sustainable
and create a higher level of community benefit.

Because when developing an ecotourism proddd&,[¢ Ju%}E&S vS 8§} }v g 8§ v e ooy
the destinationt not only the protected area, but the communities around-ito understand
its core natural, cultural, historical, culinary and other strengths.

Ecotourism productsshould aim tahighlight, promote, and preservethe features uniqueto
that destination. In addition, focusing on local strengths helps differemttht ecotourism
product from other offerings in the region.

The following chart indicates how infrastructure, tangible goods and services coatkdom
the delivery of arcotourism produc{Surce:meet manual)
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Figurel2:Ecotourism products components and relationships

Note that anecotourism productintegratesattractions and
facilities together with human resources efforts to deliver
services and facilitate activities.

Altogether, this process creates and deliversaperience
which fulfils the needs anelxpectationsof travellers.
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KEY RECOMMENDATIONS FOR DEVELOPING A (MEET) ECOTOURIS®™ PRODU

Catalonia

Jordan

Source: Meet Manu#l

40 Meet manual a guide to plan and promote ecotourism

41 Meet manual a guide to plan and promote ecotourism

It is important to haveguality activities
andservices éatured in the product,
otherwise you might lose credibility.

Behonestandcritical. Not every aspect
or attraction of a destination makes for
a successful tourism product. You musg
choose itinerary elements which best f
the market and traveller demands.

Know yourtarget market segments and
their differing travel styles (e.g., the
difference between European and
American travel styles).

It is important tomanage 0] vSe]
expectations You must deliver what
you promise. When in doubt, under-
promise and over-deliver.

Make sure you arsustainable
throughout the supplychain
(accommodation, restaurants,
transportation, etc.). MEET consumers
and trade partners will all cast a critica
eye over this aspect.

Whendetermining a price for your

% E} U SU ]S[* Ju%ke}ES V¢
benchmark similar products in the
market. Understand also that the price
will impacton how the product is

% E JA X /v 8Z]s E *%o
important to avoid underpricing a
product as it is to avoid overpricing it.

Investin high-quality visuals(e.g.,
photographs, videos) and high-quality
copy when describing and marketing
your product.
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For more inspiration, have a loak our practice examples.

Viewour practice exampledllustrating innovative, sustainable
ecotourism product/ ecojourney development:

O Practice examples Nat; 10, 20, 24, 25, 29, 50

4.4 How to create Cultural Routes

Now the question is:
Kt E/ ~I'"E h>dhZ > ZKhd "M

First you have to go through phases 1-5 of the conceptualization roadmagoagather the
necessary baseline information. Remember that soft tourism produ@shasre sustainable
and create a higher level of community benefit.

Cultural Routes raise travellefawareness of the value elltural resourcesand landscapes.
The responsible and sustainable use of the resources of the CURataés is ensured through
environment-friendly formats such dsking andhiking tours.

But there are alsannovative offerssuch asculinary toursthat promote aslower form of
tourism. Slow tourismis a new trend in tourism development. It combines sustainable tourism
(which means that economic, environmental and social aspects are essentiabspahsible
SIME]uX dzZ ] }( " ew}dlturgs coiginé, nature and society. The main aim is
living in harmony with natur®.

The development of a Cultural Route requests the following steps:

Defining a theme that is representative of European values and common to several
countriesin Europe;

Identifying heritage elements, which can involve tangible and intangiblaestts;
Creating a European network with legal status of at least three European countries;
Coordinating common activities in the main field of activities;

Creating common visibility to ensure recognizability and coherence of the emnoss
Europe.

The following classification of cultural itineraries can be defified

42 Council of Europe - Route 4U,2020

43 BEST MED Sustainable Path and Cultural Routes MdteD S&C Path
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X The main motivation: pilgrimage, religious, spiritual; trekking, sport, adventuttéjre
and cultural encounters; commercial.

Type of assets: natural landscape; history, artistic, cultural
Historical background of the itinerary: historical roads Vs recently developésl. tr

Geographical scale: local, regional, national, transnational, transcontinental.

X X X X

Legal entity: recognised or not by public institutions.

In the stepby-step guide to the Cultural Routes of the CoE (2015), the following territorial
shapes and main categories of Cultural Routes can be défined

x Territorial pattern routes: this category includes Cultural Routes that involve different
territories sharing the theme on which the route is founded, as in the cédshe Iter Vitis
Route or the Iron Route in the Pyrenees. A series of paths is generally establiphejpldse
exploration of the different parts of the route.

x Linear pattern routes:these are defined by historical infrastructure, such as land and
maritime trade routes. These routes, which were used for travel over the destuare now
used to create relationships between distant territories. The routes in fact structured
villages, towns, castles and buildings, which were connected throwglprigsence of the
route.

x Reticular pattern (archipelago) routeghese routes are composed of individual items or
aggregated goods, presenting different scales, and connected by a themds loae,
E}lps «+ E v}s zZ E 3§ E]I C 3§ EE]IS}E] o IVIALUESQ@UO v 3
E}IpsS «_ X ~}lu S]Ju U % Vv JVP }v 8Z 8Z u }( $§Zo Wm}A33UZ o]v
archipelago pattern routes.
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For more inspiration, have a loak our practice examples.

Viewour practice exampledllustrating innovative, sustainable
cultural routes development:

O Practice examples N®2, 23, 24, 25, 48, 49

4.5.How to create Slow Tourism Products & Packages

Now the question is:

44 BEST MED Sustainable Path and Cultural Routes MbtieD S&C Path
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First you have to pass the phases 1-5 of the conceptualization roadmago ayather the
necessary baseline information. Remember that soft tourism produ@shasre sustainable
and create a higher level of community benefit.

t,d Z d, Zld ZzI &KZ dKkhz W < ' dK KE~N Z

For a tour package to be considered Slow, it must meet a minimum of cearpul
requirements. It is considered that a Slow Tourism package has to leeetdtand balanced,

so compliance with a minimum of 40% of requirements in each categoegommended. The

more requirements the package meets, the closerto theo}A d}u@E]eu %dtAjibbe} %o Z C
Each category details the minimum requirements to be met. The technical ctechie
classified ito different sections, which present the traits that would confara perfect Slow
Tourism package.

These sections are transport, accommodation, activities and food. In addhienr is a section
devoted to general aspects such as those related to the package itself or theoDMcOmMing
Travel Agency offering the package.

There are a set of general criteria that need to be fulfilled

Please checkhecklist 1

O General Checklist Annex No.:7

There are a set of transport criteria that need to be fulfilled:

Please checkhecklist 1

O Transport Checklist Annex No.:8

There are a set of food criteria that need to be fulfilled:

Please checkhecklist 1

O Food Checklist Annex No.:9

There are a set of activities criteria that need to be fulfilled:
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Please checkhecklist 1

0 Activities Checklist Annex NbQ:

There are a set of accommodation criteria that need to be fulfilled:

Please checkhecklist 1

O Accommodation Checklist Annex Nd.:
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For more inspiration, have a loak our practice examples.

Viewour practice exampledlustrating innovative, sustainable
soft tourism product development:

O Practice examples N&; 7, 9, 26, 28

4.6.How to create Sustainable Tourism Experiences

Now the question is:
, Kt E/ ~I'E "hAd/E > U hd, Ed/ dKhzZ/"D yW Z/ E

First you have to pass the phases 1-5 of the conceptualization roadmago ayather the
necessary baseline information. Remember that soft tourism produ@snare sustainable
and create a higher level of community benefit.

The ‘Guide to Develop Experiendésdefines successful experiences development as follows:

Authentic Visitor Experiences aren opportunity for tourism businesses to go beyond
delivering traditional tourism products based on goods (e.g., room&ad) and services.
Visitors are looking for more than just a packaged sightseeing tour, or i@ttt or location.

To give visitors something to remember and tell their friends aboutee&pces need to be at
the heart of anycustomer proposition This will help provide an enjoyable, memorable day out
that not only meets expectations, but informs, entertains, educatesrantivates by getting

45
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people participating in more hands-on activities and experienciegl lofestyles, customs,
traditions and culture.

This can do this by giving visitors the opportunity to:

Learn t Provide visitors with an opportunity to challenge themselves to learaditional skill,
new things to do, about who we are and how we live. E.g., in a workshdpefqroduction of
traditional goods and crafts.

Do t Provide visitors with an opportunity to do as well as watchbing an active handsa
participant in an activity.

Feel like a locat by being immersed in local places, culture, traditions and cdamgeavith
people who will tell and share stories, skills and the communéy of life.

AnAuthentic Experiencenust inspire and delight by:

x

Leaving a lasting memory

x

Differentiating your product from its competition

x

Displaying innovation

x

Standing out as unique and/or special

What is a real experience?

When deciding where to go, visitors look ¢
the whole picture t accommodation, eating
out, shopping, and things to do.
Collaborationwith other like-minded
tourism businessesn established or
innovative ways createsopportunities to
devise your own authentic visitor
experiences.

Photo Med Pearls This means making sure your combined
experiences can bleooked easily in one
place, so have an offer that will attract nev
visitors, bringing them back again and age

This means you need ttaveaclear
understandingof P u ¢ 3 [ andinterests
S0 you can tailor experiences that more
effectively meet the needs of your target

audiences.
Photo Med Pearls

This requires a focus on foumterlinked elements includingproduct, local peopleand
stories andservice,as illustrated in the following chart:
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Please check Annex 13ome steps to think about when
developing youwisitors Experience.

Experience Checklisinnex No.:12
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For more inspiration, have a loalk our practice examples.

Viewour practice exampledlustrating innovative, sustainable
tourism experiences development:

O Practice examples NoZ; 12, 24, 25, 26
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4.7 How to gamify a Destination
Now the question is:

Kt E/ "~I'E ' D/E'"WZK h d &KZ d, Nd/E d/KEM

First you have to go through phases 1-5 of the conceptualization roadmagoagather the
necessary baseline information. Remember that soft tourism produ@shvasre sustainable
and create a higher level of community benefit.

Gamification is culturally sensitive we do not all have the sam
sense of what is humorousTZ & [ hiyA is crucial to carefully g
through the product development steps ardkvelop a tailor-

made, culturally sensitive gamifying approach for your
destination.

t,d /M E dK ' D/&z "d/E d/IKEM

Before gamifying, be certain you need it! Be aware of your goal, strength, weaknasd
available resources (culturally and humanly speaking), to be sureetealay to achieve your
goal is by gamifyirt§

The first thing needed is thgtory you want toshareand how youengage your target.
Everything comes from the narrative you are setting out. The gaming technyquesill
pick, the medium you will elect to carry your story out, the technolpory will use, and
the communication campaign: everything comes from that storyline.

Then you need theontent. This includesdited content (informative, heritage and
nature-related, etc.) anéntered data(statistics on flows, user data, etc.). The public is

0o} 8Z €& S}E }( }vS8 vdE3X dZ u e+ }( §Z]s }vUVE ]3hee E] Z (
important to identify the content that will be delivered and used.

With astoryline andcontent, you will have the big picture and can use gamification to
increase audiences and retention!

t,d Z2 d, <z ,>>E'""M
Themain challengés to beconnectedwith the context, the actual visitor use and the tourism

infrastructure/offer the destination is dealing with. Playing with all thgelrs of the territory,
making them readable and visible, may be a challenge for the game designer.

Theother challengeis to market the experience you want to create and communicate ftwen
beginning and to make sure there is sufficient budgetary funding graiatedll phases of the

46 https://www.thinkdigital.travel/opinion/howto-gamify-the-visitor-experience/
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technical and design development of your gamified experiences. Coination is key to

generating interest and to getting the support of the targeted tourism stakeholdetsaal
organisations.
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For more inspiration, have a loak our practice examples.

Viewour practice exampledllustrating innovative, sustainable
gamifying tourism product development:

O Practice examples Ndl1, 15, 16, 17
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PROMOTION OF SUSTAINABLE TOURISM
PRODUCTS AND DESTINATIONS

Marketing the sustainable tourism product or the sustainable tourism destinatiso requires
careful consideration and decisions made in the early stage of developmibe crucial to its
future success and sustainability. Bu$ ptso very important to market the assets, to identify
the USPt the unique characteristics in terms of authentic and sustainablagoudestinations
in the Mediterranean, to use the right marketing tools and marketing channels@ahd the
right target markets and target groups for your product. The following chaptaiso one of the
most relevant ones and concentrates on the successful promotion,ketiag and
commercialisation of the sustainable tourism products and destinations.

5.1.The Mediterraneana Sustainable Tourism
Destination

This section gives a short overview of the USP of the Mediterranean ragiam upcoming
sustainable tourism destination and highlights the USP of the participMig® countries/
destinations from the sustainable tourism point of vieserce: MEDUSA Marketing Strategy.)

, Kt ~,Kh> d, D ANd/E d/KE” WZKDKd E WKA*/d/I
KE d, “h~d /E > dKhz/*"D D Z< dM

/ §[ ot wnly the marketing of your sustainable tourism product whichmgortant for its
success, what is crucial is to include and flag the sustainablestodrighlights and assets in
your marketing and promotion activities.

As we already learned in chapter 3.4%} C]|- uvi]vP v ] EV]VP S}uE]ese }
just to observe, they wish to experience places by (1) Connecting with pecgle; (2)

Immersing themselves in local culture; (3) Enjoying local food and drink4aggloring local

geography and places of interest and natural highlights

ThisExperiential Tourisnis about three main elements: thpeople, the place,and theactivity.

Therefore, it is crucial to focus on the marketing of the authentic and unique featoféise
landscapes, the cultat values, and the living traditions of the peojethe destinations.

Contemporaryravellersincreasinglyvant to do morethan « Ju %o o CaglaceV 5[« }us AZ §
they did while they were there. They wantlige it, breatheit, touch it, becomepart of it.

In the following the key characteristics and assets from the sustainable tourism point offviesv o
MED destinations are presenté8ource Marketing Strategy MEDUSA project).
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CATALONIA

Credits: Catalunya.com Credits: Catalunya.com Credits: Catalunya.com

Catalonia is aliverse regionon the Spanish mainland. From the high alpine Pyreneds to
extensive green forests in the low mountain ranges and agriculturaltg-plains to its wilg
and rocky coast, sandy beaches, &8D km of coastline. Full of culture, traditions ard
culinary experiences.

X

Pyrenees high mountain landscapesup to 3000m, unspoilt nature, remoteness, and
charming mountain villages.

Costa BravaBeside large sandy beaches and tourist resorts lies still untouched nature:
numerous hidden rocky bays, mountains, cliffs, peninsulas, pinecaridoak forests, and
romantic fishing villages.

Living traditions:festivals and traditions, some of them declared Immaterial Heritage by
UNESCO, traditional agriculturef wine, olive oil, almonds, and culinary traditions,
preservedmedieval villagesold monasteries and ancient archaeological sites.

Unspoilt naturein the Ebro Deltat one of the largest wetland®n the Mediterranean
Coast.

Protected areas: 18 natural parkendmore than 30% of the region is protectethore than
half of these are mountainous landscapes, there is one volcanicdapeswetlands, a river
delta and marine protected areas, wifh000 differentspecies and more tha200 lakes.

ST infrastructure: 9,000 knof signposted hiking trail§,400 kmof mountain bike trails,
2,400rural accommodation businesses and thematic routes (culinary routeges with
history, pilgrim routes).

Green wayst a network of accessible paths along abandoned railway lines designed for
open-air recreational purposes and aimed at non-motorized vehicle users.

Vies Bravesnetwork of marine and open water routes used for sporting, leisure, and
educational activities - 30 different routes all along the Catalan coast.

Credits: Catalunya.com Credits: Catalunya.com Credits: Catalunya.com
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PUGLIA

Credits: Pugliavventura.com Credits: Agenziapugliapromozione.it Credits: Pugliawallpapers.com

dZ % po] ®&PUrW Ne & PJ}v }( ASE }E v EIiyersity piycE »
nature, culture, history, and breaths IJvP o0 v ¢ % X /S[e }E& & Cl|3A}
and Adriatic, wittB00 kmof coastline

x The Apulia region has a very strong soft (ST) infrastructure syStefficial walkingoutes
(many ancient Mediterranean routes$j,cycling rotes, and12 routes of wine and tastes.

X Authentic culinary offerings188 didactic Masserie farms, 10,000 local restaurants of which
2,000 have an excellence certificate, 1,000 farmhouses, 400 proditttontrolled and
guaranteed origin, 10 enogastronomic museums, 31 cities of olive 6ibIB& oil mills, and
15wine cities.

x Gargano peninsula in the norththe only mountain range above 1,000m witbvesand
sandy beaches on the coast aftdest andancient villages with winding alleyand white
houses inland.

X Remote canyonscrypts, sea caves and shallow beaches with luscious vegetatidbagina
Grecia

x Local architecture, traditions, and product3irullis (traditional drystone huts) enclosed by
vineyardsand olive grovesunderground oil mills, and pottery and fishing villages, where
traditions and customs are still upheld today.

x Salento, the green peninsula withay cliffs and cavessandy beaches, one of tlogearest
seas in the Mediterraneanand charmindishing villages.

x Rich cultural heritage4d UNESCO cultural heritage sites and cultural influences from the
whole Mediterranean basin and beyond, ancient pilgrimage routes etc.

X Protected areas and natural diversityApulia region is part of Natura000 Network EU,
with 2 national parks3marine protected areasl6national reserves]l8regional protected
areas.

Credit: gsr-urlaub Credit: wetheitalians Credit: tourismopeschici
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LEBANON

Credits: MEDUSA project Credits: Lebanontours.info Credits: Lebanontrail.org

The mix ofMediterranean coast,ruggedmountain peaks ancientcedar forestand its
diverse culturd andculinary experiencesu | « > v}v v Jve] E[* §]% X

X

Diverse landscapegl) Lebanon mountain range (up to 3088m, carved by narrow and deep
gorges, crossed by dense forests, protected in seven different nature reserves)ti2) An
Lebanon mountain range (steep slopes, sparsely populated and developed).

225 km coastlingn the north with mountainous and rocky coast and in thetegreserved
sandy beaches (Tyre Nature Park), in between big cities and manyzwd/and built-up
beaches.

Beqaa valley(fertile soil,traditional agriculture t tomatoes, olives, grapes etc., scattered
with farms and small villagewineries, Roman temples).

Hiking trail infrastructure: 470 km-long Lebanon mountatrail, and many hiking trails
scattered all over the country.

15 nature reservesmost of them in the Lebanon mountain range, covering forest, one
coastal nature reserve, and one island nature reserve.

Rich cultural heritage:ancient cities, with architecture going back to the Romans,
Phoenicians, Ottomans, and French, as well as post-independence develgpment

Culinary experienced:ebanese food is considered one of the most popular Middle Eastern
cuisinest the sophisticaton and finesse of European cuisinewith the exotic aromas of
Middle Easternspices.

Traditional handicrafts still practised today - glass blowing, ceramics, jewellery, delicately
embroidered textiles, and garments woven with gold and silver thread.

Credit: Lebanontrail.org Credit: middle East eye Credit: Lebanontrail.org

JORDAN
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Credits: Jordantrail.org Credits: Barbara Fritz Credits: Wildjordan.com

Inspiring desert landscapesyorld heritage sites a well-managed network gfrotected
areasand itscultural diversitymake Jordan a sustainable adventure tourism destinatior).

x Diverse landscapesimpressive desert landscapes with oasis, forests, mountains, and
coastline.

x In the west, dnighland area of arable landnd Mediterranearevergreen forestthat drops
into the Jordan Rift Valley, which contains the lush riverbeds of treaddRiver and the
Dead Sea. The mountainous region in the northwest is cloakedast, while further south
and east the vegetation becomesrubbier and steppe.

X 26 km of rather built-up and unfruitful coastline on the GuifAmaba, but a veryich
underwater ecosystenwith 500 species of coral and over 1,200 species of fish.

X Strong system of protected areas with ecotourism infrastructure: i®tected areasone
wetland reserve conserving a unigueasis many smallforest nature reserves with
mountainous terrain, onecanyon reserve with freshwater streams, the biggest nature
reserve (Dana) sweeps down in a seriemotintain ridgesfrom al,500mhigh plateau to
the desert plains and theWadi Rumdesert wilderness with huge mountains abtbad
sandy wadis

x 650 km Jordan Traffom north to south across 52 villages, 730 km Jordan Bikecfoaging
the country,RSCN hiking trails the nature parks (mostly guided), and Jordan Eco Park.

x Rich cultural heritage:Many religious sites(e.g. Mount Nebo, Sea of Galilee), Medieval
Arab architecture, and Petra the ancient city of the Nabataeans.

x Local products and living tradition®edouin tribes, traditional handcrafts with new designs
t silver crafts, pottery, textiles, and culinary experiences.

Credit: Wildjordan.com Credit: Lonelyplanet.com Credits:Visitpetra.jo

TUNISIA
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Credits: Discovertunisia.com Credits: Discovertunisisa.com Credits: Discovertunisisa.com

Cultural heritage arts and crafts anohcredible extremes of landscapéforested coastlines
Saharan sand seas, the Atlas Mountains, 1300 km of coastline andtprbtgeas.

x Diverse natural beauty.

x North/north-eastern part,Atlas Mountain range up to 1,544m, mostly covered foyest
protruding into the seafertile plains along the coast.

X In the south, northern reaches of ti#ahara Desert.

x 1,300 km of coastline, in the north occupiedibgtustrial zonesand big citiesfishing ports
vast swampson Gabes Gulf; and in the south little developed widésert foothills.

x Broa Vv]vP } ¢§ 0 %0 ]Jv"dZ ~ Z o_]v VSE 0 <SOE WM W]]E]s u
areas forolive cultivation,and otheragriculturelike pomegranates, wine, and dates.

X Matmata t Berberian cultureand heritage with troglodytéhomes dug into the rocksand
hidden passageways.

x There might be hiking trails and climbing sites lately with signageand official
information available offline and online.

x Rich cultural heritage:Roman or Phoenician buildings or ruins (e.g., City of Dougga,
Makthar), influence of Islamic architecture.

x Livingtraditions, traditional oriental cuisine, local handicrafts (pottesgrpets, traditional
handcrafts).

x 17 National parks27 nature reserves.

Credits: Discovertunisia.com Credits: Discovertunisisa.com Credits: Discovertunisisa.com
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X Those core characteristics create an essential cornerstone for the successatingar
and definition the USP of the MED destinations.

X Adding the core characteristics of the 5 destinations, the following cautdhsarize the
unique potential for Sustainable Tourism Development of the Mediterranean
region.

TheUnique Selling PropositiofUSP) of the 5 MED Destinations:

A unique combinationof

- cultural diversity and natural beauty,

- spectacular landscapes,

- different climate zones,

- authentic traditions,

- unique cultural landscapes and practices, and

- historical sites,

- connected through the history, shared values, the Mediterranean art of living and
- the warm hospitality of the people,

all in all, makes the 5 MED destinationsesasure chestamong tourism destinations.
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5.2.Sustainable Tourism Markets & Target Groups

When you have developed your tourism product and unique sellioggsition (USP), you will
need to check] ( C}HE S}IuE]*u % E} p 8§ *(]8+_ Jv 8} C[+ Ju% 3]3]A 3
become a viable sustainable product or destination.

, < 1& zKhzZ WZK h d &/d”" d, KDW d/d/s /Ed ZE d/K
"hrd /JE > dKhZ/"D D Z< dJ

The first step is to define your target markets and the cultural and busireeglirements of the
target markets.

Based on the outcomes of the market research of the Med Pearls and the MEDUSA project the key
target markets for the sustainable tourism products originated in the Mediterranean Region are
the following international target markets:

Figurel3: Target markets

S
0TS

AUSTRALIA ' S ’

MARKETS

UNITED
KINGDOM

The German-speaking market (Germany, Austria, and Switzerland) espesialyvéry
interesting target market for the product authentic culture, nature, and adventure tourism

Generally, the target group can be divided into two groups of origin: (1yichdil nature and
culturally interested visitors that mainly love to hike, trek anglere; and (2) specialist tour
operators offering different types of authentic nature and culture experienOCese standards,
services and tourism infrastructure have been improved in some desiirgtihe target group
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can certainly be enlarged, for example, to include families with @nlavanting to explore the
"D ]85 & BSustawmable Tourisnd E p (Bource Marketing Strategy MEDUSA Project).

Table 6: Target group: individual travellers  Table 7: Target group: specialist tour operators

Individual Ecotourists; Hikers Specialist International
& Trekkers & Adventurers Tour Operators

Interested in: Specialist tour operators (eg. (Forum
Adventure; natural hot spots Anders Reisen), offering higher
The outdoors, hiking, biking, and priced packages and interested in:
trekking Sustainabilty, culture, authenticity,
Culture, living traditions nature and hiking

Local authentic experiences and Adventure

encounters with the local Mountain hiking & trekking
community Cultural and natural experiences

Biodiversity of flora and fauna

/S5[* ]u %o} Eeepvan &y bn changing trends in the tourism industry and to see which
trend resonates both for your business and for your type of customexrs customers are
becoming more concerned about sustainability and the environment.

Therefore, it B crucial to take a close look at the potential target group of the sustkinab
traveller, to better understand his/her needs, motivation and interests.

t, K Z2 d, <z dZ' d KE*"hD Z%* 8K5A >>KE
A"hnrd TE > s EdMZ

While it naturally involves generalisations, as well as trying to predict fltehaviours, needs
and motivations, slow adventure customers are considered likely avesinany or all of the
following traits, reflective of current consumer trends:

47 The guidelines for creating and narrating the slow adventure product
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x Beingopen-mindedand well-
educated.

X Havingabove-average incomeand
A v8]VP Z<u 0]83C v A ¢
cheap.

x Decisions increasingly likely to b
made by females

x Aneedfor elementsof privacy. as an
antidote to sharing actions and
photos through smartphones.

X But with a desire to acquire and,
crucially,share social capital.

X Aspiring nomads who segkeater
elementsof simplicity in increasingly
complicated lives.

x A willingness to pursumore ethical
travel that directly supports local
businesses.

x TravelingA]8Zu%. $§Z @ifh
respect, responsibility, compassion
and understanding for others.

x Adesire S }get o0} <&d find
themselves.

X A movetowards acollaborative
ethicW u} & us Z oo |
ZYAv E*Z]%[X

X Yearningfor a sense of mastery
learning to be competenbutdoor
folk.

Source: The guidelines for creating and narrating the s
adventure product

Photos from Unsplash

Although there are obvious difficulties associated with generalizingsadifferent countries,
two key customer typologies could be identified:

MILLENNIALS

&)1E-SU SZ & E Z-sdwy blogheoss WWNo are Willing, addicted even, to sharing
personal information, photos and feelings. Plugged into technology since #reywery young
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children, they are the epitome of the modern consumer, with a whalege of goods and
services that are specifically packaged to attract them. The packaging chdl@ntures is a
great example.

They are perhaps epitomised by the hipster sub-culture the UK at least. Associated with
affluent, middle-class millennials who live in gentrifying urbegas, they are characterised by
more progressive political views, a desire for all things orgardcaatisanal and by perceived
alternative lifestyles.

BABY-BOOMERS

N lv U SZ E E Z C }}u &-[Wsuneers@vith a(pagsionsfor twying
something new and with more time to indulge in slower experienc&ut they are also
demanding consumers and often switched on: 64% of internet users agee#i50-the US are
on Facebook (Pew Research Centre, 2015).

'd /TEAW/Z d/KE &ZKD 'KK W2z d/ y DW> ~J

For more inspiration have a look on our practise examples.

Viewour practice exampleshat illustrate destinations with
specific target groups for adventure and slow travel:

O Practice examples N&B2, 43

5.3.Principles of Commercialization

This paragraph gives practical guidelines on how to commercialize suségioattm products
and destinationsOne factor is good pricing.

PRICING FOR PROFITABIRITY

There are a number of factors that influence your final selling price of youistoysroduct:

x How much are people willing to pay for your product?

x How much do your competitors charge?

X How much does your product or service cost you to deliveer@ijng costs)?

X How much do you need to pay others who are selling on your bé@hmissions)?
X How much profit do you want to make?

x How will seasonality affect your pricing structure?

x How could you add value to your product without affecting your profit?

48 https://www.tourismni.com/build-your-business
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The Golden Rule for Pricing

The golden rule to pricing is to make sure that people want |
buy your product and that distributors want to sell it. It is
essential thatyou strike the right pricing balance.

You need to understand all of the different elements that make up yoal firice. You also
need to be consistent with what price you are offering and to who when Ingskare made.

The following chart gives an overview of the 6 steps for pricing for profit.

Get more information on pricing for profit.

Please have a look on the CheckRicing for Profit Tips.
Annex No. 13Pricing for Profit

PRICING TO KEEP COMPETITIVE

x Discounted Priceg You might want to discount to attract immediate business. This could
beinthe offe *}v }@& o0 *% u]Jvpus X }v[8 Ju P]Jv 8Z & §Z] AlJoo P]A C
because your competitors can easily do the same and will prolieokeeping an eye on
your prices as you should also do with theirs. Discountingoft@m de-value your produc
if not used sparingly and carefully.

x Adding Valuet The concept of this is to increase the value of your produotd&e it more
attractive and give a competitive edge. This may be offering an extra such as a
complimentary upgrade, a bottle of champagne, free parking, early chextk.ilt also could
be bundling your product with others to offer an enhanced experienes ihthe right fit
for your shared target market.

x Bundling Your Target Market To effectively offer you customers a bundled experience
you need to have an in-depth knowledge of what experiences your targekehwant; that
is complimentary to your own offer and then find other tourism puot$ in your region that
would strengthen your offer.

Be careful to choose carefully so that your bundle partners havesdinee high standards
as you and are people you want to work with. Once you have ideshtifie potential partner
for your bundle you will need to consider the terms of yagreement, the price, how you
will jointly promote the experience and the details of the operation.
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Here you find a bit further information.

Check the20 key strategiesto increase revenuefr online
travel Agenciesere

Check the 3evenue modeldor travel startupshere.

Source MEDUSA business & marketing plan

5.4 Marketing Tools & Marketing Channels

One of the biggest decisions that hawebe taken is to decide which marketing tools will be
selected to present your product or destination to the market and the tongejour route to
market, or the sales channels you will use to sell your proddigital marketing becomes more
and more an essential element of the marketing mix.

This section gives on overview of marketing channels and introducesdaiselof marketing
tools.

Marketing Tools

This chapter is one of the key chapters and describes the appropriaté stf¢ctive marketing
tools to promote the Sustainable Tourism Products and Destinations fromléuiterranean.

&}E SZ u EIl SJvP S}}o*U SZ 7o e« | Baitp®Eo coeerte pPbhoanfew %o %o 0] * X
marketing tools and do this well, instead of trying to produce clexpromotion materials and
lose valuable time and resources for promotion.

The chart illustrates the set of the most important marketing tools:
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Figurel4: Marketing tools

1) Social Media
Marketing

2) Digital
3) Newdletter Patforms
Email Marketing

(1) SOCIAL MEDIA MARKETING
Digital marketing becomes more and more an essential element of the magketix. The
Social Media Marketing is a branch of online marketing applied to sociabrietwr his practice
increases the brand's visibility and engages directly with the potentinkumer through
visuals, competitions and giveaways, as well as valuable insightsfanchation, or sharing
updates and the latest news on the following platforms:

X

X

Instagram
Facebook,
YouTube,
Twitter,
Pinterest,

Snapchat,

Tik Tok is growing rapidly and is particularly recommended for thdsmewant to reach|

users under the age of 30.

Social Media Marketing (SMM) is mainly based on:

X

X

Creation of a space of discussion, where to interact with visitors

Opportunity to share contents (videos, pictures, memories, etc)
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x Challenges and competitions to attract the attention of the users

SMM promote value co-creation by allowing users to actively contributeotsteucting the
narrative of the brand (storytelling strategy). A well-managed SMM could represent great
support for the Search Engine Marketing (SEM), by increasing the popularitg ohdm
website.

Have a look at the 1Uips to Develop or Improve your Social Media Strategy befooe get
started.

Please have a look on the Checklit Tips for your Social
Media Strategy.

O Annex No.13: Tips online marketing strategy

Kt K 2 /d tKZ<M

Thefirst stepto implement the SMM is tperform an auditand to gather some important
information, such as:

Which social networks bring more value?

What kind of content do competitors post?

What is the best style in which to communicate?

What types of content are posted by our company on different channels?fkawently?
How would the SMM strategy be monitored?

Once the SMM is launched:

Consider creating and always sharing videos, photos and multimedia withdaignical
quality, in order to guarantee a good experience for the users.

Be consistent with the message spread among the different platforms
Engage users with games, competitions, and campaigns.

Use hashtags to stimulate online woof-mouth and promote the role of brand
ambassador among users.

Consider managing paid partnerships with influencers and digital nomads
Boost the shared content with paid promotions and ads

Budget: Boost the shared content with paid promotions and ads

For more information, please check the Social Media Marketing factsheet:
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Please checkinovative Marketing Factsheet:

O Annex No. 14Social Media Marketing Factsheet
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Snapshots from the website of the campaign

Puglia -Engaging online promotion
(nttps://www.viaggiareinpuglia.it/cam/27/en/Historic -villages)

Puglia: a region in southern Italy with an
extended coastline, UNESCO sites and
fascinating cultural and natural attractions. Th
authenticity and contact with the local culture
aboosted elementwithin the overall tourist
offering and marketing.

The engaging online promotion reflects a
strategy that usesulture as a basic element of
development and management of the
destination.

Themain practiceused isstorytelling,

emphasising the authenticity of the places an

their inhabitants.

Among the various sections of the website,

particularly engaging for users is the section
oo ~ CJv +« WuPo] _

(https://www.viaggiareinpuglia.it/espe/212/en/A-Daiy-Casa-
Puglia).

For more inspiration, have a look at our practise examples.

Viewour practice exampleshat illustrate the use of storytelling
in marketing:

O Practice examples Nat1,45, 46

(2) DIGITAL PLATFORM
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To compete effectively you will need a digital platform or websitadbas ashop windowto
your product/product range/destination Having a website gives you the opportunity to brand
your business online and gives you full control over the websittenit and style.

Developing the specification for your website and deciding on the level of investmentedqu
will be one of the most difficult decisions you will face. Creatimgehsite can be expensive,
especially if you need to employ the assistance of a web designer.

Remember that professional websitds your shop window to
the traveler and presents keey elementfor the succes®f your
business!

The cost and need for a website should be considered in the plannthgeuelopment stages

O CYHE pe]v eeX /( Clp E u%o0}CJvP A | 4PvEEY BWS+(}EP
other similar projects the web developer has worked on.
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The following is a list of suggestions can help you get the best value $&rvice

1)
2)
3)

4)

5)
6)
7
8)
9)

A website with an attractive and professional finish
A site that is simple to use and has strong images and calls tmactj. Book now

Ask for a Content Management System (CMS) so that you can update content afjer the
designer has gone

The site should have a responsive design and display propendgs various devices
including mobiles, tablets and desktop computers

Discuss the integration and need for a booking engine and availability calendar
Be sure of costs of hosting your website and using a domain name
Keep your content fresh and engaging

Full contact details, booking details and conditions

Online booking system and payment system.

SUGGESTIONS FOR GOOD PHOTOGRAPHY

49 https://www.tourismni.com/build-your-business
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CHECKLIST:
TOP 10 TIPS FOR TAKING PHOTOS

t
t
t

Source: Photo by 6x, on Unsplash

Makes sure camera settings are correct
Clean lens

Think about your photo - the angle,camera
height and position of the camera

Shoot through something
Think outside the box
Use natural light were possible

Frame the photo and find something unique
to brand

dEC S]oS]vP o0} <« 8Z u a
be straight
Ivi§ JA E 13JJJ

Get passionate about your business and
products you are selling and use your
creativity!

Find more information get inspired by the getting the most fromy
photography toolkit developed by Northern Ireland Tourisirere
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Practice Example 1: Wildsea Euro@gps:/iwww.wildsea.eu)

Best practice example for a webplatform promoting marine ecotourism experienaeEurope

x Developed within the framework of the EU Cosir
Programme

x Promoting destinations, marine activities, marine
wildlife, science and conservation

x Promoting tourism packages offered by local tou
operates inlcuding pricing, and information and
contact info-

x Run by and managed by one of the project
partnersTravelecoology

x Pro: excellent marketing platform for local tour
operaters and thematic travel packages (marine
ecotourism experiences)

x Con:Constant maintenance and support and inp!
needed

For more inspiration, have a look at our practise examples.

Viewour practice examplegpresentingcreativeandwell-
designeddigital platforms.

Practice exampleNo. 31, 32, 52

(3) NEWSLETTER AND EMAIL MARKETING

Newsletter and email marketing are a very classic tool for customer caepénfectly works
for destinations, accommodations businesses and tour operators to inform about haggenin
news from the destinations and to inspire travellers. Set aside 2 hawwgek to week to
develop content for brief weekly news from the destination. Use great picnckless textt
and be creative and innovative!
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The most credible advertising or endorsements come from people we ksm it makes sense
to help your pasts guests become Ambassadors for your brandmégury to cultivate return
clients by:

DIRECT MAILSending out personalized mail such as Christmas cards or birthday @ard
physical photos of past guests (of their experience on a trip witln) yan the one-year
anniversary of their trip.

Example: A vineyard in the Douro Valley which hosts agritourists (who participatine
harvest) sends out a bottle of wine from that harvest to past guests on theyeaeanniversary
of the trip.

Email nurturingis an important tool to keep in touch with you clients and to generate ager
from potential new clients

Email nurturing can help sustainable tourism businesses:
X Increase conversions
x Increase the number of travelers that are likely to buy

x Eliminate travelers who are unlikely to buy

Kt dK K>> d D /> @Quan »

dZ .Ee<3 +3 % 3} SaHrtding isEo eallect the contact information of the lead:
the email address. TheCah% u S E <u]E ¢« u Jo u CEI § - S} } S ]v %o
permission to send them commercial (promotional) emails, in fact itirequheir

(.Eu 3]A }ve viX

Avoid obtaining illegal email addresses by refraining from purcbasimail lists or getting
emails from an online directory.

d} vep&E C}pu Z A 3Z (.Eu 3]A }ve v3d }(8Z o §} ue 37 1E
recommended that you always ask their explicit permission. In the long tarsnill help

your business because it means the folks receiving your email are genoteedsted in

your content. Marketers must also give their audience an opportunityngubscribe

from any email subscription.

Checkboxeso subscribe to newsletters or promotional emails should be eckbkd,
allowing the lead to check them.

Landing Pagedvlost tourism businesses will use landing pages with gated content to

obtain email addresses. A landing page is a website page that a lead lands ongsr arriv

}JvU (8 & o] I]JvP o]Jvl o« AZ E U AZ 8Z E 8Z §[*]yv CIuE *]3
email. A landing page typically contains an offer that can be download®eaiange for

information from the leadv including their email address. This is called gated content.

'8 v v8 ] %o] }( }vd v3 §Z § ]« Z]v AZ §[-a® ( EE §}
AZ] Z ]» pep 00oC (}EuU 8Z 8§ 8Z o Z + 3§} 0o JAso} XPXE &Joo
new Tuscany itinerary!).

Types of information that work well as gated contentgiude:

50 Atta Cost efficient Offline Marketing
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x Detailed trip itineraries
x Packing lists
x E-books and guides about a destination

On the landing page, you can also request other types of information thdteiflithe email
marketer identify the lead, segment them, and effectively target them with marketing
messages. Types of information that can be requested include:

x When are you traveling?
x Who are you traveling with?

X What is your reason for wanting to visit (country/place)?

‘d /EMWI/Z z 'KK W2z d/* y DW> *J]

Newsletter Sign-Ups

Newsletter Sign-Ups: A newsletter is a regul
email sent out by a company.

Tourism travel businesses will typically have
newsletter sign-up forms on their websites.

The most popular types of content to be
included in newsletters are:

t New stories about the company - new
hires, new trips, new destinations etc.

t Promotional offers

Sign up form on AdventureTravelNews.com t Giveaways or competitions (Win a trip!

For more inspiration, have a look at our practise examples.

Viewour practice exampleshat illustrate how landing pages
are used to obtain email addresses.

O Practice examples N&5, 44, 45, 52

(4) VIDEO CLIPS & IMAGE TRAILER
Videos can be an easy to digest and engaging way of interacting withrsvigitd potential
visitors. Video is versatile so it makes it easy to share acrokpia platforms expanding your

potential audience. There are several types of videos.
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x Face to camera

x Tips and advice / how to
x Customer testimonials

X Your experience / product
x Event

x User generated content

x Voiceover

When creating your video there are some things you might want tcsiden such as light,
background, audio, positioning and different angles check out oprtifms of mobile video
production for guidance. There are a various apps you can use to putimo together such
asiMovie or for the purposes of this we usé&ilmora Go

, Kt dK Z d E WZKDKd /EEKs d/s s/ K~*"M

x Put your video on You Tube to reach a great audienee pd p ] 32 A}Eo [+ « }v
largest search engine and third most visited site after Google and Facebook.

X An innovate video concept for destinations is presenting authenticityudinoimpressive
local actors so-called testimonials, standing for the spirit and authéntiof their
destinations, presenting their individual stories as part of a digital marketing aigmp

x A simple but very efficient tool could an image trailer video picéure trailer product with
great destination images and enriched with promotional slides and underlingdmusic.
Such a trailer based on pictures is easy to produce and could pgréerve as startyp
promotion material for a new product or the new image of a destination.

‘d /TEAW/Z z 'KK Wz d/* y DW> 7]

Check this example for an image trailer ofemologically run
authentic accommodation business Italyhere

Check an example for amnovative destination image trailer of
Destination Dahahere

Check an example for an example @ustainable product
video for the Destination Dahaihere

(5) PRODUCT FLYER & POSTCARDS & BROCHURES

Although marketing is increasingly paperless, there are some markeétegiais like flyers and
postcards that will probably be used for many years to come. When geypunted materials,
make them delightful and memorable.

51 ATTA Cost-Effective-Marketing Tactics
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Flyer. To introduce a new tourism product and new sustainable tourism destinaiioig

recommended to develop a simple but well-designed flyer that could béyedisiributed to all
promotion events, fairs or in the local tourist information offices.

x A simple format could be easily translated into different languages withouérgéing
uil}@E& }eSe v [S[e C S} updatesl dnce thevproject is finished.

x Small print runs can be done cost effectively with digital printamgl make sure you
distribute them in a smart way.

x &}E /£ u%o0 U J( Clu pe GC E-U }ve] GEvmo- PP SZE E@®PA
audience may frequent. Example: Norway partnered with Whole Foods to peosatmon
.*ZJvP C %0 JvP GC Ee S §Z .Z }uvs EX

BrochuresAneye- § Z]JvP &} ZpE v S EE]. S}}o (}E& vVPESUE]VP
piece of collateral that prospective clients will take away after a mgedimd as such it should

clearly state your differentiators. To keep costs at a minimum wheduyaring a brochure, it is

important to stay cognizant of content, design, and materials.

‘d /EMWI/Z z 'KK W2z d/* y DW> ~J

Create Memorable
Marketing Materials
x Content:

x Keep objectivesop of mindin the
content development process.

G Adventures Brochure X What do you want tocommunicateand
what do you want the client to do after
they read the brochure?

x Ensurethe next step is obvious with a cle
call to action.

x Clearly state what makes youdifferent
from competitors.

x Consider usingasyto read, relevant
graphicslike infographics

AAA Brochure
Source: ATTA Cost-Effective-Marketing Tactics
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Create Memorable Marketing Materials
Design:

x Know your target market and ensure the
images selected resonate with their
aspirations.

x Consider a format beyond the typical
trifold or booklet, such as of a paper
airplane or accordion fold.

x Make the brochure worth keeping - if the
design s truly beautiful or eye catching,
your clients are more likely to hang on t
it.

Turku Treasure Map

x Instead of hiring a designer, consider
using an online tool likesww.canva.com
to design a brochure. They have many
free templates and an eagp-use

interface.
Materials
Restaurant x High quality pa}per can bve expensive, bu
brochure o} E S - *SE}VP .CE-
Source: ATTA Cost-Effective-Marketing Tactics your brand.

Marketing Channels
dZ]s Z %8 & =+ E] + §Z u}+d (( 3]A A~ Z vv 0EP(3® @&} u%}IvR 32

to introduce the sustainable tourism products and destination of the Mediterrarteatie
international travel market.
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Figurel5: Overview marketing channels

4)
SPECIALISED

MAGAZINES
& MEDIA

3)
PROMOTION MARKET ING
PLATFORMS CHANNELS

(1) EVENTS
Participation in international fairs and special promotion formats is esaletatiintroduce
the MED destinations and their flagship products to the international travel market. Due to
limited budget resources, it is suggested to use existing promotion etaifor example of
the National Promotion Authorities or regional Destination Marketing Organisations.

x ITB 2023s the key event for market introduction for both (1) the B2B market and the (2)
B2C market.

x FAM trips Individually designed fam trips should showcase several cross-htrdgaries
once they are created.

x Press tripsIndividually designed press trips showcasing the authenticiyeoflestination.
Those press trips could be organized e.g., for the German speaking marketpértant
element to be included in those press trips are encounters with thal leeammunity, so-
called testimonials (view 2.2.)

x Forum for Sustainable Tourism

Alternatively, to several fam trips it is suggested to concentrate on the aatomn of one B2B
event where selected incoming tour operators from the destinations, a selectegpgof
specialist tourism journalists and the local key tourism stakeholders &l levels will meet
and exchange ideas and start to initiate innovative business cooperation.
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Forum Anders Reisen (FAR)SS %o WII(}EpuUu v EE ]+ vX ] *"s§Z2 _
sustainable travel portal for the German travel sector, and the perfect target grouthéor
German-speaking tourism market in terms of specialist tour operators. It coomits than 130

s/d dK Z d /Z d D Z< d >/E<M

sustainability certified members.

A very efficient format for incorporating the sustainable travel industry inetburism
market is by incorporating them directly into the product development.

, Kt Kh> d, d

Though the organisation of a tailor-made trip for selected FAR members, ceanbith a press
trip for specialist magazines, newspapers, and magazines from the Gerreakirgp market.
Once both groups are in the country, a sustainable adventure tourismmfofor the

E KM

pu G oo

Mediterranean could be organized in one of the MED destinations for them to mingle and

discuss the market needs, present the potential of Sustainable Tougstindtions of the

Mediterranean, and start active cooperation.

Additionally, you can use fairs and promotion events for the ssgfoé marketing of your

products and destinations.

Please checkThe list of selected international and regional
promotion events, where sustainable tourism products and
destinations from the Mediterranean can be promoted.

List ofPromotion EventsAnnex No.15
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The success story of Albania

Until 2016 Albania was still a niche market for hikers and trekkers and not reallywkmon the
German travel market.

x On behalf of GIZ Albania AGEG TSC organized in
cooperation with several GIZ programmes:

X A tailor made- trip for FAR members
X A press trip with a very select group of press and med

x The first sustainable travel forum in a historical site on
the south coast of Albania

Outcome:
X Press coverage over 2 years

x Albania linked to the sustainable travel market and
offered by FAR members

X Revitalization of remote villages in coastline and
mountain areas through innovative sustainable tourisn
practices

For more inspiration, have a look at our practise examples.

Viewour practice exampleshat illustrate event marketing and
press work.

Practice examples N@#4, 35, 3637

(2) PARTNERSHIPS & ALLIANCES

Collaborative Marketing and Strategic Partnerships and Alliances are afiggnéfnstrument
to multiply your marketing activities.
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x Join a business networkJoining a local chamber of commerce, local business associations
and networks or other professional organization is a way to connébthusiness leaders
and discover partnership opportunities that you may not have anticipated.

x Join local Tourism Association$( C}p & v[S u u & }( Clgssbciationsy S}puE]-u
Clp u C }ve] & i}]Jv]vPX /( SZ E ] VISU®E % JEISF]J0o SEZ J1e.]5e C
the place you livet consider creating one.

x Find the right partners.Ildentifying partners who can help promote your brand to their
audience will take your message further:

Similar Destinations or Product# partnership with a destination or product that has the
same audience as you but may not be direct competition.

Creating Thematic Trips: % ESv EZ]% A]3Z v (.v]3C me@Ehp¥kets. v o0} } %o
For example, you may create a special tour for the local mountain bikeoclboy scout

club. You may consider partnering with a yoga studio to create a yogaiadeeretreat.

dz Vv .8 }( SZ ¢ 8C% * }( % ESv E-Z]tay cieate pSrefuraryy SZ § SZ
scheduled departure for your company, but they might also allow you to pemaotional

material to their membership over the course of the year.

x Partner with other Tour OperatorsStart identifying potential trade partners. Sometimes,
the best partnerships in travel and tourism are just around the cornirag more visitors
by banding together to promote your destination. For example:

x Make bookings on behalf of each other with a low commission rate

x

Elevate offerings by pairing two complementary experiences
X Save money on expenseslike sharing the cost of a shuttle service
x Give and receive mentorship from being in the same industry
138 CIHE €& v [+ E %ol Smarketing G dgsbciatioh

x
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Viewour practice exampleshat illustrate you can benefit from
sustainable tourism partnerships.

Practice examples N@®7, 38

(3) PROMOTION PLATFORMS
There are different types of promotion platforms for sustainable touriproducts and
destinations.

Meta Sites such as Trivago, Hotel Tonight, Secret Escapes, Wego, TripAdvisor giel kel
Finder, basically are price comparison sites and they will athel OTA websites and present
your properties price on 5 or 6 channels to a customer so tia@ysee which OTA is displaying
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the best price. If you want your own brand website to be presented to the custoroameed
to pay. This payment is on a Pay Per Click basis and you pay that Metd&iter a booking
is actually made or not.

Sustainable Tourism Platform3he following table illustrates selected marketing and promotion
platforms that could be used to promote sustainable tourism praslucestinations and
experiences from the Mediterraneg®ource: MEDUSA Handbook of Marketing Practises).

Table 8: Overview of sustainable tourism platforms

webpage

Ecoclub https://ecoclub.com/ Eco travel professional network ar
portal to promote destinations anc
new initiatives on the sustainabl
travel market. Members can post fre

of charge

Travindy https://www.travindy.com/ Sustainable tourism news, opiniol
resources, and consulting

The culture https://theculturetrip.com Ecafriendly inspiration for consciou

trip exploration of our planet. Platforn
where storytelling content could b
promoted.

Lonely planet https://www.lonelyplanet.com/ Individual travel platform, focused o
sustainability, adventure an

https://www.lonelyplanet.com/articles/

bestin-travel-2022 experiences. Advertisement.

Good Travel https://goodtravel.guide/ The Good Travel Guide is a tradem:
Guide of Green Destinations and is
platform promoting certified
destinations and green trave

products.

Responsible  https://www.responsibletravel.com Platform for Sustainable adventurt

Travel nature, and  experiences-base
holidays.

Ecobnb https://ecobnb.com An innovative web platform designe
for travellers to find and book ecc
friendly accommodation anc
destinations.

Adventure  https://www.adventure.travel Adventure travel platform, mainly fo

travel members of the ATTA

Adventure  https://adventurecompass.com/ Adventure Compass is introducing tl

compass new way to experience the world. #

Adventure Compass you will fin
unique adventure tours, adventur
tour operators, knowledgeable loc:i
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plattom | webpage

Airbnb airbnb.com

WWFTravel www.wwftravel.it

Cyclando https://cyclando.com/en/

Intrepid https://www.intrepidtravel.com/eu

G Adventures https://www.gadventures.com/

Travel
Massive

https://www.travelmassive.com/

Global
Sustainable
Tourism
Council

https://www.gstcouncil.org/

(4) SPECIALISED MAGAZINES & MEDIA

Specialized magazines and media are an important tool to figure out market trends, segmentation,

guides, and unique destinations
incredible value.

Booking platform to promote
bookable authentic experiences

Platform for conservation trave
focused on WWF values. Nature tou
wildlife watching experiences.

Booking platform for cycling holiday
in Europe

Booking platform for adventure
holidays all over the world, witl
responsible travel principles

Booking platform for sustainabl
adventure travel, provides sma
groups and independent travelers tr
opportunity to connect with nature
and local cultures.

Travel Massive is a global moveme
to connect people in the trave
industry locally, bringing togethe
leading travel brands, blogger
startups, and travel insiders. It is
community to learn and to share wit
other travel insiders.

Managing the GSTC Criteria, glol
standards for sustainable travel ar
tourism and promotes members an
its special initiatives. Membershi
could be valuable for NTAs or DMC
of the partner destinations.

relations and contacts and to position your product on the right target market.
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5.5.Innovative Marketing Practises

Besides well-known and established marketing practices, a varietynobative marketing
practiceshave emerged in recent years. Especially since the Covid-19 crisigtina practices
have been used by destinations and tourism businesses to create andhesegationship with
potential and existent customers and promote their destinations and products

In this chapter, we will introduce thiellowing innovative marketing practiceshat have been

identified and presented in the framework of Med Pearls projedufce: Research study

Z'u] o]v e }v u}ed Jvv}A S]1A % E 3] ¢ (JE 3Z % E}u}s]}v v
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(1) Gamification

(2) Storytelling

(3) Virtual Tours & Remote Tourism

(4) Digital Word of Mouth & Value Co-Creation
(5) Influencers & Digital Nomads

(6) Online Trip Planner System

(7) Search Engine Marketing

Gamification

As already shown in the chapter 3.5g&mesin variousformats (physical and virtual ones) are
interactive tools to create experiences for tourists at the destinations. Howe\verlso a great
technique to attract potential customers; gamification for promotion has becasecially
relevant since the Covitl9 cisis.

Bamification is theise of game design elements contexts other than the ganijéDeterding
et al., 2011); in this context used to achieve such goals est&stain, motivate, engage, and|
sell.

Gamificationis agreattool to getpotential customersinterested in your destination or product

t gamification can be done in different ways from remote tours and augmenteiiyrgaimes

§} <pu]ll « 8Z 83U (JE /£ u%o U v %o O }Jv  e8]v S]}vhe A <]5 3
and direct attention of potential visitors who are browsing your websilereover, another

benefit is the data collection thagamification allows t destination or company can collect

v

behavioural and profiling data @ pe e+ S} 085 E pue Jv }v [« uedEl §]VvP A o
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Identify your userslt is important to think who your users are, what are their motivations
and interests.

Consult with professionals in the fieldsamification will often need an external support,
such as hiring specialst company.
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Plan your budget.Due to needed programming work, the cost of gamification practice
would range from medium to high.

Think of the game desigrit has to be fun, engaging and delivering the message you want
to communicate and/or directing users to take certain actions. Your game shsddoe
aesthetically engaging.

Plan the time Development time depends on the game, it might be relatively sttt jf
you want to use the game for a specific marketing campaign, plan itmadhviance.

For more information, please check the Gamification factsheet:

Please checkinovative Marketing Factsheet:

O Annex no. 17Innovative Marketing Factsheet -
Gamification
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For inspiration, have a look at our practise examples.

Viewour practice example®f destinations that use
gamification for marketing:

O Practice examples Nat1, 42

Storytelling

Storytelling is especially important since consumers no longer want to jwesnotional
messages; they want to hear authentic stories to experience and learn about theat&sti
even from home.

Zdlling a story serves to transmit ti2NA of a brandits essence and valugs~ K %o
Calabria, 2021).

A well-usedstorytelling would immerse potential visitorsin the destination, would facilitate
the meeting and connecting with local communities and culture aB &as experiencing the
natural wonders.

,Kt dK hr ~"dKZzd >>/E' &KZ D Z< d/E'M

Identify the story.lIt is important to think what the story type and topic could be based on
v+ wlv }E P}oeX dZ]vl }( C}pE h"W « vCI}GE } €0 J 0 (} & %
example, unique services of the destination (unique stays, guided tours etc.).
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Choose your character/narrator.You should have credible characters in your story
preferably locad from the destination, such as expert local guides, local hosts. Storié&$ cou
also be centered around local charismatic people and, for example, their sumgri
professional or personal journeys. For example, think of locguenaccommodations (e.qg.,
Trullis, troglodytes). Who are hosts of these placédtat is a story of your local hiking or
birdwatching guides - why did they start this path? Lastly, youtoksscan also be

characters of the story.

Think of the means to tell your storyUsing high-quality visuals is the key. These can be
photos (of landscapes, local food, culture, people), videos (intervieitfs travelers or
locals, videos of the assets of the destination or the product), data-drorient
(illustrative charts and graphs). Virtual reality or games can also be used.

Plan your budgetThe cost can range from low to high, depending on the activity.

For more information, please check the Storytelling factsheet:

Please checkinovative Marketing Factsheet:

O Annex no. 18Innovative Marketing Factsheet - Storytellir
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Lithuania Travel: Have you been at our

place?
(https://www.lithuania.travel/lt/news/o-pasmusar-buvaj

D &I 3]vP u% ]JPv Z, A C
%0 0O M [dded in2021 by official
Lithuanian tourism development agency.
The aim was to attraalomestic touriststo
lesser-knowndestinations.

Video stories were created to feature

unique experiencege.g., forest bathing,

visit to the art deco museum-apartment).

Local voicesvere used in videos$ hosts of

experiences share how and why they

started their business and present their
Snapshots from the website of the campaign unique experience.

For more inspiration, have a look at our practise examples.
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Viewour practice exampleshat illustrate the use of storytelling
in marketing:

O Practice examples Nai0, 41, 45, 46

Virtual Tours and Remote Tourism

The use oVirtual travel experiencegpeaked during the first year of Covid-19 crisis when the
travel was restricted. However, it can beiseful tool not only in times of travel restrictions; it
allows potential customers to get acquainted remotely with the destargtivhich can be useful
for visitors as amspirational toolas well as a tool for planning their trip. Virtual tours can also
provideachance to preview some of the attractions, such as museums or cutterghge sites

as well as natural protected areas.

Virtual experience can consist osenple 360-degree imagéalso compatible with social
media platforms) omore complex experiences.g., live broadcasted tours of the
destination organized by local actors onsite.

, Kt dK h s/Zdh > dKhz® E Z DKd dKhZ/"DM

Define the need and the contentt can be a great tool, however, first define the need for
it and make sure it is in line with your marketing strategy. Think abibat
content/stories/sites that would benefit most from this tool.

Identify the technology to useThere is a variety of options, including VR, augmented reality
etc.

Plan your budgetCosts for this practice will range from medium to high, dependinthen
technology used.

Develop the tool.With the support of the specialized agency.

Promote the tool.Use your website, social media, and other channels.

For more information, please check the Virtual Tours and Remote Tofacisheet:

Please checkinovative Marketing Factsheet:

O Annex no. 19Innovative Marketing FactshedtVirtual
tours and Remote Tourism
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There are numerous applications available to experience virtual travel (witlugbeof VR
viewer). The most famous apps are part of Oculus - Oculus Go, @uess and Oculus Rift S
(the most advanced one, requires integration with a PC). Pleasars®eample below:

National Geographic VR
https://www.oculus.com/experiences/quest/2046607608728563/?lo
le=en_GB

National Geographic VR app allows users to hav

numerous virtual travel experiences around the

world, such as visits to Antarctica or Machu Picct

in Peru.

It is available for Oculus Go in the 360 version ar
National Geographic VR Oculus Quest in the VR version.

For more inspiration, have a look at our practise example.

Viewour practice examplallustrating successful virtual tours
and remote tourism use for marketing:

O Practice examples Nai2

Digital Word of Mouth & Value Co-Creation

Digital or electronic word of mouth is one of thekey marketing toolsfor the consumer
acquisition. It is like a quality badge for the destination, servicespaodlcts since it provides
direct feedback from previous customers. This practice can alssée by destinations and
businesses to understand aspects of the product that visiikesthe most as well as to see
what are the aspects that need to be improved.

"Electronic word of mouth communication (eWOM) is @agitive or negative statement
made bypotential, actual or former customersbout a product or a company which is
made available to multiples of people and/or institutions and is spread ernrernet."

(Cheung and Thadani, 2015: 329)
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Define the form.For example, one can use meta-sites, such as TripAdy@r }oo S 0] vSe|
reviews directly on their website; engage influencers (]Jv = v %o (E } uijashtdgs [«
add user generated content (e.g., a blog article) directly to the main website.

Actively collect reviewsFor example, tour operators can ask their guides and tour leaders
to remind clients to leave a review after the tour and/or send a kind follovergil after
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the tour with an inquiry. Indicate to your customers how you wolikeé to receive their
review (on social media, TripAdvisor etc.).

Encourage value co-creatio\sk travelers, influencers to share content (videos, photos,
blog posts) on their social media channels, blogs etc.

It is important toengage with your clientswho provide their
feedback. Thank your clients for their reviews and take timi
respond to negative reviews

For more information, please check the Digital Word of Mouth & Value EatiGn factsheet:

Please checkinovative Marketing Factsheet:

O Annex No.20: Innovative Marketing FactshedtDigital
Word of Mouth & Value Co-Creation
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For inspiration, have a look at our practise examples.

Viewour practice exampledllustrating the use of digital word
of mouth & value co-creation:

O Practice examples Nat3, 44

Influencers and Digital Nomads

Both digital nomadsand influencerscould be used t@romote destinationsor servicesor

tourism products, and it can be especially useful for emerging and unknown tourist
destinations.

N 1P]8 o v}are travel enthusiasts who embrace distance work as a choidestyle,

use technology to earn a living, work from anywhere in the édyahd can influence specific
communities.

ANlv(opn v ar@&people who influence the public opinion and have a wide agtvof
followers on their social media channels.

Influencers can be classified according to ithaudience sizet for example, the ANA
(Association of National Advertisers, 2018) in their survey defined the caésduased on the
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number of followers: micro-influencers (up to 25,000 followerspcro-influencers: (up to
100,000) mega-influencers (up to 500,000) and celebrity (over 500,000).

Due to a growing number of remote work possibilities tl
emerged in the context of Covid-19 pandemics, the numbe
digital nomadsis likely to increase

, Kt dK h~ /JE&>h E z~ E ['Ild > EKD "M

Plan your campaignldentify what exactly you want to achieve and promote with the
influencers or digital nomads. Think of the content and format you wdikkl to have
produced by influencers and digital nomads.

Plan your budgetThe more famous the influencer (and the more followers he or she has),
the higher the cost. However, digital nomads can be less expensiveifdscost may vary
across different platforms. For example, according to Regiondo, Faceboo&nuo€hs
charge about $25 per 1000 followers while Instagram ones come cheap#&baflso, you
should consider the cost of providing your services on a diged price or for free.

Identify influencers or digital nomadsConsider your target groupneeds. Besides the
number of followers, consider what message influencers and digitaBdernommunicate
with their personal brand (for example, are they environmentally canscetc.). You can
search for influencers on social medidook for specific location and relevant hashtags,
including #sponsored and #promotion. You can also use specialized pigtfor example
Influence.cdfor influencers andiigital nomad forumgo identify digital nomads.

Invite influencers and digital nomadsBoth influencers and digital nomads (for example,
bloggers, YouTubers, travel journalists, photographers) can be inwtdte destination.
Agree on the content and format that they would produce during/after thp.tr

Share contentShare produced content of influencers and digital nomads on ycamrals,
ask them to use tags and hashtags of your destination or company.

For more information, please check the Influencers and Digital Nomads factsheet:

Please checkinovative Marketing Factsheet:

O Annex No.21: Innovative Marketing Factshesdtinfluencers
and Digital Nomads
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For inspiration, have a look at our practise example.
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Viewour practice examplehat illustrates the proactive use of
Influencers and digital nomads for marketing:

O Practice examples Nat3

Online Trip Planner System

Online travel planner system@OTPSs) serve as both a promotional tool for destinations and a
trip planning tool for visitors.

Online travel planner systems (OTPSs) allow users to select a rfasgy®ioes and to
createtailor made trips

To use this tool, users first have to create their personal accouatwebsite of a DMO or DMC.

Then, while browsing through the website, the user can add serviGsepto visit and other

% ESe }( SZ %0 Vv SE]% |JE SoC S} }v [» 0l Ev 0 0] JumwsSX &
tourism website \yww.turismo.ga) here:

Besides providing travellers with a trip planning service, it alssH2Os and DMCs to directly
commercialise their offerand tomonitor the interaction of userswith their online pages.

, Kt dK hr KE>/E dZ/W W> EE Z "z~d DM

Plan your budget.The cost of this tool is medium; expenses are mainly related to the
creation and maintenance of this online system.
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Create purchasing opportunitiesMake sure to have attractive bookable offers on the
website (of experiences, accommodation etc.).

Use reminderslt is recommended to have automatic email system associated to thelt [ ¢
personal account that contacts the user, for example, after a prolongeidgef absence
from the platform.

For more information, please check the Online Trip Planner System fattshee

Please checkinovative Marketing Factsheet:

O Annex No.22: Innovative Marketing FactshedtOnline Trip
Planner System
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For inspiration, have a look at our practise examples.

Viewour practice exampleshat illustrate the destinations that
use Online Travel Planner System:

O Practice examples Nai7, 48

Search Engine Marketing

Search engines are vital for contemporary users to search for praddoisever, there is a

fierce competition among websites to appear among the top results of the lseargines. To

ZA PE §S3E ((] E spode 8} }v [+ A +]8 Uing (BEM] technigiesZ VvP]v
have to be applied. The main SEM tools are:
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Search engine advertising (SEA9 paid
promotion of a product, service, or company
on a specific search engine.
Iv 8Z % E}A] VvV %°*Z}3U AZ v
A"o}A v] [ }v '}} Brst four§esultsthat
appear are examples of paid promotidrSEA
~0 §§ B+ Z []Jv] § S8Z §-X

Search engine optimisation (SE©a non-paid
optimisation technique; websites that are
identified as the most relevant for a given

search query (organic results) are displayed|i

the first positions of a search engine results
page (SERP).

In this example, the firgirganic resultis from the

}((11 0 "0}A v] [+ S}uEJeu A ]38

result on the example).

Snapshot from the Google SERP

, Kt dK /I DWZKs zKhZ » KM
Optimize your content.Make sure your website is attractive, engaging, and accessible
(including users with visual, auditory, or motor disabilities).

Blogging is a good technique to improve SETalk about your products, achievements
(awards, certifications etc.), press trips and other news. Also, uskyctities and key words
oriented to your target groups.

Analyze and improvelUse tools to monitor the popularity of search queries, analyze the
content of the webpage etc. For example, check Google SEO tools (find aiewvere).

Plan your budgetAlthough the SEO is free, you might want to consider hiring profesis
who can optimize your website

For more information, please check the Search Engine Marketing factsheet:

Please checkinovative Marketing Factsheet:

O Annex no.23: Innovative Marketing FactshedtSearch
Engine Marketing
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For inspiration, have a look at our practise examples.
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Viewour practice examplesf destinations and DMQGhkat have
effective and optimized websites:

O Practice examples N1, 32, 35, 39, 43, 44
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INTERNATIONAL SUSTAINABLE TOURISM
PRACTICES

We have researched and selected a collectiothefbest sustainable tourism practicesn

the destination, small tour operator and DMC level. A large part of the research and
selection of practices was done through revision of already existirdiestand materials
from the four standard projects (MED GAIMS, CROSSDEV, Med Pearls and MEDUSA).

Selected practices represent destination from all around the world, with thgdst group
coming from the Mediterranean region, including the five countries of RESTART MED!.

This chapter is organized into two parts. In the first part, 6.1. Sustainable TdRnighacts,
we present a selection of 30 best sustainable tourism practices with & factaustainability
implementation and product creation; and in the second part 6.2. Sustairibal&eting

Practices, we present the selection of the best marketing practices for sabtai
destinations and tour operators, DMCs to promote their touristic products.

The information on the structure of each part is explained further.
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6.1.Sustainable Tourism Products

This part includes a collection 8 sustainable tourism best practicdsaturing sustainable
destinations and small tour operators, DMC, and their products.

To structure the researched practices, we have identified the followiaon categorieg(in
blue). The main categories highlight the main characteristics of each graaticle the
subsequentadditional categories (in green) highlight further characteristics of each
practice.

Main categories:

Additional categories:
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To visualize the characteristics, category, and key features of each prasgt®f icons will
be applied to each. View the followimgample

Categories This example features a practice th
stands for (1) Natural parkas and
Protected Areas and features gooc
practice on (2) revitalisation of village
and (3) mountain tourism

Furthermore, the sustainability performance of each practicbrisfly assessedy aso
called Sustainability Check (selected set of sustainability criteri;gdbas the GSTC
destination criteria). The main, outstanding sustainability practicesoaihighlighted in a
short sustainability check Additionally, key challenges and weaknesses will also be
featured in the sustainability check.
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Finally, at the end of the second page of each factsheet, a small bexmitharize thekey
learnings observations, take-aways etc. of each presented practice, like in the following
example:

NOTE

x Great example of a successful branded local ecotourism network

x Establishing the Code of conduct for local businesses and training them in sustainability

x Offering unique experiences, such as farm, wild food experience, dining in a farmyard and
X Putting in place incentives for visitors to use bikes and public transport.
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Nos. 1t 3: Sustainable Destination Models
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PracticeNo. 1

d >hEz

Destination: Catalonia

Country:Spain

Website: https://www.catalunya.com/

f— ORGANISATIONAL SET-UP: The Catalan Tourist Board (CTB), set up by the Governme
2 Catalonia. It is a part of the Ministry of Business and Labour.
L. FINANCED BY/THROUGH: Public and private collaboration
> INITIATED IN: CTB setup in 2010
E{J COMMUNICATION Website, Facebook, Youtube, Instagram, Twitter, Pinterest
STRATEGIES: Languages: CAT, ESP, GER, ENG, FRA, RUS
Categories Key attractions
x Breathtaking, diverse landscapes
x Great offer ofcertified establishments
x Ecotourism, cultural and culinary destinati
Season x Recognized Accessible Destination
All year round < >
DES@RPTION:

Catalonia is a well-known destination on the Spanish mainland with protected natural areasting for
30% of its territorylts diverse landscapesange from the high alpinByreneesto extensive green forests in
the low mountain ranges and agriculturally used plains and t&2&km of coastlinevith both wild and rocky
coast and sandy beaches.

Catalonia is great exampleof a destination in whichrinciples of sustainable and responsible tourisare

fully integrated in its tourism offer. A range oértified tourism establishmentsand tour operators are
scattered around the region offering travellers truly sustainable ecotourism and adventunisrtoas well as
cultural and culinary experiences. Tenture the best local sustainability practices and businesses, in 2013
Cataloniaincluded*Z <%0 }ve] o d hg &chtagory in th€atalonia Tourism Awards

Moreover, Catalonia is gioneer of accessible tourisnand has developed a specialised offer and website for
this target groupt Tourism for all

x Tourist nights:According tdcurostatdata on Tourism Statistics at regional level, Catalonia was the fourth
region in Europe with the highest number of tourist nights in 2019.
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x Internationally certified destinations and businessesre widely found around the region: 8 destinations
have obtained the Biosphere Responsible Tourism certification, 22 tourism establish(eemn, hotels,
campsites, a natural park, beaches) participate in the Eco-Management and Audit Schemg @&MAS
another 24 with the EU Ecolabel programme.

x Local certification schemesare also in place, created by the Government of Catalonia: over 50
establishments have the Environmental Quality Guarantee ecolabel; 3 destinationsdevawarded the
Peaceful Places and Dark Sky Environmental Saalindicator for visitors looking to enjoy the sounds of
nature and stargazing.

x Accessible tourism offerThere are 25 accessible destinations, including more than 150f lgreenway
and accessible tracks, several specialized centres in adventure activities and outstanding spssehras
la Pedrera by Antonio Gaudi, the Maritime Museum in Barcelona and the National setiMwof Catalonia
(MNAC).

x Services & productsMore than 100 active and nature tourism activitiesiking, water activities, cycling,
ecotourism, snow, and adventure. A good example of consolidating the available offeridepriosre.

x Marketing & distribution channels:Representation at major tourism fairs; Press, Fam and Bipg
specializedworkshops of which the biggest one, Buy Catalunya, brings together around 200 Catalan
enterprises and 150 tour operators working in 25 international markets

Sustainable  Community Cultural Environment

J SUSTAINABILITY CHECK
planning benefits heritage impact

Sustainable strategy in place since 2010, X
Responsible Tourism Awards since 2013
Local tourism stakeholders supporting X
sustainability are actively featured
Great offer of local gastronomy. Strong local wi X
culture with more than 300 wine cellars in the
region
Athird of the territory is protected areas X
Soft mobility options for visitors to enjoy the X
region tcycling offer, 9000 km of signposted
hiking paths
Preservation of natural areas and promotion of X X
E | 1] » A]Peagefubflaces and Dark Sk
Environmental Seal

Challenges/ weaknesseRisk of overtourism during high seasons.

NOTE
x The modelof thetop visited destinationthat builds orsustainability

x Strong focus otnternational and local certificationsand ecolabels for destinations in the regi
as well as tourism establishments

x Promotion of the best practices via Responsible Tourism award

x Effective promotional activitiescreating numerous opportunities for Catalan tourism enterpri
to connect to international markets
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PracticeNo. 2

'Z EMZ,Kd>WK' Z D

Destination: Green Star Hotels

Country: Egypt

Website: https://www.greenstarhotel.org/

ORGANISATIONAL SET-UP Not-for-profit programme, sponsored by Egyptian Hotel associal
E endorsed by the Egyptian Ministry of Tourism
() FINANCED BY/THROUGH: Egyptian Hotel Association, certification fees. It was developed
E public private project between the key stakeholders from the Gerr
and Egyptian tourism market, the Egyptian tourism authorities
E the German International Cooperation.
~ INITIATED IN: Initiative started in 2007;az] A Z'~d Z }Pv]lin 3023
COMMUNICATION Website, Newsletter
STRATEGIES: Languages: ENG
Categories Key attractions
x National certification scheme
X GSTC recognition
x Quality hotels with concrete green actions
Season
All year round < >

Green Star Hotel israational certificationand capacity building prograndeveloped under the patronage of
the Egyptian Ministry of Tourism to supportP C %h®{els and resortsinterested in improving their
environmental performanceand social standardsThe Initiative was founded in 2007 with a participative
approach, bringing together the national tourism sectors and national ae®usell as international experts
organizations, and international travel market. Firstly, it was started with & ghélstination of EI Gouna, and
in 2012 it was decided that the Green Star Hotel Initiative will be implemented on the nasicadal

The programme waslesigned to combat the negative effectsf the rising visitor numbers and steady
expansion of tourism destinations in Egypt and gseat exampleon how to move the whole tourism sector
towards sustainability. The hotel sector is the key tourism sector in Egypt, thus the effect of devglopin
sustainability in this key sector has important resulf$is programme has significantipncreased the
competitivenessof the participating hotels by raising their operational efficiency, wtdliucing operating
costs and negative environmental impact&.g., through energy and water saving and waste reduction
measures). Furthermore, the programme gives participants an increased competitraatage through its

137



marketing, which follows the global trend towards more sustainability in the tourism indusfigrketing
advantages are especially widespread due to the fact that it@SaC Recognized Standandeaning it is
aligned with the GSTC Industry Criteria for Hotels and Accommodations.

x Facts & FigureCurrently 76 hotels (18,552 rooms) are certified in 15 destinations around the country

X Star rating systemis in place. Depending on the level of compliance, the hotels can receive thraegifou
five-star rating.

x 11 aspectsof hotel operations are evaluated(1) Design, architecture and surroundings, (2) Guest
information, (3) Environmental management, (4) Housekeeping/Guest rooms, (5) nabtai
Management, (6) Training and Instructions, (7) Energy, (8) Water, (9) Waste, &) and
Beverage/Kitchen, (11) Gardening and Beach area.

x Capacity buildingTraining is an important part of the Green Star Hotel program. For this purpesey a
practical and user-friendlynanual Z ,} A §} }u '"E v "3skplaks. Giiteria are illustrated
with the best practice exampleandpractical tips for example, an indication where the hotel can purchase
guality proof solar equipment or suggestions for natural packaging solutions.

\J//SUSENNAELWYCHECK

Sustainable  Community Cultural Environment
planning benefits heritage impact
Comprehensive national system to move the ke X
tourism sector towards sustainability
Environmental awareness raising through vario X X

tools in Green Star hotelse.g., information on
water and energy preservation

Fragile coral reef preservation via awareness X X
raising tools for Green Star hotel staff and
visitors, such as code of conduct for visitors

Engagement of local producers such as farmer X X

and artisans in the supply chain

Sustainable resource management throughout X
the participating hotels

Design and surroundings of hotels are taken in X

account promoting green spaces in hotel areas
Challenges/ weaknesseThe communication could be strengthened to share the practices and promo
to other hotels.

NOTE

X Good practice examplef a national certification scheme recognized by GSTC
X An example to move the whole tourism sector towards sustainability

X Thecapacity buildingexampletauser-friendly manuahat directly provides hotels with guideling
on how to implement the criteria through practical tips

x Various benefits for hotel$ e.g., increased visibility, reduced operational costs
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PracticeNo. 3
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Destination: The Azores

Country:Portugal

Website: https://www.visitazores.com/en

~~  ORGANISATIONAL SET-UP: The Destination is managed by Azores DMO and Regional direc
@) for Tourism. Awarded with international sustainability certificatior
E FINANCED BY/THROUGH: Public, EU Regional Development Fund
> INITIATED IN: DMO 2018
11l COMMUNICATION Website, Facebook, YouTube, Instagram, Twitter
X STRATEGIES: Languages: ENG, PT, ESP, FRA, DEU, ITA
Categories Key attractiors
x Unspoiled nature
x Different landscapes, sea, mountains
x Hiking and bikingrails network
Season x A great variety ofsustainable adventure
tourism services

All year round

DES@PTION:

The destination of the Azores is an archipelag® wblcanic islandslocated in the North Atlantic Ocean. The
destination is known for itenspoiled naturesuch asush greenforests andwildlife as well as foits efforts

in sustainability. The Azores are thfirst archipelago in the worldo achieveinternational certification as a
sustainable destinatiorby an entity accredited by the Global Council for Sustainable Tourism.

TheUSPof the Azoresissustainable adventure tourism offethat includes a broad range of sustainable land

and sea activities to their visitors. These range from hiking, biking, canyoningpaimg) to surfing, bird and
whale watching, geotourism and horseback riding.

It is also agreat exampleof a destinationrcommitted to sustainability To preserve its natural and cultural
assets, the Azores DMO was founded in 2018 as the entity responsible for the sustamaallgement of the
destination. They have a dedicated websiteores Towards Sustainabiligommunicatings Z *S]v 8]}v][e-
sustainability efforts and programmes, such as The AZsuetainabilityCharter, the initiative to reinforce the
sustainable development of all the territory and to include all the stakeholders.

x Facts and Figuredn 2018, there were aroun840,000 arrivaland2.56 million nightsspent in Azores.
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category in the 201Sustainable TOP 100 Destinatidxwards and the Best of Nature awards category in
the 2020 Sustainable TOP 100 Destination Awards at ITB;Bevarded as’European Destination for
Adventure Tourism for 2021at the World Travel Awards.

x Hiking and bikingpages on the official website provide detailed information on trails, gteaitiroutes,
level of difficulty etc., and maps and leaflets. One can also choose a suitable traildmagsdlifficulty,
length or the island one wants to explore. Also, a list of local tour provideksding their contact details
is provided next to each activity.

X Target groups:Both domestic tourists from the mainland Portugal as well as internationaistsuy
especially from Western and Northern Europe (France, Spain, UK, Belgium, the Netherlands)yGerm
Scandinavian countries) and North America (Canada and the USA).

x Marketing & distribution channelsDirect booking on the officialkebsite through a link to sustainable
specialized tour operators for each country; promotion in international tourism fairs, such as ITB Berlin

x The Azores has bedeatured in popular travel and other mediée.g.National Geographjd.onely Planet
Bloomberg where it is presented as an attractive adventure tourism destination.

J SUSTAINABILITY CHECK
Sustainable  Community Cultural Environment
planning benefits heritage impact
Azores DMO responsible for the sustainable X
destination management
Sustainability Charter of the Azores X
Local tourism providers (B&B, family run X X
accommodation, tour guides, operators) are mé
beneficiaries
Preservation of the traditional Pico Island X
Vineyard Culture (UNESCO WHS)
Protected Areas comprise 25% of land X
Low impact tourism activities promoted (hiking) X
Challenges/ weaknesseThe constant growth of tourist numbers poses a risk to the Azores of becomi
mass tourism destination and thus endangering its natural assets, which are its main attraction

NOTE
X Management policyfor tourism sustainability and responsible institutions are in place

x Good practice examplet the Azores Sustainability Charter for the adoption of the principle
sustainable development

X Success factor: marketing & development are focused on the image aiuthentic sustainable
adventuretourism destination

x Local tourism providers offering different outdoors activities are promoted

X Extensive hiking and bikingail network provide options suitable for different levels, fro|
beginners to experienced and direct booking information
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PracticeNo. 4

<z<E KM Zs

Destination: Costa Brava, Catalonia

Country:Spain

Website: https://www.kayakingcostabrava.com

I~ ORGANISATIONAL SET-UP: Private company promoting sea kayaking
@)
E FINANCED BY/THROUGH: Private
> INITIATED IN: Company founded in 1993
11l COMMUNICATION Website, Facebook, YouTube, Instagram, RSS feed
.  STRATEGIES: Languages: ENG, CAT, ESP, FRA
Categories Key attractiors
x Exclusively sea-kayaking experiences
x Scenic landscapes Costa Brava
x Unique astronomical phenomena experien
Season x Beach cleanup activities with kayaks
Spring, Summer,
Autumn
DES@PTION:

Kayaking Costa Brava is a responsible companyfdhases exclusively on sea kayakiagd operates along
the Costa Bravahe northeast Catalan Mediterranean Coasthich is one of the busiest areas in Catalonia.
The company offers guided excursiosgecial experiencesand educational anénvironmental activitiesas
well as rental of the equipment.

What distinguishesKayaking Costa Brava from similar companies is twitmitment to protecting the
natural environmentthey are operating in. Already nearly a decade ago they implemented a couple of ISO
standards that contribute to the following &ustainable Development Goadsd in 2015, were awarded the
Tourist Quality Commitment Seal by Spanish certification body SICTED.

TheUSPof the Kayaking Costa Brava is théque experiencesn the scenic natural areas and theemium
quality servicewith qualified andtrained guides 5 special experienceare offered by this tour company,
including:

X uv@E]e 3§ 57 1A {amoppdiunify fo observe aaxtraordinary astronomical phenomenan
happening twice a year when the sun rises in total allignment with the cave. An earjngactivity (5:30
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AM to 9 AM) for tourists with experience. Two guides-instructors, equipment and srglled, for a price
of 55/ 1% E e}V

x Another special experienception is aCap de Creus (two dgy®ur a wild and remote natural experience
through themost untouched partof the coastline of the Nature Reserve of Cap de Creus. It includes an
overnight stay and a guided walking tour. The price for the tour with two guitisiictors and the
equipment is 16Q1 %o E e} v X

x Environmental, free of charge activityEvery season, Kayaking Costa Brava orga@iizesiing the Coast
with Kayaks The volunteersan join inpicking up rubbishfrom the beaches while kayaking along the
coasts. The equipment and guides are provided by the company. This activifgnized together with the
town or city councils.

x Social activity: Company supports open-water swimming races with materials, personnel, and their
experience. This is also an opportunity to join them as a volunteer for a day.

x Target groupsBoth domestic and international tourists, adventure tourists looking for activitiddamrs.

x Marketing & distribution channelsDirect booking on the website; ofripAdvisorKayaking Costa Brava is
appraised for its excellent service by most of the clients.

J SUSTAINABILITY CHECK
Sustainable  Community Cultural Environment
planning benefits heritage impact
Cleaning the Coast with Kayaks initiative in X X X
partnership with town and city councils, involvir
visitors
Adhering to ISO and SICTED standards, staff ¢ X X
qualified by local nature reserves
Supporting the wider community open-water X
swimming races
Promoting soft mobility in water activities X
Low impact tourism activitiy, responsible X
company respecting nature protection
Small group activity (min. 6 and max. 12 tourist X X
Challenges/ weaknesse€OVID 19 impadtsuspension of guided outings.

NOTE
x Good practice example of a company that adhereguality standards

x The company organizencrete actiongo preserve the environmentwhere it operates (beacl
clean-ups with groups of volunteers)

X dZ *% ] 0 e+ 3 ]e3Z }(( &} Z£ opc]l]A <u 00 PE}u% Z"%
X Unique experience of observing astronomical phenomena from the kayak twice a year
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PracticeNo. 5

WS Kt dZ s >

Destination: Apulia

Country:ltaly

Website: https://www.apuliaslowtravel.com/

I~ ORGANISATIONAL SET-UP: Small private tour company
@)
E FINANCED BY/THROUGH: Private
> INITIATED IN: 2015
11l COMMUNICATION Website, Facebook, Twitter, RSS Feed
X STRATEGIES: Languages: ENG, I'D¥J
Categories Key attractions
x Localcultural Apulia experience
x Food experiencesincluding Slow Food
x Authentic luxury accommodations
Season x Tailor-made tours, allowing for travelers
Spring, Summer, plenty of free time
Autumn
DES@PTION:

Apulia Slow Travel ssmall tour companyrun by locals from the region, offering tailor-made tours to $mal
groups and solo travellers to explore the rich culture and gastronomy of thbeswueast region of Apulia in
Italy.

TheUSPof Apulia Slow Travel are thailor-made and well researched experiencBsm a local perspective
that allow visitors to connect with the visited region. This small local busisesgreat example of a tour
company that designs its tours based slow travel principles clients have the opportunity to immerse
themselves in the region by engaging in a variety of handpildead cultural, natural and foodexperiences

by staying irauthentic local accommodatiorfe.g., the local architectural and cultural heritage gem of Trulli)
and by having enougtiee time during the tours. Somexamples of the toursvia which you can experience
Apulia in a slow way include the following:

x One week tour Included isa visit to a traditional oil farmand olive oil tastinggultural visitsto quaint

towns and villages3 full days free of activitiesare provided, as well as additional free afternoons or
evenings, allowing time for travelets not feel rushed

144



x Slow Food tour A one-week tour in which the itinerary includesltural tours exploring the local history
and architecture; it is especially marked ibymersioninto authentic Slow Food places in the region with
lunches and dinnerplanned in differentestaurants in the Slow Food Movemeri full days are foreseen
as being free of activities

X A range of additionakxperiencescan be booked individually as extras for the private tours. For example,
wine tasting in a Trulli winery, a cooking class, or a bike tour along the ancient rural road of Miaal rav

x Accommodation optiongicked out by Apulia Slow Travel are located either in the countrysidduxury
Trulli Masserida type of the accommodation that reflects the authentic local architecture), obaudque
hotel in a picturesque town.

X Target groupsBoth domestic and international higher end travelers looking for slow, persedalnd
authentic travel experiences. There is a special focus on solo travelers and couplesphamallsor
medium-sized groups.

x Marketing & distribution channels: |E § }}IJvP A]§Z }u% vGC ~Z I (}E& Yu}s 8]}v
under each tour)featured }v $Z }((] ] 0 %opo] S}puE]eu A e]ZBasuedsPUPHOE v W

on the TripAdvisor platform- the company has star ratingbased on 71 reviews (in Feb. 2022). Reviewers
recommend the company for those planning long stays in Apulia akiéhpdor authentic experience and
§8§ v8]}v 8§} pe3}u, fa@ splovandcouple travelers.

J SUSTAINABILITY CHECK
Sustainable  Community Cultural Environment
planning benefits heritage impact
Services and products mostly based in the rura X
areas
Local food producers are engaged in the touris X
value chain
Tours are organized to show the authentic part X
Apulia region
Promotion of the local gastronomic heritage X X
One tour is based on Slow Food Movement X X
restaurants
Accommodation in the local architecture style X
buildings, e.g.,Trulli Masseria
Challenges/ weaknesseSlow mobility is underused, most of the tours have a personal délso, no
mention of taking part in sustainability certifications or programmmes.

J NOTE

Strategy of designintpilor made toursbased on immersion in the local culture of the region
Good practice exampléd Slow Food Tour focused on exclusively Slow Food restaurants
Tours designed to providenough free timefor travellers

X X X X

Accommodation is part of the authentic experience, thus the high-end luxury, but tradit
accommodation is picked out
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PracticeNo. 6

AN SKE Z K

Destination:La Vall Fosca, Catalonia

Country:Spain

Website: https://www.casaleonardo.net/en/

ﬂ ORGANISATIONAL SET-UP: Private accommodation, family run business
2 FINANCED BY/THROUGH: Private
. INITIATED IN: Originally founded in 1913, reopened in 2001
». COMMUNICATION Website, Twitter, Facebook, Instagram, YouTube, Pinterest, Link
LLl STRATEGIES: Google +
X Languages: ENG, DEU, FRA, ESP, CAT, Basque
Categories Key attraction
x Authentic charm of théistorical hotel
x Unspoiled nature
x A great offer okcotourism activities
Season x Local Catalan gastronomic offer
All year round < >
DES@PTION:

Casa Leonardo is a four-stagperior country-house hotelocated at the gateway to Vall Fosca ("The Dark
Valley"), at the heart of the Lleida Pyrenees, in the north of the Pallars Jussa region ofi€atalmeafamily-

run businesghat dates back to the beginning of the'26entury. Casa Leonardo hratained the old character

of the facilities, where authentic features, equipment and furniture create a charming atmosphere.

Casa Leonardo &n exampleof an environmentally and socially responsible hottiat has taken concrete
actions to preserve the environment, and promote soft mobility and locali@alland gastronomic heritage.
In 2013 at the Catalonia Tourism Awards Casa Leonardo was awardedgpensible Tourism Awarith the
Best Small Place to Stay category, recognizing its long-lasting commitment to ahistaimanagement,
support for environmentally sustainable transport (slow travel), and accessibility of facilities.
Its USPis not only itsauthentic character which offers a boutique accommodation and local culinary
experience, but also that it offers a variety efotourism activitiesin the surrounding natural areas. Some
examplesof the ecotourism activities and packages promoted/sold by Casa Leonardo are:

x El Cingue Llab-day hiking route This self-guided route through the highest Catalan Pyrenean foothills; it

wasset up and is run by small-scale local hostelri€asa Leonardo serves as a stay at the end of the fourth
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stage. The offer can be booked through the central booking agency; the contact is provitles mage.
(To learn more about this hiking trail, please check Trail Model section, Practice no. 20).

X+ > 1lv E }[- :&hehbtelhas designed theur circular hiking routes around the houder guests.
They offer a one-day walking package(75)/person/day) and a four-day walking package
(300//person/day) includinghalf boards in a double room, Maps & Tracks, free GPS, packed lunches, and
late check-out.

x Mushroom Getaway in the Catalan PyrenneA weekend experienceon learning about/collecting the
seasonal mushrooms the surrounding forests (2BBrson/day).The package include£ half boards in a
double room, 2 packed lunches, dossier with information on the area and the sp2gesled walks with
a biologist 2 workshops, and post-trip guidance on identifying mushrooms and travel insurance.

x Sustainability:Casa Leonardo has been awarded with tie{ «  } 0 anabthe Guaranteed Environmental
Quality Distinction by the Catalan Government. It engages in such practices as susta@sablee
management (energy, water, waste), promotion of ecotourism, use of locelfyufactured craft product
(soaps, bedspreads), preservation of local architecture, offer of organic local cuisine.

x Visitor information on sustainabilityprovided on the website, soft mobility is promoted. Besides an offer
of hiking and cycling activities, Casa Leonardo o&&% discounbn the price of its rooms for all travelers
who arrive at the hotelon foot, horseback, by bike or public transport

x Target groups:Both domestic tourists and international higher-end slow tourists, ecotourists, an
adventure tourists. Families, couples and small groups, elderly (promotion of accessiiden).

x Marketing & distribution channelsPromotion by Catalan Tourism Board; direct booking is available and
encouraged; other booking websites are also used (Booking.com, AirBnB, hotels.comjaiatadéds.com).
5-star ratingon TripAdvisorbased on 294 reviews (Feb. 2022).

J SUSTAINABILITY CHECK
Sustainable  Community Cultural Environment
planning benefits heritage impact
Sustainability certifications and awards, X X
sustainable resource management
Engagement of local craft producers in the X X
tourism value chain (e.g.,purchase local soaps)
Scheme for visitors to support sustainability ant X X
local communityt Sustainability challenge
Preservation of traditional typical hostelry X X
A great offer of local Catalan gastronomy X
Low impact tourism activities, soft mobility X
Challenges/ weaknesseMonitoring the impact on the surrounding natural sites during peak seasons.

NOTE

X Success factoml holistic offer of not only boutique accommodation, but also aergrof packagec
ecotourism experiences.

x Collaboration with other local rural businesses (e.g., in creating and promot@igdtle Llac hikin
route).

X Hiking trail network with options for different levels, including accessible tour options.
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PracticeNo. 7

<D e ZKKKhZ?

Destination: Chianti region, Tuscany

Country:ltaly

Website: https://www.kmzerotours.com/

E ORGANISATIONAL SET-UP: A small boutique travel company
2 FINANCED BY/THROUGH: Private business
L. INITIATED IN: 2014
>~ COMMUNICATION Website, Facebook, Instagram, Twitter, Pinterest, TripAdv
. STRATEGIES: Brochures
Languages: ENG
Categories Key attractions
x Authentic cultural experience of Tusca
x Variousgastronomicexperiences
x Picturesque Tuscan landscapes and villas
Season x Immersion in the local culture
x Directcontact with local people
All year round
DES@PTION:

KM Zero Tours ia small boutique travel companynanaged by an Italian couple and based in the Chianti
region, in Tuscany. They offer a varietyimimersive travel experiencesinviting visitors to discover the
authentic locakultural and culinaryheritage.

It is agreat exampleof a travel company that is operating basedstow and sustainabléravel principles. The
tours are designed to be local, by immersing themselves in the local lifestléha culture of the Chianti
region - as the owners of the company note, their comp; v KMZerd u \oringing visitors and local
producers together. TheSPof KM Zero Tours is exactly these unique opportunities for visitors e dieect
contact with locals (e.g., local chefs, restaurateurs, food producers), to have authentic cultural and
gastronomic experiences and to enjoigh-quality and fresh productskM Zero Tours offer a variety of high-
quality experiences, including:

x Fall in (Love with) Tuscany Experiencéso options for travelers to be a part of either an annGahpe
harvest (from late August until early October) @live harvest(from mid-October until the end of
November) celebration. A one-week programme packed with uniglieary experiencege.g., grape and
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olive oil, pizza night & workshop with a local baker, truffle hunt and ogpWith a local family, visit to a

dairy farm and cheese tasting, cooking classes with talented chefs and ooed)grafts(pottery, crystal,
wood-tHEV]VPe A}EI+Z}% U Z(}Thg allRvvépe]E&]l %XE ] (}& S$Z fersdanP ]« |
Possibility to customize itineraries.

x The Living KitchenA oneweek tour with fullimmersionin the local culinary landscapencluding 7
culinary workshops each with a different theme and with a different chef, fresh pastaking classat
pecorino cheese farm,faur-course cooking class with a local Slow Food ¢hgbur-course cooking class
and sunset dinner with Live Opera concert.

x Also, an offer ofl4 exceptionalone-day tours for example, Tuscan hands on cooking class, truffle
experience with local family, a day with pottery workshop, goat cheese farm and organic wing.tasti

x Authentic Accommodation KM Zero Tours work with typical villas of the Chianti area that are run by,local
blend in the environment, and offer amazing views of surrounding natuddamdscapes.

x Sustainability Awarded Travelife Partner certificate for completing Travelife Partner sustainability
management, reporting and compliance obligations for tour operators and travel agencies.

x Target groups International travelers, interested in tailor-made travel, culinary experiences,ltafidn
cuisine. Individual travelers and small groups.

x Marketing & distribution channelsDirect booking with KM Zero toursinquiry on the website, by email,
or by phone. /& star ratingon TripAdvisor based on 146 reviews (Feb 2022).

J SUSTAINABILITY CHECK
Sustainable  Community Cultural Environment
planning benefits heritage impact
Travelife Certified tour operator X
Seasonality adressed, special experiences X X
designed in October and November
Main beneficiaries are local stakeholderkigh X
local added value
Tours based on 100% engagement of local X X
farmers, producers and artisans
Promotion of local products, crafts and mostly X X
the culinary heritage
Visitor engagement in the traditional lifestyle, X X
accommaodation in the traditional villas
Challenges/ weaknesseTo keep the authentic relationship between locals and travellers in the busie:
periods.

NOTE
x Example of designirguthentic local cultural and culinary experiencésr international tourists

X Success factorcontact with local producers, chefs and families and quality culinary experi¢
based on local heritage and traditions

x Tailor-made tours that can be customized upon clients wishes

X BExample of creating direct benefits for a wide network in a local community
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PracticeNo. 8

<M N hd&Kh <>

Destination: Kasbah du Toubkal

Country:Morocco

Website: https://kasbahtoubkal.com/en/

— ORGANISATIONAL SET-UI Privately owned ecolodge by the British company Discover Ltd.
2 British nationals, Mike and Chris McHugo, and the local Hajj Maur
LL.  FINANCED BY/THROUGH: Private
> INITIATED IN: The ecolodge opened in 1995
§ COMMUNICATION Website, Facebook
STRATEGIES: Languages: ENG, FRA, DEU, ESP, NL, Arabic
Categories Key attractions
x Unspoiled nature
x Cultural experience
x Mountain trekking with comforts
Season
All year round < >
DES@PTION:

Kasbah du Toubkal ecolodge is located in Teebkal National Parkbelow the highest mountain in North
Africa (in the High Atlas Massif). It is just 60 km from the city of Marraketlisaa place ohatural beauty

and peace The Kasbah has panoramic views of the mountains and valleys and offers ecly-friend
accommodation for those who want to experience the High Atlas Massif. Kasbbabuttkal offersstandard

and more luxury roomsthere is arestaurant serving traditional, mostly vegetarian cuisine from fresh local
ingredients.

Its USPis that rather than just being a hotel, it is branded as a ptaftecting the local Berber hospitalityall

the employees are local Berbers) combined witttedl modern comforts Also, besides accommodation, one

can book different trip packages including yoga and mindfulness retreats amnekking trips of different

lengths. Daily guided walks are organized, and guests canjglax « Z[* }Av SE ]5]}v 0 Z uu uX
du Toubkal is alsogreat examplesince it is one of thétE S]}v o ' }PE& %Z] hv]cp >} B « }( §
Azl z ] }oo S]}v }( o} P e 8Z 8§ Z 0% 8} % E}SSE JuE}( dZ EHpoeX A
National Geographic handpicked places have a stcongmitment to sustainable practiceand to protecting

natural and cultural heritage.

150



X The ecolodge has received maawyards- for excellence (the Condé Nast Johansens Award for Excellence
in 2012, TripAdvisor Certificate for Excellence in 20146+ + A 00 =« epe3 Jv ]0]3C ~* 3§ Jv
VAJ]E}Ivu v8_ ]V Z *%}ve] 0 d}uE]Jeu A E « Jv 11108Z2dZ% GBS v33}C J}¢
environment in 2012). More informationhitps://kasbahtoubkal.com/en/awards.html

x Sustainability 5% of turnover is channeled tsupport local initiatves A] $Z “s]oo P oo} ] ¢
% E}PE u_X dZ ulsponddred ocommunity projectis  u  S]1}v (},@n initiative that helps
the girls from remote High Atlas Mountain villages to continue their educatia sponsorship of their
lodging while living away from home.

x Kasbah du Toubkal was built from the ruins of the old Kaglmtyinally the summer home of a local feudal
chief - using local resources, craftsmen, andestral Berber techniques

X Target groupsThe place is for those seeking a high-end experience. Offered activities arafmr gitbups,
and ideal for family holidays, school groups, or groups looking for nature and adventure.

x Marketing & distribution channelsDirect bookingfeatured on the Earth Changewebsite - they curate
a collection of positive impact tourism options that contribute to the comrtyunr conservation issues
the initiative has beerieatured in different international media (e.g., Conde Nast Traveller, The Sunday

Times Travel, The New York Times).
Sustainable  Community Cultural Environment

J SUSTAINABILITY CHECK
planning benefits heritage impact

Awarded for sustainability (Responsible tourisn X
the Green key Morocco, National Geographic
unique lodges of the world)

Revival of mountain villages X

Only local employment X

Support for the local community - 5% of turnove X

]* Z vv oo  NMillageZe++} ] S]}v %o &

Visitor engagement in the traditional Berber X

lifestyle

Kasbah du Toubkal was built using local resoul X X

and ancestral Berber techniques
Challenges/ weaknessealthough the lodge is not licensed to sell alcohol because of local customs,

further communication regarding cultural values and etiquette is missing (for exaorpbgpropriate
clothing).

NOTE
Good practice exampleauthentic Berber hospitality experience,

Only local employment
The authentic Berber house style is kept while providing the needed modern comforts

X X X X

Various services and activitiegsffered - not only accommodation, but also a restaurant run
local chefs, trip (trekking) packages, daily guided tours, yoga
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Nos. 9 t12: Natural Parks and Protected Areas
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PracticeNo. 9

KhE&KZ "dZ * Zs

Destination: Aljoun Forest Reserve

Country:Jordan

Website: http://wildjordan.com/eco-tourism-section/ajloun-forest-reserve

ORGANISATIONAL SET-UP: Wild Jordan, a registered trademark of The Royal Society fol
N Conservation of Nature (RSCN), that is dedicated to creation of v
= nature-based businesseRSCN is a non-governmental organizai
2 AYEIIVvP }v }ve EA 3]}v }( :}E vVv[e v SuE
1L FINANCED BY/THROUGH: tlo :}@& v[s €& A vp }VSE] pus » 8} 8z
> protected areas and supports the socio-economic developmer
L local communities.
“ INITIATED IN: Reserve established in 1987
COMMUNICATION Website, Facebook, YouTube, Twitter, Instagram
STRATEGIES: LanguagesENS
Categories Key attractions
x Unspoilt nature and biodiversity
x A collection of hiking trails in Reserve
x Culinary and craft experiences with locals
Season x Accomodation in ecolodges

All year round

DES@PTION:

Ajloun Forest Reserve is located in tharth-western part of Jordarin the Ajloun highlands and covers 13
Km2 Itis dominated by open woodlands of e.g., Evergreen Oak, Pine, Wild Pistaekid=urther species of
flora and fauna can be found here.

This practice examplehowcasesthe development oflow impact on environmentand high impact on
community £% E] v * ]Jv $Z % E}S S & U JulvP 8} AS v 83ZP wE S]}v
income for nature conservation and local communities. U&Pof the Reserve is that it offerssbow and
ecotourism experiencédor travellers to immerse themselves into the surrounding nature and culture through
different soft and cultural activitiest (easy) hiking, cooking classes, local cuisine and immersion in the
landscapes by staying in the ecolodges. Some examples attivéies that can be found in the Ajloun Forest
Reserve include:
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x A collection of trails includingRoe Deer trailt a guided or self-guided 2km circular trail through the forest.
Soap House Traitleading through the woodlands, climbs up to 1100 m and fessit the Soap house
where local women produce soaps following traditional proces€afan village trail- a guided hike
through wooded valleys allowing visitors to discover the local rdeadtyile of the region, accompanied by
a traditional mealRockrose trailt a guided 8 km hike in small groups, providing an opportuniobterve
diverse flowers and vegetation, depending on the season, plus offering beautifid ofahve West Bank,
Syria, and the Jordanian countryside, and the wine and olive press from the Byzantine aantdRasn

x Local experienced-or example, olive harvesting liocal olive tree farms organic farm experience, the
farm cooking experienceavith a local chef who guides visitors through the process of preparing Jordanian
dishes (Sajiyyeh or Gallayeh) made from local organic ingredients; The BiscuitBApaesence where
visitors will be guided to make their own (kusmat) bread, a traditional northern Jordanian gelicac

x Accommodation A collection ofcolodges some of which operate all year round, are working with the
Ajloun Forest Reserve. Ecolodges are immersed in the natural surroundings, pluauparsals for energy
purposes.

x Awards: Since 2018 Ajloun Forest Reserve igiinGreen List of Protected and Conserved Almashe
IUCN; in 2018 the protected area was awarded as one of the Top 100 sustainable adestimatine world.

x Target groupsDomestic and international travelers, although the domestic group is prevailing.

x Marketing & distribution channelsThe marketing is done via Wild Jordan webpage, and also through the
officialwebsite of Jordan Tourism BoarHcolodges can be booked via Booking.com.

\J//SUSENNAELWYCHECK

Sustainable  Community Cultural Environment
planning benefits heritage impact
Institutional structure for nature conservation X X
Sustainability awards and IUCN recognition as X X
best practice
Jobs generated in rural areas X
Local farmers and producers are engaged in th X

tourism value chain (through experiences)
Local gastronomy is promoted X X
Low impact activities and soft mobility promotel X

(hiking, rural and culinary experiences)
Challenges/ weaknessetack of direct booking options for promotion of different experiences and
accommodation.

X

NOTE

Good practice exampledevelopment of diverse ecotourism activitieim the Forest Reserve.
Rural traditions used to desigaxclusive experiences
The revenues generated support the sustainability of the protected area and the locallcoties.

X X X X

A variety ofhiking trailsdesigned around the reserve.
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PracticeNo. 10
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Destination: Soomaa National Park

Country: Estonia

Website: https://www.soomaa.com/

ORGANISATIONAL SET-UIl Karuskose Ltd is an ecotour operator in Soomaa National

n
= operating under the brand Soomaa.com, recognized with Esto
2 Ecotourism Quality Label
[ FINANCED BY/THROUGH: Private
> INITIATED IN: The team of Soomaa.com operates since 1994 (Soomaa Nationa
|£|<J was founded in 1993)
COMMUNICATION Website, Facebook, YouTube, Instagram
STRATEGIES: Languages: EE, ENG
Categories Key attractions
x Wildernessexperience
x Unspoiled nature
x Canoeing trips
Season x Walks on the bogs
All year round < >
DES@PTION:

Soomaa national park, situated in the Southwest of Estonia, iktest wilderness arean the country and
thus is called its Wilderness capital. It contains large peat-bogs, thick foresteamy rivers. Soomaa.com is
an ecotour operator organizing wilderness tours in Soomaa national park since its start. Besidegsfeyrs,
make daily transfers from Parnu, the biggest city nearby; provide information orldbest accommodation.

TheUSPof this practice is the offer @finovative toursthat comprise, for exampleight safarison canoeand
walks on the bogsand in the forests, but also such traditional lifestyle tours as mushradnberry picking.

All the tours can b&ooked on the websiteand one can choose self-guided, guided or tailor-made tours. It is
also a great example how diverse products can be tailorealltthe seasonsand what is innovative about
Sooma is that they also use the so callefi($ Z"  (thé¥lood season) to attract visitors and to offer them
unique nature experiences (canoeing or walking through the flooded surroundings)
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X Toursare designed to experience the wilderness bbyhday and by nightThe Wilderness Day trip offers
a canoe tour combined with anique experienceof Bog Shoeing this is aninnovative productwhere in
the guided tours over the bogs, snowshoes are being used. They allow people to walk overithddmg
vegetation without causing damage to it and without sinking into the.bigs innovation helped to
diversify the productoffered by the park. In winter tourists can engage in another unique experience - kick
sledding, in summer and autumn - mushroom and berry picking. Wildernessthlighoffer 4-hour night
safaris, canoeing and walking through the riverside forest, observing beavers and othiée.wildl

X Sustainability:The philosophy of Soomaa.com tearagstourism promoting local economic development
and supporting the preservation of cultural and natural heritage. Its founder Aivar Rewtso a founding
member of different associations - the Estonian Ecotourism Association, thaid&stBural Tourism
Association and the Friends of Soomaa.

x Awards Estonian Ecotourism Quality Label in 2000, Estonian Tourism Qualijsafme award in 2010
and other. More information here.

X There are approx. 50,000sitors in the Soomaa National Park every year.

x Target groupsOffered trips are suitable for individuals and groups of all ages, private hikers, and families.
Most tourists visiting the Soomaa National Park are domestic.

x Marketing & distribution channelsdirect booking; Soomaa.com works with other tour operators around
Estonia, the list of them is provided on theiebsite information on Soomaa.com tours is provided on the
official tourism websiteof Estonia

SUSTAINABILITY CHECK

Sustainable  Community Cultural Environment
planning benefits heritage impact

National sustainability awards in place (Estonia X

ecotourism quality label)

Tours available throughout all seasons X

All the entrepreneurs are local people X

Visitor engagement in traditional lifestyle X

(mushroom and berry picking, fifth season

activities)

Activities with low impact on environment X

Adhering to and communicating the X

environmental protection rules (e.g. no bog

shoeing during the birds nesting times)

Challenges/ weaknessealthough tours are offered and promoted for all seasons, the higher

concentration of visitors during the summer season remains a challenge.

NOTE
x Low impacton environment activities related to the assets of the natural park

x Adiverse range of activitiesboth by day and by night, guided, self-guided, tailor-made. Innaase
activity of Bog Shoeing in place

x User-friendlyonline booking system in place
X Ecotourism awardstrengthen the authenticity of the product
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PracticeNo. 11
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Destination: National Trust conservation sites

Country:United Kingdom

Website:https://www.nationaltrust.org.uk/lists/top40-placesto-go-geocaching

'Q ORGANISATIONAL SET-UP; National Trust, NGO with 5.6 million members
E FINANCED BY/THROUGH: Funds of the organisation (through members etc. See below)
INITIATED IN: 1895
E COMMUNICATION Website, Facebook, YouTube, Pinterest, Print media
~ STRATEGIES: Language: ENG
Categories Key attractions
x Treasure huntfor the digital generation
x Finding hidden places
x Playfully exploring nature
Season

All year round

DES@®PTION:

The National Trusfor Places of Historic Interest or Natural Beauty, usually abbreviated to National Trust, is a
non-profit organisation which looks after placeshistoric interestandnatural beautyin England, Wales and
Northern Ireland. Withs.6 million members the National Trust is Europdargest cultural and conservation
organisation The National Trust offers more than 135 gardens and parks as well as hundredstodmd
countryside historical places and many cafes and shops for the public. To attract faiméyebave started

using the geocaching concept.

What is geocaching@eocaching is a treasure hunt for the digital generation. Track the co-ordinates on a
smartphone app or GPS to find hidden boxes, known as 'caches'. Geocachmgdera scavenger hunin

AZ] Z %0 C E-+ Z] *u 00 }E& 0o EP "SE <pE& +_X dZz cdiled gdcties]or § « }
geocaches - are published on the Internet in a database so other treasure hunters canRSalavige or a
smartphone to search for a cache. In the simplest case, a cache consists of a can withf paglgr or a
notebook, the so-called logbook, in which the successful finder can register.

National Trusthas created amnovative product the top 10 places to go geocaching within the properties of
the National Trust.
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x Among them are, for example, Clumber Park in Nottinghamshire with over 28stxfind while watching
wildlife and exploring the park.

x In Wicken Fen, Cambridgeshire there is a three-milegragaching trail for beginnersThe GPS receiver
with pre-loaded co-ordinates can be borrowed from the Cycle Hire building at Wicken Fen.

X The biggest cluster of geocaches are at Mount Stewart in Northern Island with overh&s darexploring
new trails. The caches range from the simple classichallenging themed puzzlegelating to features,
stories and people of the demesne.

x Accommodation:An incredible variety of all types of historical buildings are listetiGaegorized on the
holiday section of the webpagand can also be directly booked.

x Budget & Financing of National Trusaround£438 million in 2018/19. Financed mainly through the
contributions of its5,6 million members unpaid work by it$6,000 volunteers donations, legacies and
gifts. The income from admission fees, souvenir shops, restaurants and fromsrafgalflows into the
budget.

x Visitor numbers:27.4 million visitors to properties of the National Trust within the pay barriedswaitlions
more to open access places.

x Target groupsDomestic and international individual travellers and families (geocaching).
J SUSTAINABILITY CHECK

Sustainable  Community Cultural Environment
planning benefits heritage impact

Seasonality and spread of visitation is addresst X

Revival of rural places - jobs are generated in X
rural areas
Communication and promotion of cultural value X X
and cultural heritage
Low-impact tourism infrastruare applied - no X
new buildings constructed for tourism
Authenticity of the destinations strongly X
promoted
Tourism activities of the practice generate the X
least possible impact on the environment
(geocaching)

Challenges/ weaknesseNo soft mobility concept in place.

NOTE
x Great example of amnovative, sustainable tourism practicegenerating little impact on th¢
environment

x With 5.6 million members the National Trust i€urope's largestcultural and conservatiol
organization.

X A tourism model conserving the cultural authenticity and the beauty of nature and genel
income for the rural population.

X Putting in placencentivesfor visitors to use bikes and public transport.
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PracticeNo. 12
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Destination: National Parks in England

Country:England

Website: https://www.nationalparkexperiences.co.uk/

'Q ORGANISATIONAL SET-UP: vPo v [« E S]}v o W EI-
E FINANCED BY/THROUGH: & puv C s]*]8 vPo v [e ]+ }A E VvPo v &
> INITIATED IN: 2019
i) COMMUNICATION Website, Facebook, YouTube, Print media
» STRATEGIES: Languages: ENG, DEU
Categories Key attractions
x Innovative National Park product
x Cultural and natural experience
x Wild landscape
Season x Wildlife
x Living local traditions
All year round
DES@PTION:

VPO v [« E §]}vo W EI+ E SE pE (}J& SZ ]E SEHNxUYODYE O 2E]S]S
"}PE %Z] ooC }S§ E}luv VPO v U 8Z % Ele % E}A] +[EX dZ € B
a deep part of the fabric oEnglav [+ v S§]}v o ] Meking@pii9 }( VvPo tetgdand with an
abundance of nativevildlife-rich habitants

& UV C s]*]8 vPo v ([e ]*}A E VvPo Vv &uwWPUO ¥} | 3§ hdiemvetikdd] u
together to developtheir offer to the international travel trade. Jointly they have created an innovative
selection and wide range of bookable ational Park Experiences and accommodatianailable in 9 of
England’s National Parks. The Collection is designed to be flexiblengrthklicreation of new itineraries or
refreshment of existing, for an addition to a city break through to the dgaraknt of agrand multi-park tour!
t]$Z §Z <0}P v " ]Je }A E }uCarewitigwel raté-f@EuUsed collection of bookable experiences
and quality accommodatioriglling the stories}( vPo v [* (Jv *S 0 Vv e % ¢ v SZ ]E % }%
up.
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USP bookable experiences in National Parks, professiond#gigned for individual travellers and the
international travel trade.

x About the Discover England Fung015, the Government announced a £40 million Discover England Fund;
aims to deliver world-class bookable tourism products joined up acrossrapogs and/or themes;
including integrated transport solutions to provide an eldend customer experience.

x Experiences On thewebpageof the English National Park Collecti®®, innovative, bookable cultural,
natural, experiences offered by local stakeholders, are presented. The experiences are frequeattg upd

x Accommodation 82 selected authentic high-quality local accommodation choices, in or sulirgthe
national parks, are listed and described on the webpage. Including all relevamhatfon such as prices,
level of comfort, services etdhifps://www.nationalparkexperiences.co.uk/accommodatjon

x ToolkitsW > AE §]}Jvo W El E£% E]v « &E u A}EI_ }YEZ Ru] vs}
created to guide local stakeholders on how to create and promote memorable tourism experiences.

X Target groups Individual travellers interested in nature and cultural experiences. B2B and B2@siix
market, Europe, and German-speaking countries.

x Marketing & distribution channels Supported and promoted by Visit Britain/Visit England. Downloadable
brochure inspiring promotion video, news blog including events and highlights, media informati

SUSTAINABILITY CHECK
Sustainable  Community Cultural Environment
planning benefits heritage impact
High level of community participation in the X X X
design and offering of experiences
Promotion of local food, products, and housing X X
Strong institutional structure for coordinating ar X X
marketing
Visitor engagement with local artisans and the X X
traditional local lifestyle
Support for nature conservation via income fror X
tourism
Authenticity of the destination is promoted X
Challenges/ weaknesseRisk of overtourism in peak seasons.

NOTE
x Veryinnovative approachto promote England National Parks

x Strong involvementof local tourism stakeholders and actors through innovative experiences
concept

x Combination of natural and culturakperiences

X Good example of how protected areas can beconsestainablecompetitive tourism product
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Nos. 13 t17: Innovative Initiatives
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PracticeNo. 13
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Destination: France

Country:France

Website: https://lebonpicnic.com/

— ORGANISATIONAL SET-UP: Small private company, works in partnership with local DMOs, t
2 associations and local cycling organizations
[ FINANCED BY/THROUGH: Private
> INITIATED IN: 2016
E{J COMMUNICATION Website, Facebook, Instagram
STRATEGIES: Languages: FRA
Categories Key attractions
x Authenticculinary experience
x Innovation for cycling tourism
x Flexibility to enjoy the slow travel
Season x Contact with the local food producers

Spring, Summer,

Autumn

DES@RPTION:

LEBONPICNIC is anline marketplace currently operating ireight destinations across rural Francéhat
connectscyclistswith local artisan food makerge.g., bakers, pastry chefs, local restaurants, charcutiers etc.).
As the name of the company says, it offers a service ordering local quality ditméoslients (which are mostly
cycle tourists) choose a local food producer that is on their itinerary, order their picnic, and ygcthe next
day.

TheUSPof this initiative is providing eonvenient toolfor cyclists to enjoy the destination they are exploring
through itsauthentic food LEBONPICNIC adds to #hew travel experience since the travellers have the
flexibility to enjoy the picnics on their way together with their family and friends and at the sanecaenefit
from the localcultural and culinary experience

LEBONPICNIC igad exampleof aninnovation that helps topromote the gastronomic heritage arslipport
local producerghat would often have difficulty accessing online marketing tools, as wsh@tening supply
chains.

x Sustainability:By signing the Charter, picnic providgrsranteethat their picnic is 100% artisan or farm-
made, and that fresh, seasonal, and local products are used wherever possible. As for LEBONPICNIC
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packaging, it is recyclable or biodegradable, and/or compostable. Also, the sysmarardering allows
the local producers to plan better and thus to avoid food waste.

x Awards: in December 2018 LEBONPICMIEV $Z ~W ou * p QG E Gustainable tourism
awardin the Start-up category The initiative stood out for its innovation, sustainability, and poternaal
scale the service.

x Facts and FiguresA network of42 artisansnow operates across eight destinations, mostly in the north-
western part of FranceSince its inception, the initiative has been growiry the end of 2019 ovet700
online saleswere delivered - the number of picnics ordeli@edreased by 60%compared to the first year
of activity. Most of the orders (73%) were for groups of over 10 peapie jt was noted tha25% of clients
ordered more than onceand in different locations.

x Target groupscurrently targeted at groups of cyclists in France. However, it has potenta$dotarget
other groups of slow travellers, e.g., hikers.

x Marketing & distribution channelsMarketing through the websites pfartner DMOsthat provide content
on the LEBONPICNIC brand as well as direct links to the reservation systerarfiple, the. EBONPICNIC
pageon the DMO of Landes (destination on the coast of southwest France).

Sustainable  Community Cultural Environment

J SUSTAINABILITY CHECK
planning benefits heritage impact

Sustainable tourism awartl_ W ou ¢ X
d}pE]eu HE o0 _
The main beneficiaries are local food producers X
and makers
Engaging local farmers, food makers and food X
artisans in the tourism value chain by directly
connecting them to the travellers

Promotion of local regional gastronomic heritag X X
and products
Soft mobility t target groups are cyclists X
The tool helps people plan better for reducing X
food waste; packaging is biodegradable or
recyclable.

Challenges/ weaknesseg€hallenge in finding the qualified food makers that would be along the cyclin
routes, convenient for cyclists to stop by. Weakness in reliance on single use packaging.

NOTE
X Practice showcases tlenovative digital startup which provides an online marketing tool soluti
to connect cyclists and rural authentic food producers that often lack the online presence

X Awarded sustainable tourism initiative

x Itis a model of cooperation between local DMOs and innovative businesses as well as assc
of travellers.

X Great variety of artisan food products, 100% artisan or farm-made
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PracticeNo. 14
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Destination: Werfenweng

Country:Austria

Website: https://www.werfenweng.eu/EN/

'Q ORGANISATIONAL SET-UI Werfenweng tourism authority
E FINANCED BY/THROUGH: Public, EU funds (Alpine Pearls)
> INITIATED IN: 1994
1] COMMUNICATION Website, Facebook, YouTube, Instagram
~ STRATEGIES: Languages: ENG, DEU
Categories Key attractions
x  Soft mobility destination
x Nature experience
x Variety of leisure experiences
Season
All year round < >
DES@RPTION:

Werfenweng is ailpine villagein Austria, located in the Salzburger Land, surrounded by beautiful mountains.
dZ]e 3]v 8]}V % @E}u}S « PE v u} ]o]8C SZE}I}uUPZu}S BVVXA S]A % E}

Thesamo-cardis aninnovative and exemplary practiceto effectively promotegreen and soft mobilitythat
leads toa car-freeand noise-freedestination. It offers a variety of mobility servic&amo-card holders can
move around the destination by choosing onel60 eco-friendly vehiclesr using the local transport - electric
buses or night taxis. These services are avaikdblgeear round and there are extra services for summer and
winter. In summer, tourists can move around wite-bikes can join a tour-bus that shows them the most
popular places in the area, or Wengsee amusement park, bikijg in one of the suggested routes.vinter,

the samo-card includesross-country-skiingfree-equipment rental and entrance to ski tracks), horse sleigh
rides, guidedsnowshoe hiking toursaand a free hike with alpacas.

Moreover, it is agood practice examplgo benefit the local businesses since tourists wdiectly book

accommodation through the website of Werfenweng and thus stay at the partner netacmémmodation,
getsignificant discountson the cardorice.
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x The Samo-card product has helped Werfenwenmtoease visitor numbersnore than 35%.

x Werfenweng was one of the partners participating in the European Commissigecpfor sustainable
transport in tourism (April 2012-December 2014). The project was called START BRchure of the
project ishere.

X Target groupsmostly families with children, also individual travel, group travel. Domastdnternational
markets (especially Germany).

x Marketing & distribution channelsV t E( VA vP ]e uu E }( SZ " o%]v W E
represents the villages that promote green mobility and sustainabilitghen Alpine countries. The
destination is featured on theivebsitewith the link for booking accommodation in Werfenweng.

x Awards Werfenweng was among the Sustainable Top 100 DestinatiocZ@litand 2017, awards issued
by Green Destinations.

x Werfenweng is mentioned ithonely Planetarticles featuring Tops of sustainable destinationsight
destinations for an eco-friendly escapke 10 best sustainable trips for families
Sustainable  Community Cultural Environment

\—j SUSTAINABILITY CHECK
planning benefits heritage impact

Inclusion of inhabitants and hosts in planning (t X X
idea ofa holiday without a car came from
inclusive discussions)

Samo-card services availaliieall seasons X

Recognized astop sustainable destination X

More local jobs created (public transport X
services, management of e-vehicles)
Less impact on environment (less noise and X
pollution)
Exemplary destination and scheme for soft X
mobility
Challenges/ weaknesse€onstantly growing visitor numbers may require more infrastructure.

J NOTE

Setting a vision for aoise-freeandcar-free destinationwith the local community
Soft mobility as a USP for marketing the destination
Replacing individuatars with public transport and electric cars

X X X X

Introducing the user-friendly tool, the®” u-} (E that tourists receive upon arrival at th
destination

X Offering additional attractive soft mobility activities both in summer (e.g., e-biked)in winter
(e.g., guided snowshoe hikes)
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PracticeNo. 15
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Destination: Alghero, Sardinia

Country:ltaly

Website: https://playalghero.it/#qgiochi

ORGANISATIONAL SET-UP: Play Alghero brand and its system of games was created withit
European project MED GAIMS GAmiflcation for Memorable to
N experienceSAlghero Foundation Museums Events Tourism is on
|_
@) the project partners. The team behind the game are graphic and g
< designers Elisa Meloni and Alexandro Meloni.
"~ FINANCED BY/THROUGH: The European Union within the ENI CBC Mediterranean Sea
ﬁ] Programme, project co-financing10%.
~ INITIATED IN: MED GAIMS project started in 2019
COMMUNICATION Website, MED GAIMS Facebook, Instagram, Twitter
STRATEGIES: Languages of the Play Alghero website: ITA
Game Languages: ENG, ITA
Categories Key attractions
x Beautiful cartoon design
x Learning about local flora and fauna
x Discovering thduistoric centerand museum
Season x Augmented reality treasure hunt in the city
All Year round < >
DES@PTION:

Angelica and the King of the Algiroids Italiant Angelica e il Re degli Algiroidi) is one of the games that was
developed under thélay Alghero brandcreated within the European project MED GAIMS GAmiflcation for
Memorable tourist experiencedngelica and the King of the Algiroids digital gamethat includes the point

and click interaction andugmented realitytreasure hunt. The story of the game revolves aroangoung
character, AngelicaAZ} Z « 8} (Jv Z & puvs[e o]l GE AZ]1 Z « % 3Z E}ue X
city and collecting the clues with augmented reality function, the tourist helps theactea of Angelica to find

the king of Algiroids and to discover why the lizard Baba escaped.
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This game is a goagkample of agamified experiencesince it provides aew, interesting wayto discover
historic Alghero city and its museums as well as to learn about the local fidréaana. The design of the
game is very attractive and usasstyle of cartoonsand impressionist paintings that speaks well to the target
group (children and adolescents of 6-15 years old).

The game provides a more in-depth experience of Alghero by offering to:

x Discovering cultural heritageThe game leads the player to look for the clues through the maiitage
spots in the historic centre of Alghero as well as the City Archaeological Museum andahBl@eum.

x Learning about the local flora and faun®eep research on local flora and fauna was done by developers.
Thus, the game provides knowledge on fharto Conte Regional Natural Paflora and fauna, especially
on the small reptiles and amphibians that are the protagonists of the game. Throutlie game the player
collects lizards and once they are found, the player is provided with an inventory thrghfermation on
the species.

x Devicesto be used for the game are - mobile devices and tablets. Since the game cartaingmented
reality framework, the devices should be quite modern.

x Target groupsfamilies that are visiting Alghero and children and adolescents of 6-15 years old.

\-J SUSTAINABILITY CHECK

Sustainable  Community Cultural Environment
planning benefits heritage impact

Promotes learning experience on the heritage X
sites of the destination
Engages visitors to visit the local museums X X
Engages visitors to learn about the local natura X
area and its flora and fauna
Reliance on soft mobility walking through the X
city
Challenges/ weaknesseThe treasure hunt goes through the historic centre of the city and thus there
risk of / could cause overcrowding during the peak seasons.

NOTE
\_jx An example of a gamified experience for families with children of age 6-15 years olddhes @l
discover the city in the unusual way.

x The game has arning componentt the players get to know the cultural sites, visit museul
and learn about the local flora and fauna.

X Beautiful cartoon design of the game is inviting as well as the augmented fdtdity showing the
city in the impressionist style.

167



PracticeNo. 16
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Destination: Mseilha Castle, North of Lebanon

Country:Lebanon

Website: https://www.enicbcmed.eu/projects/med-gaims

ORGANISATIONAL SET-UP: Created within the European project MED GAIMS GAmiflcatio
Memorable tourist experience®merican University of Beirut (leg
E beneficiary) and Directorate General of Antiquitia® the project
QO partners in Lebanon. The team behind the game: Daniel Asmar,
< Sal, Fadi Abi Chahine, Moheb Chanehsaz & Anis Chaaya, Sama
= & Rita Lichaa.
E FINANCED BY/THROUGH: The European Union within the ENI CBC Mediterranean Sea
¢ Programme, project co-financing10%.
INITIATED IN: MED GAIMS project started in 2019
COMMUNICATION MED GAIMS Website, Facebook, Instagram, Twitter
STRATEGIES: Languages of the gamENG, Arabic
Categories Key attractions
x Learning experience
x Cultural heritage
x Includes both digital and physical compon
Season x Experience of the functioning of water mills
All year round < >
DES@RPTION:

The Mill isthe game developed in the framework of the European project MED GAIMS GAmiflcation for
Memorable tourist experienceS. The game tig#tal and physical component& phy-gital game), and it takes
place in theMseilha castlelocated near the city of Batroun and the Jawz River, in the North of Lebd@ihen
story of the game revolves around exploring timechanicsof the functioning of thewater mills that are
important historic food processing tools in Lebanese culture.

The Mill is a greagxampleof agamified experiencesince it has both entertaining and aducationalelement
with the purpose of educating the visitor about the operation of the historic watergyed mills of Lebanon.
The game facilitates learning about the localtural heritage siteand Lebanese culture through the aid of a
digital tool, but also by engaging the visitor in the physical site, thus gddithe overall visitor experience of
the cultural site.
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Thecomponentsof the gamified experience:

X The digital partthe player is greeted by the protagonist, a Lebanese character Abou Imad, who is dressed
in a typical head garment from th&6" century. The protagonist asks the player to set up different
mechanical components of the mill and to turn on the three mills at the site (the ficstyzes flour, the
second, groats and the last one, olive oil). The player goes throughediffstages of the game, starting
from diverting river water towards the mill by building a dam and finishing by pressinditieeod.

x The digital component of the game is implemented on batidroid and iOSand is played on phone or
tablet.

x To create themmersive experiencesa beautiful graphic design is used as well as the sounds of the water
and the sound of mill operations.

X The physical par{foreseen): the actual mill operates each time the player wins a component of the game
(the digital game is linked via Bluetooth to the controller that turns ongihsp that circulates the water).

x Target groupscultural curious tourists visiting the Mseilha castle, designed for the ages 7+aieeiga
one player game.

\J//SUSENNAEUTYCHECK

Sustainable  Community Cultural Environment
planning benefits heritage impact
Tool to engage and attract more visitors and th X X
to support the cultural site
The game is based in the historical site located X

the rural areaMseilha fort situated north of the
Village of Hamat)

The game celebrates and educates people abc X
an important part of Lebanese culeiregarding
historic food processing tools

Existing mill infrastructure is used and promote X X
while adding the digital component
Challenges/ weaknesseGuidelines on visitor behaviour onsite could be useful in the case of busy pe
if large groups of visitors want to operate the mill (physically) at the same time.

NOTE

An example of aeducational gamified experience
Entertainment element provided in the context of cultural sites visits

An example of a phy-gital game

X X X X

Tool to provide a learning experience on important historic traditions
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PracticeNo. 17
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Destination: Vilanova | la Geltr(i, Catalonia

Country:Spain

Website: https://www.agencyofsecrets.com/en/

ORGANISATIONAL SET-UP: Created within the European project MED GAIMS GAmiflcatio
Memorable tourist experience®2CAT Private Foundation, Intern
& and Digital Innovation in Catalonia and Local Business Public
@) Neapolis are the project partners in Spain. This game is develop
< a local tour operator, Turismo Vivencial, which won one of the N
L GAIMS hackathons.
ﬁ] FINANCED BY/THROUGH: The European Union within the ENI CBC Mediterranean Sea
N2 Programme, project cfinancingt 10%.
INITIATED IN: MED GAIMS project started in 2019
COMMUNICATION MED GAIMS Website, Facebook, Instagram, Twitter
STRATEGIES: Languages: CAT, ESP, ENG
Categories Key attractions
x City experience
x Gastronomic gamified experience
x Contact with local authentic restaurants
Season x Learning historic Catalan recipes
All year round < >
DES@PTION:

Gastrosecretds one of the games from th&gency of Secretgames series, developed in the framework of

the European project MED GAIMS GAmiflcation for Memorable tourist experienceS. #nalague street

gamethat, like other games from the series, takes place in the city of Vilanova | fa,Geld is focused on
]* YA &C }( 8Z ]3C[* Z]*3}E] o P «3E}vIu] oV e+ % X

TheUSPof this practice is that it providesgamified experienceof exploring the gastronomy of the Vilanova

| la Geltrd and directlgonnectsvisitorsto the restaurants of the citysince players have to actualsalk into
the restaurants during the game.
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Moreover, as theireward at the end of the game, tourists receive the QR code that provides the link to six
videosin which thechefsof the participant restaurants provide the players with historical authe@atalan
recipesand show them how to prepare these recipes.

The structure of the game includes:
x Mechanics of the gameMoving around the city and solving enigmas on the way. One part of the game
requires visitors to enter the restaurants to collect the information needed to solve the enigmas.

x The objective:The story takes place in the 1@entury and is conveyed through the character of Victor
Balaguer. Useflsave to find §Z Z>}«8 Z ]fiem tHelIg" century by solving enigmas.

x Learning experiencelearning the historical recipes of the place. Moreover, the game tool, booklet,
includes information on the history of the city in the'&entury, for example, on local fishing traditions.

X Time of PlayMore than 2 hours.

X Target groupsSuitable for all ages 7+, and can be played in groups, couplesividiradly. Designed to
attract local, national, and international travellers.
Sustainable  Community Cultural Environment

J SUSAINABILITY CHECK
planning benefits heritage impact

Involvement of the local restaurateur communit X
in the planning of the game
The main beneficiaries of the game are local X
gastronomy businesses
Promotion of local gastronomy of Vilanova | la X X
Geltra
Celebrating and promoting the intangible X
heritage of the place its historical recipes
Using the existent tourism infrastructure X
Activity using slow mobility walking around the X
city
Challenges/ weaknesseRisk of overtourism in peak seasons, in the city center and in the restaurants

J NOTE

Good practice examplef a gamified experience in the city centre to explore the local gastron
Making visitors discover authentic restaurants of the city
It is alearning experiencesince visitors learn the local recipes and the history

X X X X

Reward of the game videos of recipes by local chefs, extends the travel experience also
visitors come back home
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Nos. 18 t21: Trail Models
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PracticeNo. 18
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Destination: Connecting the North to the South of Jordan

Country:Jordan

Website:https://jordantrail.org/

E ORGANISATIONAL SET-UI Jordan Trail Association (JTA)
() FINANCED BY/THROUGH: Grant from USAID, contributions from the private sector, support f
E the Jordan Tourism Board, funds collected from JTA organized |
events
E INITIATED IN: Jordan Trail Association was formed in 2015
~ COMMUNICATION Website, Facebook, Newsletter, Instagram, YouTube, Pinterest, T
STRATEGIES: Language: ENG
Categories Key attractions
x Fascinating desert landscapes
x Cultural experience
x Long distancegross-country desert trekkin
Season x Huge variety of climates and terrains
Autumn to Spring < >
DES@PTION:

The Jordan Trail extends from the town of Um Qais and the green hills in the naht@ 4andy desertsand

the shores of the Red Sea the south, ending at the city of Agaba.

It is a long-distance hiking trail, stretchingpre than 650 km The trail is divided inteight separatesections
and to trek it all one need40 days Each section is divided into smaller stages and each stage can be done in
one day. For each stage, information on its length, difficulty, way marking, transpostttiogs to see, and
accommaodation is provided on the website.

It is anexemplary practicebecause it shows thauthentic Jordan helps local economic development as it
leads hikers acro$s2 villages and townsand provides well-organized, professional information around the
trail and its related infrastructure for hikers.

Local enthusiasts, hikers, Bedouin tribes, and other people and organizations helpedrdaa Jrail
Association to develop the trail. They way-marked trail sections from Um Qais tom Afloilt relationships
with service providers along the trail (homestays and local guides), and advertiseditigé&obally and locally.
The development of the trail is ongoing. Strategic partners and sponsors suppbrigheial project activities
around the trail.
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x Accommodation Contact details of the ecolodges, hotels, home stays, and camp sites are gilen. Wi
camping spots are also recommended. There is a list of local service progdieies, escorts, and local
services. Direct booking ofpecific stagesis possible through the webpage booking link. Some
accommodation is oBedouin campsites, providing arauthentic experience

x Maps and GPXdata exist aslownloadable filesand elevation profiles are available.

x Hiking events(1 weekend, regional, annual hiking events) are organized by the Jordai3sadliation
(https://jordantrail.org/events/) and create additional income that is re-invested in trail infrastructure.

X Tips on cultural customsare in place and Covidd v SE& ]Jo Pu] o]Jv e (}E& SE& ]Jo pe E
protection are provided.

x Target groupsindividual travellers from international markets.

x Marketing & distribution channelsA list of tour operators organizing groups to travel the Jordan Trail on
the website fittps://jordantrail.org/join-a-group)). Featured in thélational Geographic Travet 8§ }( §Z
t}E&o Tii6_ (}E& §Z 8 +3]v §]}ve 38} A]+]ZFhe-Telegraph (UK} ZorEly Pladet,
Conde Nast Traveller.

SUSTAINABILITY CHECK
Sustainable  Community Cultural Environment
planning benefits heritage impact

High level of local involvement in the X X
development of the trail (local enthusiasts,
hikers, Bedouin tribes)
Tourists spread out beyond the main tourism X X
spots to 52 villages across the country
Revival of rural locatiast jobs generated in 52 X
villages (local accommodation, local guides)
Advice on cultural customs is communicated X X
Visitors[engagement in the local Bedouin lifesty X X
helps to preserve their traditions
Promotion of soft mobility X
Challenges/ weaknessetack of municipal facilities for trash collection and recycling. Widely promote
wild camping might also cause environmental damage.

NOTE
X Involvement ofocal stakeholders and communitieis the development of the trail. E.g., Bedoui
planning & accommodationin theircamp sites

X Itis planned for the trail to go througiemote rural areasto help local economic development, ¢
well as to offer an authentic experience of Jordan

x Partnershipwith the Jordan Tourism Board to help market the trail in the international media

x Different hikes organised by the Jordan Trail Association (JTA), generate income to mainte
trail

X Well-presented informationon local accommodation and services (guides, escorts etc.) suj
travellers and helps to create income for the local communities
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PracticeNo. 19
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Destination:Lebanon Mountain Trail

Country:Lebanon

Website: https://www.lebanontrail.org/#!/home

) ORGANISATIONAL SET-UI Started by ECODIT, a US company with a sister company in Le
— Currently, the Lebanon Mountain Trail Association (LMTA)
2 FINANCED BY/THROUGH: Funds from EU through the Office of the Minister of State
LL Administrative Reform; Projects, Donations, membership fees
> INITIATED IN: The trail was established in 2006-2008. The Lebanon Mountain
E{J Association was established in 2007
COMMUNICATION Website, Facebook, YouTube, Twitter, Instagram
STRATEGIES: Language: ENG
Categories Key attractions
x Diverse mountain landscapes
x Local rural experience
x Long distance, cross-country trekking
Season

Spring and Autumn

DES@PTION:

The Lebanon Mountain Trail stretches from the north to the southitir km, passing through more than 76
villages It crosses 5 natural areas, such as the well-known Al-Shouf Cedar Nature Reserve @adishe
Valley, as well as less-travelled ones - Wadi Jahannam and the mountains of Akkditutieealong the trail
ranges from 570 meters to 2,073 meters above sea level.

The trail is divided int@7 sectionsand each section can be hiked in one day. One can hike the whole trail or a
specific section. Most of the trail is way marked, however, not all of it. The Lebanomt®lio Trail Association
provides maps that one can purchase on their website. Also, practical information for llckdction is
available on the website - details on the length and elevation gain, information emaccdation, local tour
operators fororgaj i JvP }v [« SE]% U v &JSPaf theptail isXhel@mbination of an experience
of traveling througtdiverse mountainous landscapeas well as getting a glimpserafal Lebanonby staying
at local guesthousesmeeting local people, and eating local dishes.
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x Theidea behind the trail Establishment of a national trail, a symbol of togetherness for the couniity as
unites Lebanon and its people, linking one village to another. Job creatibradditional income and
creation of a vehicle faresponsible tourismin Lebanon.

x Membership system $100 yearly fee or $750 fee for lifetime membership. Members get digsdior
services along the trail (accommodation, food, equipment shopping etc.) Also, ohelpan maintain the
trail by sponsorirP ilu (}& il v Jul]vP  ~AdE Jo < % E_X

x Marketing & distribution channels The trail has been featured in different travel and other media -
E S]}vo'"}PE %Z] U >}v oC Wo v SU §Z 'y EE X dZ =DdU]« 'de}t}E
Trails Network. The LMT hasnbassadorsin France, the Netherlands, Belgium, Australia, Canada,
Switzerland, the UK, UAE, Kuwait. Ambassadors are featured on the Instagram account.

x To promote the trail, the LMT@&rganizes trekking events a 10-Day Fall Trek in October and a Thru-Walk
trip in April, crossing the whole trail in one month. These tours camoo&ed on the websiteand the price
includes the full package

x Target groupshikers need to be in good physical condition to do the LMT. Tardetedividual travellers,
both domestic and international markets (as well as Lebanese expats).

x 220 hikers(55% locals and 45% foreign) took part in Teu-Walk in 201920 different nationalitieg
$100Kwas injectednto the rural economyduring thisevent.

J SUSTAINABILITY CHECK

Community-based organizations, local tour
operators, municipalities involved in planning
Facilitation of opening guesthouses, training
guides in rural areas

Hikers engaged in the traditional lifestyle when
staying at local guesthouses

Local gastronomy promoted (local meals
provided in the guesthouses)

Communication on environmental issues (wate
awareness on LMT, zero waste policy in Thru-
hike)

No new infrastructure built for the trail

marking disappears). Littering.

Sustainable
planning

X

Environment
impact

Cultural
heritage

Community
benefits

X

X

X

Challenges/ weaknessetinregulated development (paved roads appear instead of dirt roads, way

NOTE
X The greatest local benefits to the rural communities via development of guesthousdsaandg

of local guides

internationally with low investment

x Promotion is done in various ways. TRenbassadors programhelps to promote the trail

x Organized hikes once a year also help to promote the trail and boost the local economy

X Membership systenused to collect funds and provide discounts to visitors
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PracticeNo. 20
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Destination: Pyrenees, Catalonia

Country:Spain

Website: http://www.elcinquellac.com/en/

= ORGANISATIONAL SET Ul Marques de Pastor association- association of rural tou
2 establishments
L. FINANCED BY/THROUGH: Marques de Pastor association
> INITIATED IN: 2012
§ COMMUNICATION Website, Facebook, Twitter, Instagram
STRATEGIES: Languages: ES, EN, IT, GER
Categories Key attractions
x Unspoiled nature
x Cultural experience
x Long distance hiking
Season xD} o (}E " }&%}u]v]s] &]A »
Spring to Autumn < >
DES@PTION:

The Fifth Lakeé® Jv<«u >igacircular 5-day hiking trail in the Pyrenegpist200 kmfrom Barcelona, which
begins and ends in La Pobla de Segur. It runs through the mountains of tmed&y/ad Lleida, in Catalonia.

The route includes the counties of Pallars Jussa, Pallars Sobira and Alta Ribagaagaidtimountain route,
accessible to all kinds of hiking enthusiasts, at the foot of the Aiguiestortes i Sant Maurici Ratktay way

of an itinerary divided int® stages(betweenl5 km and 25 km per day).

For overl00 kilometres,hikers will conquer the changing terrain nature offers us, while enjoying one of the
mostunknown and astounding areasf the Pyrenees: the Pla de Corts plain, the valleys of Vall Fosca and Vall
de Manyanet, and discovering Montcortés lake, the Fifth Lake.

One of theSE ]o[+ | CisAhab most of the route follows bridle paths and mountain trails (62%Mheso
especially retrieved for the occasion and others already marked out by the respectivedowails. However,
each stage has sections by track (26%) and road (12%).

X The trail productFive Lakess agood exampleof how local actors -in this case, theural tourism
accommaodation establishmentsf the region and the agency marketing the product, Pirineu Emoci6 - have

177



joined forces to manage the Fifth Lake and to staxtitalising a region through this sustainable tourism
approach.

x Hiking packagedor individuals (685 EUR) and starting from 2 persons (599 EUR). The packags:isclud
overnights in rural accommodation including half-pension, luggagesfieaninformation materials, and a
roadbook for the trail.

x Different ways of travellingthe Fifth Lake trail: hiking, by mountain bike, on horseback and even astride a
Catalan donkeyor guided by a local expert.

x Target groupsNature and cultural interested hikers from Europe.

x Marketing & distribution channelsCatalonia tourism authority; tourism board Diputacié de Leida, Pallars
Jussa county (regional) and some EU projects like Hiking Europe; Special madasingestimonials
section on the webpage; blog, digital (brochunttps://issuu.com/elcinquellac/docs/english_brochure), 1
the trail stages can be downloaded on wikiloc; very strong press coverage.

J SUSTAINABILITY CHECK
Sustainable  Community Cultural Environment
planning benefits heritage impact
High-level community participation and X X
involvement in planning (inhabitants of Pallars)
Revival of abandoned mountain villages X
Seasonality and spread of visitation is addresst X
Revival of rural places - jobs are generated in X
rural areas (rural hosts and businesses)
Local products and crafts are promoted and X X X
available for sale to visitors at the destination
Soft mobility concept X
Challenges/ weaknesseWebpage is a bit confusing and further information on the product (intro pag:
the level of difficulty for each stage, and the bookable packages would be good.

NOTE
\_)x A model for a® }88}u% _ ]v]&prEdd\out by 6 rural cottages and a local travel agent
combining (1) eco-mobility (train) (2) Physical activity (hiking) éurisl environment (well
conserved rural area) (4) Cultural immersion (recovery of old cattle paths, legemtisipation
of residents)

X Revitalisationof the authentic character of the region byeating a flagship touristic product
the Fifth Lake Trail

Low impacttourism infrastructuret use of existing pathways and accommodation

Strong local added valug main beneficiaries are stakeholders of the destination

5% gross income is reinvested in the maintenance and improvement of the netwdr& paths
Member of the projectGratitud PallarsU ~ *3 %o (} (wibitdis paypatk v A}ouvs

X X X X
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PracticeNo. 21
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Destination: Jordan Bike Trail

Country:Jordan

Website: https://jordanbiketrail.com/

— ORGANISATIONAL SET-UP: Started by Experience Jordan Adventures (private tour comp
2 currently managed by a collaboration of private companies
L.  FINANCED BY/THROUGH: Private, USAID fund in 2018
> INITIATED IN: 2014
§ COMMUNICATION Website, Facebook, Instagram, Video
STRATEGIES: Language: ENG
Categories Key attractions
x Breathtaking desert landscapes
x Cultural experience
x Long-distancegross-country cycling
Season
Autumn to Spring < >
DES@PTION:

The Jordan Bike Trail stretches through thestern part of Jordarfrom the Um Qais in the north to Agaba
city on the Red Sea in the south. The landscape along the trail changes from hiisnagdéh the north, to
canyons and later deserts in the south. The trail passes throughraitival and cultural heritage sitesof
Jordan, includingetra.

The trail isr30 kmlong and is organized t?2 one-day stagesach on average 61 km long and requiring 1600

m of climbing. The surface of the trail is 60% paved roads and 40% dirt roads. Theféeegrtdiptions for

doing the trail - one can dofally supported tourwith a tour operator that takes care of all the services along

the way and carries the gear, or dobikepacker tour v. }JEP v]I A EC3Z]vP }v }v [+ }AvX
between is also possible and the information on all the options is available aneibsite.

Different accommodation optionsare indicated along the trail, frorfamily homestaysand camping in

Bedouin tentsto choosing dotel or other lodgingWild campingis also possible. TRéSPof the Jordan Bike

Trail is the combination obiking adventurewith the A % &E] v O :}E v[e SEthidighv 0
encounters and stays with local people.
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x Practical information (GPX files for every stage, printable maps and booklets) can be downloaded
(https://jordanbiketrail.com/navigation/andhttps://jordanbiketrail.com/downloads).

X A unique experiencef traditional Jordanis possible by choosiragcommodation with localsStaying at
family homestays and in Bedouin tents, one can get a first-hand experienaavobbal people live, not
only by staying in their homes, but also $lyaring a mealwith them (dinner and breakfast are usually
included). Specific accommodation options are indicated at every stage, general infarnsagoovided
here.

x Sustainability A page dedicated to sustainability provides recommendations for environmecoalbcious
behaviour fittps://jordanbiketrail.com/sustainability2/).

X Target groups Small groups of individual travellers, mostly international market (WesteropEuiNorth
America).

x Marketing & distribution channels Supported tours are organized by the tour operators who manage the
Jordan Bike Trail, their contacts are on thebsite

x The Jordan Bike Trail has been featurethenmediain different countrieqe.g., the Washington Post, Bike-
Das Mountainbike Magazirs }C P }ve H3E u v3e.U BestAnjAdverdturé Tourismaward at
the International Travel & Tourism Awards 20&&(e informatior).

J SUSTAINABILITY CHECK
Sustainable  Community Cultural Environment
planning benefits heritage impact
Information on sustainability issues and X X X
responsible tourism etiquette (Leave no trace)
Revival of rural areas by generating income X
(family homestay, local shops)
Visitors engaged in traditional lifesty(staying X
with families and Bedouins)
Local gastronomy promoted (dinner and X X
breakfast shared with locals)
Advice on culture communicated (clothing, rule X X
for communication etc.)
Existing paths and roads are used for the trail X
Challenges/ weaknesseWaste management is an issue and is visible along the trail.

NOTE
Jx Organizing thebike trail in different stages each stage ending at a location with food a
accommodation

x Providing local experience through the chance to stay ieital familiesandBedouins
x Providingdifferent traveloptions - betweenfully supported andself-supported
x Communicating both environmental and cultural rules to visitors
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Nos. 22 t25: Cultural Routes
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PracticeNo. 22

d Zs/d* h>hZ >ZKhd

Destination: Iter Vitis cultural route

Country: Armenia, Azerbaijan, Croatia, Cyprus, France, Georgia, Greece, Israel, Italy,
Luxembourg, Moldova, Montenegro, Northern Macedonia, Portugal, Romania,
Russian Federation, Slovenia, Spain, Tunisia, UK

Website: https://itervitis.eu/

F— ORGANISATIONAL SET-UI A non-profit association - the European Federation Iter Vilise
2 institutional and legal head offices areSambuca di Sicilia, Italy.
L. FINANCED BY/THROUGH: Public, EU Funds
> INITIATED IN: Since 2009 a Cultural Route of the Council of Europe
§ COMMUNICATION Website, Facebook, weekly Newsletter
STRATEGIES: Languages: ENGRA
Categories Key attractions
x Cultural route
x Wine tourism offer
x Cultural experience
Season x Viticultural landscapes
All year round < >
DES@PTION:

Iter Vitis is a Cultural route of the Council of Europe which connects countri&yrfrom the Mediterranean
region, Western Europe and Caucasus that shdnerdgage of wine production Iter Vitis Route showcases
and preserves theiticultural landscapesthe culture of the vine andinemaking traditions

The USPof Iter Vitis route is that it createauthentic wine tourism experienceshat include exploring the
heritage of the great varieties of European oenological territories and landscapes. Besiddgpitgy
sustainable forms of enotourismthe federation also works on preservation of the heritage of historical and
ancient vines and of the culture of vine and wine, and on the promotioresdarch, documentation, and
environmental protectionactivitiesto defend biodiversity

Furthermore, lter Vitis is good exampleof a cultural route that, besides cultural heritage preservation
activities, createsconcrete sustainable wine tourism productg different tours across the network
destinations that last from one day to two weeks. Many of the tours allow trengetb discoveltesser-known
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regions and countriesfor example, Moldova. Below is a selection of a couple of their toudifferent
countries:

x ZD}o }A t]v /A %a f@f-daytdur organized by a Moldovan travel agency. The tour includes trips
to a couple of wineries and wine cellars, includinfamily-owned winery that follows the traditions of
Moldovan winewine tasting experiences, including an exclusive one accompanied by local black caviar; a
visit to the localfarmers marketand more. Tour costs 42(person and is designed for groups (min. 8
persons).

X Zross Border: a very special wine tour of Slovenial &broatiaf a five-daytour to discover the wine
traditions and tastes of Slovenia and Croatia; organized by a Slovenian toutasphreludes suclpecial
experiencesas tastingndigenous winesproduced in a biodynamic way, visit to a wine cellar with one of
the largest wine barrelsn Europe, tasting wines from thveine fountain, truffle hunt and enjoying truffle
meals accompanied by wine and others. Accommodation in 4* starsotel

x Other packagesother Adriatic & Balkans wine travel experiences are offered inbthiglet
x Awards: Since 2009 Iter Vitis Route has been a certified cultural route aEthencil of Europe

X Target groups:nternational groups of travelers looking for cultural, gastronomic, and ealbeaiine
experiences.

x Marketing & distribution channels:Cultural Routes of the Council of Europe channels (website, social
media, newsletter) and their special programmes, exputes4U bloda joint programme between the
Council of Europe and the European Union to foster regional developmetitynal tourism authorities of
the network; tour operators from the network countries; digital brochure.

SUSTAINABILITY CHECK

Sustainable  Community Cultural Environment
planning benefits heritage impact
Spread of visitors through often lesser known X
destinations
Generating income in the rural landscapes X
Including local wine makers in the tourism valu X X
chain
Preservation of the vine and wine traditions anc X
viniculture landscapes and heritage
Promotion of the local gastronomy and product X X
Environmental protection actitivities to defend X
the biodiversity
Challenges/ weaknessetack of integration and offer of the soft mobility options during the tours;esorr
tours (e.g, in Moldova) lack of authentic accommodation offers in the rural areas.

NOTE

X A good practice example of creating exclusivee experiences

x Promotion ofconcrete toursin known and lesseknown destinations, designed by local to
operators.

x Example of successful management of a wide network from 20 different countries.
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PracticeNo. 23
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Destination: Palestinian Heritage Trall

Country:Palestine

Website: https://phtrail.org/

ORGANISATIONAL SET-UlI The Palestinian Heritage Trail (PHT) is a non-governm
organization The organization is endorsed and supported by
I@ Palestine Ministry of Tourism and Antiquities. PHT works closely
Q 50 local communities and partners with local associations.
E FINANCED BY/THROUGH: Public, funds through different projects, e.g., Cultural Routes
Sustainable Social and economic Development in Mediterrar
E project (CROSSDEWMjthin the ENI CBC Mediterranean Sea B:
A Programme.
INITIATED IN: 2013
COMMUNICATION Website, Facebook, YouTube, Instagram
STRATEGIES: LanguagesENG, FRA, Arabic
Categories Key attractions
x Local cultual experience
x Long-distance hiking
x Palestinian cuisine and hospitality
Season x Contact with local people
Spring and Autumn < >
DES@PTION:

Palestinian Heritage Trail id@ng-distance cultural hiking traithat focuses on a community-based tourism
model. The trail is abolB00 kmlong and stretches from the north to the south across the West Bank. The
trail goes through around 60 local cities, towns, villages, and commumitigkich travellers can experience
the local hospitality. Palestinian Heritage Trail is organizédsegments and 22 stagems the framework of
CROSSDEYV project, a segment of Hebron has been recently extendddadithtional stageq59 km) that
contribute to 16 new local communities.

TheUSPof Palestinian Heritage Trail is themersionin the local cultureand the opportunity to get to know
the local people, hear their stories and share meals.

This is a great example o€altural route that focuses omevitalization of rural placesvhere tourism is usually
not present, and empowerment of local people, especially womenldda communitiesaround Palestinian
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Heritage Trail are directly involved in the project and generate income thrgeglices they offer to the
hikers, such as:

x Local AccommodationMost of the accommodation options are directly linked to the local wmity,
they includefamily homestay(depending on family opportunities provision of a separate room or of mats
or mattresses on the floor of the living roontdcally owned guest housewith private rooms, hostels,
Bedouin tents or camping spots.

x Local GuidesA group of 25 local guides who received formal training fromRalkestinian Heritage Trall
and its local partners is available.

~

x 35 women cooperativeslong the Palestinian Heritage traéll food productsvsuch as shadead 1 [ § E U
yogurt, butter, pickles, and jamsand handcraftsembellished with traditional Palestinian embroidery.

x Special initiative: hiker passports are available for purchase in which hikerscoflact stampsfrom
different stops on the trail

x Special eventsPalestinian Heritage Trdihru-Hikeis a special biannual event on the Palestinian Heritage
Trail taking place in March and in November. Thru Hike includes the experience afgthssiull length
(330km) of the trail, 21 days in a row. Travellers canlidect bookingof a one day, one week or the full
package throughte E}i & $Z %o & SwalkEdlesifne Additionally, this platform offers the chance

to book packages to explore either the northern or southern parts of the trail in spring or in autumn.

x Target groupsBoth domestic and international travelers, hikers, and trekkers, lookingnimersive local
experiences.

x Marketing & distribution channelsdirect booking through§Z % E}i 3§ %o E Swaldpfleshne «]3
featuredtour operators the official Palestine tourismortal. In the framework of CROSSDEYV project, the
press tourwas organized in 2021 in Hebron and its surroundings.

\//)SUSENNAELWYCHECK

Sustainable  Community Cultural Environment
planning benefits heritage impact

Community participation in planning X
Visitors spread through less well-known areas X X
Employment of local people, special focus on X
Alu v ~A}u v[e }}% E 3]A <o
Visitor engagement in the traditional lifestyle, X X
offer of local products and gastronomy
Promotion of soft mobility - hiking X
Guidelines on visitor behavior in place (cultural X X
rules and Leave No Trace principles)
Challenges/ weaknessen the busy periods there is a risk that the local communitites, especially thos
offering family stays, may experience fatigue from visitors, which can also negatively affect thé iprjec
long run.

NOTE

X Good practice examplerevitalization of rural placeand creation of local jobs

x Offer of a truly immersive local experien¢docal culture, contact with locals, local cuisine

x Good example of organizimpecial eventsand providing booking optiorterough the partner
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PracticeNo. 24
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Destination: Jabal Moussa Biosphere Reserve

Country:Lebanon

Website: https://www.enicbcmed.eu/projects/crossdev

) ORGANISATIONAL SET-UI The Association for the Protection of Jabal Moussa, working cl
— with the stakeholders
2 FINANCED BY/THROUGH: The European project CROSSDEYV Cultural Routes for Sustainabl
LL and economic Development in Mediterraneanhet ENI CB(
> Mediterranean Sea Basin Programme, project co-finantibgs.
E{J INITIATED IN: CROSSDEYV project started in 2019
COMMUNICATION Project website and social media channels
STRATEGIES: Languages: ENG, FRA, Arabic
Categories Key attractions
x Spectacular natural landscapes
x Archaeological site in the natural area
x Local Lebanese experience
Season
Spring
DES@PTION:

Adonis Route is located ifabal Moussa Biosphere ReserivelLebanon and is one of the pilot areas in the
framework of the European project CROSSDEV Cultural Routes for Sustainable Social and economic
Development in Mediterranean. In the framework of the project a sustainsddasm product, the Adonis

Route, has been developed to capitalize on the heritage of the émchheological siteand theAdonismyth,

whose events, according to the myth, took place in the reserve.

This good practicexample shows how to enhance the touristic experience from a half-day hikentolla-
day experiencethus also contributing to the local economy by including local conities (farmers, artisans,
local guest house owners, guides, drivers, local shop owners).

TheUSPof Adonis Route is authentic cultural and nature experiencm the Biosphere Reserve that includes
a variety of activities t from hikes, to visiting heritage sites, to trying local gastronomy and emgagithe
local workshops.
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The currently designed product ifise-day package oo dZZ  }v]e Z}ud3 W 3A v DCSZ v
that invites travellers to visit the birthplace of the Adonis Myth and to discovebdagity of nature and culture
that surround it The offer includegand is estimated to cost around 5p@00} | % &:} Vv

x Cultural site visits for example, the archaeological site in Ghineh with Roman TempleBgnantine
church, the Adonis Ror®ornet El Deir Archaeological site (4500 years of histéstarte Temple in Afga.

x Hiking and wellness activitieshort walks (2-6 km) on easy or moderate trails are included on aeofipl
days. Additionally, an optional yoga session can be added alongside one of the hikes.

x Experiences of the local gastronomguest houses prepare traditional home-made breakfast, lunch and
dinner from local products.

x Lebanese culture experiencéhrough different workshops, planned for evenings or afternoons. For
example, learning with the guest house owner how to prepare pickles and spetiahese infusions
Zhourat, compotes and seasonal dishes; storytelling worksheprkshop on making traditional
Phoenician hats

x Target groupsNational and international tourists, mainly from the European Mediterranean countries

families, cultural tourists.
Sustainable  Community Cultural Environment

\) SUSTAINABILITY CHECK
planning benefits heritage impact

Involvement of private and public stakeholders X
(including local communities) in the planning
process

The main beneficiaries are local communities X

Generating jobs in rural places, engaging local X X
agro-food producers, artisans
Engagement of visitors with local artisans X X
through organized workshops
Conservation of the local heritage sites X
(archaeological sites)
Support for the protected area Jabal Moussa X
Biosphere Reserve
Challenges/ weaknesse€urrent product is foreseen only for the spring season. Furthermore, succes:
commercialization strategies should be found.

NOTE
x Good practice example of creating a multi-day experience in the Reserve.

X Using the ancient mythas the storyline of the route and visiting/hiking to the sites connectei
the story

x Local artisans are involved by offering travellers the workshops.
X Local gastronomy is used as an important part of the experience
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PracticeNo. 25
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Destination:Via Selinuntina, Sicily

Country:ltaly

Website: https://www.enicbcmed.eu/projects/crossdev

ORGANISATIONAL SET-UI Municipality of Castelvetrano, Municipality of Sambuca di Sic
) Municipality of Menfi, other public and private stakeholde
— associations. There is a public private steering committee for ¢
2 municipality, as well as a scientific committee.
L. FINANCED BY/THROUGH: The European project CROSSDEV Cultural Routes for Sustainabl
> and economic Development in Mediterranean, thENI CB(
L Mediterranean Sea Basin Programme, project co-finantibgs.
~~  INITIATED IN: CROSSDEV project started in 2019
COMMUNICATION Project website and social media channels
STRATEGIES: Languages: ENG, FRA, Arabic
Categories Key attractions
x Ancient cultural heritage sites
x Stunning natural landscapes
x Exclusive gastronomical experiences
Season x Luxury experience
Late Summert
early Autumn

DES@PTION:

Via Selinuntindas an ancient route that goes along tle®uthern coast of the island of Sicjlytaly. In the
framework of the European project CROSSDEV Cultural Routes for Sustainable Social and economic
Development in Mediterranean, thalot area of the Belice Valley on this route was chosen to deaetiphe
sustainable tourism offerto promotelesser-knownsites and the astonishing local cultural heritage such as

the archaeological site of Selinunte, and to provide economic opportunities for lopalgtimns.

This practice examplshowcaseshow to enhance lesser-known, hinterland destinations by creating an
attractive tourism offer for digher end target grou@and involving different local actors in the process.
TheUSPof the Via Selinuntina are thencient cultural heritage sitesvith abackdrop of stunning natureo
experience in a more private atmosphere, away from the tourist crowds, as well as theumatigeriences

of quality local gastronomy and accommodation. Currently, a Via Selinuttimestic product has been
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developedt a four-day packagevith § Z
and countrysidg $Z S }(( GEe §Z] puv]cp

§ Ihe Magic of Via Selinuntina: a dream suspended between sea
E% E] v v Jvop * 8Z (}oo}A]lvPV

X Cultural sites visitsarchaeological park in Selinunte, villages destroyed after the earthquake in tt268
of the Sambuca di Sicilia town.

x Gastronomic experiencedlifferent andsurprising locationshave been picked out, such as an lItalian style
Aperitivo in the harbour, dinner at the restaurant on the beach, lunch in the winerydimg) a wine
tasting), lunch on the boat with a freshly caught fish dishes.

x Other special experiencesfternoon relaxing at the Thermal Baths, mornfisip tourism experiencewith
local fishermen, evening bike tour through the vineyards to arrive for sunset.

X Target groupsdomestic and international travellers, couples, higher end cultural tourists.

SUSTAINABILITY CHECK
Sustainable  Community Cultural Environment
planning benefits heritage impact
High level participation of local public and priva X X
stakeholders and associations.
Designed to extend the usual touristic season ¢ X X
July and August
Promotes lesser-known destinations and seeks X X
revitalize rural areas
Preservation and promotion of local cultural X
heritage sites
A great offer of local gastronomy and products X
Main beneficiaries are local tourism businesses X
restaurants, but also local fishermen
Challenges/ weaknesseMore soft or green mobility could be integrated. Successful commercializatio
strategies should be found.

NOTE

Good practice examplé designing a touristic product to attrabtgher end visitors
Example of creating products for lesser-known areas
Preservation and promotion of lesser-knowultural heritage sites

X X X X

Exclusivegastronomic experiences in surprising locations
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Nos. 26 t30: Cultural, Natural and Culinary
Experiences
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PracticeNo. 26

KZZ ™ 4,

Destination: Penedés, Catalonia

Country:Spain

Website: https://www.torres.es/en/torres-and-earth

() ORGANISATIONAL SET-UP: Familia Torres, a family owned wine company, offering exclusive
= experiences
O p
< FINANCED BY/THROUGH: Private
L. INITIATED IN: Company started in 1870; Torres & Earth progreaim 2008
>~  COMMUNICATION Website, TripAdvisor, Facebook, Twitter, Instagram, YouT
J STRATEGIES: Pinterest
Languages: ENG, CAT, ESP, DEU
Categories Key attractions
x Awarded Wine experiences
x Cultural experience
x Culinary experience
Season x Measurable environmentalommitment

All year round

DES@RPTION:

Familia Torres has beenweine company from over 150 yearswvell-known worldwide for its wines and
E v]e+XdzZ]E Alv EC ]+ o} 8§ E}uv d1 u]vpusd o] EPAA(GEIMEedE o}v

immersivewine experiencegeflecting the local wine culture.

The company is well-known for &snbitious environmental action and goalis theirTorres & Earth program

The goals includeeducing their carbon footprintas well agdaptation to the changing climateEvery year,

the company puts 11% of their profitsto investments related to the environment and the fight against

climate change

This practice ia great example of a responsible compatiyat takesreal actionsandachieve concrete results

in terms of environmental sustainability. Actions taken regarding the adaptéatidhe changing climate are

crucial for thelong-term sustainabilityof the company, ensuring they can continue to provide high quality

products and experiences to their visitors.

TheUSPof this practice is theiaward-winning wine experience@cluding tasting the most exclusive of the

& uloC[e Alv U A]+]8]VP % E «3]P]}ue AlJv C G + v A% EJbedHeXolv }5Z
more exclusiveand individual day experiences, so caliignature wine experiencess providedhere.
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x A range of further Wineexperiencesfor example Wine & Tapas pairinga visit to the vineyard, the wine
cellar and pairing of 4 wines with 4 tapas, accompanied by a local wine educator imefem Available
on weekends in English, Catalan and Spae#s$y booking via the website

x Awards: Familia Torres wine experiences are awarded byoeld Food Travel Associatigrseehere.

X Sustainability Actions taken include areas of renewable enemyergy efficiency sustainable transport,
reduction of CO2 emissions via producing lighter bottles, investment in res@agchcarbon capture and
reuse technologiesyupporting nature conservatiorthrough reforestation schemes with indigenous trees

and working on designingjodiverse vineyards

x CO2 emissions reduction results and goafsom 2008 to 2019, CO2 emissions were reduced by 30%,
reaching the target for 2020. Their new medium and long-term commitments: remuofi emissions by
55% in 2030 and 80% in 2045, compared to the levels of 2008.

x Familia Torres in 2019, together with a winery Jackson Family Wines from Galifoomoted the creation
of the International Wineries for Climate Action (IWCA) growith the goal to bring together wineries
that have a real commitment to reduce CO2 emissions. This initiative was edvatdhe 2019 Wine

Enthusiast magazine Wine Star Awards

x Target groupshigher market segment, wine and food tourists, both domestic and international.

x Marketing & distribution channelsDirect booking on their website, booking though a specialized website

for wine destinationsVine Paths

\J//SUSTNNAEUTYCHECK

Environmental Torres & Earth program in place
Visitors are informed about sustainability issue:
A great offer of local gastronomy via Wine
Experiences and Gastronomic restaurants
Protection of local identity and traditions
Sustainable resource management programs ir
place (e.g., energy efficiency, renewable energ
Nature conservation programme in place,

promoting biodiverse vineyards

missing.

Sustainable
planning
X
X

X

Community
benefits

X
X

Cultural
heritage

Challenges/ weaknesseBirect purchase and information on the price of signature wine experiences

Environment
impact
X
X

X

X

NOTE

x Real commitment to environmental actionsacting in different areas (sustainable resoul

management, suppliers, products, mobility, research).

X Strategies to adaptation to the climate changae in place, investment in research on this topi
X An example ofocal identity and wine culture promotiorthrough designing exclusive experienc
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PracticeNo. 27

" Ks ZZ > ZWh™

Destination: Larnaka, Pafos, Limassol and Nicosia regions

Country: Cyprus

Website: https://www.agrotourism.com.cy/

= ORGANISATIONAL SET-UP: Cyprus Agrotourism company, a public body established by
2 Cyprus Tourism Organization
L.  FINANCED BY/THROUGH: Public, EU Regional Development funds
> INITIATED IN: 1996
§ COMMUNICATION Website, Facebook, YouTube, Twitter
STRATEGIES: Languages: EN, DE
Categories Key attractions
x Traditional accommodation
X Cultural experience
x Culinary experience
Season
All year round < >
DES@PTION:

Discover Real Cyprus is an initiative/platform featuninogal accommodation and experienceis Cyprus,
outside of the main tourism spots. These are scattered near the coast of the Larnaka anceBaios and
around the Troodos Mountains in the Limassol and Nicosia regions.

Discover Real Cyprus isgeeat exampleof promoting traditional accommodation and activitiesn the
countryside Governmental subsidies have been put in place to renovate traditional aiselscand to turn
them into traditional lodging. Currently there are 84 owners of renovated uaitgjnd100 traditional houses
and boutique hotelsscattered around0 villages

One carbook accommodatiordirectly on a website filtering by the region in which one wants to stay. Ad th
houses, B&Bs and hotels offer private facilities with fully equipped kitchens and otherdegbalconies,
stone yards, fireplaces etc.) while boutique hotels offer hotel services. Informaticactivities in the area
next to each housing is provided - the focus islasal gastronomic experiencewith many local taverns
available as well aginerieswhere wine toursare offered for the tourists. Nature experiences wiiking and
biking trails are also promoted. ThgSPof Discover Real Cyprus is théE % E] v I CUo Epe[ SE
culture through encounters with local people, eating local products and dishes, and staguipéntic rural
houses
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x One of thespecial experience®ffered in the area - Ecophysis Eco Tours. This family business offers
experiential and educational tourgor small groups of visitors. Visitors leaout the rural lifestyle and
traditional productsof Cyprus, e.g., getting to know about the edible mushrooms and plants from the fields
or about the art of honey-making. Information on the experieheee.

X Many experiences relate twine andgastronomy tours wine routes are also established and promoted.
Some of the tour operators focus exclusively on gastronomy tours.

x Target groupsindividual travellers seeking new active and local experiences. Mostly atitamal markets
- e.g., UK, Germany.

x Marketing & distribution channelswidely featured irmedia (e.g., The Times, the National Geographic,
Sunday Times, Conde Nast Traveller); promoted through the European Fedexffarral Tourism -
RURALTOUR (a professional tourism trade organisation representing this sector at European level)
promoted by the official tourism organizatidfisitCyprus digital brochure

J SUSTAINABILITY CHECK
Sustainable  Community Cultural Environment
planning benefits heritage impact
Problem of seasonality for mostly sun & sea X X
destination is addressed via this all-year-round
offer
Revival of depopulated villages in the four regic X
Local products and gastronomy promoted at th X X
destination
Preservation of the cultural heritage of wine X X
making (wine routes, wineries)
Authenticity - lodging in renovated traditional ol X X
houses (100-300 years old)
Slow activities promoted relying on soft mobility X
(hiking, cycling)
Challenges/ weaknesseHigher volume of tourists may cause disruption to local lifestfles] ]S} E ¢ [
of conduct is missing.

NOTE

Government scheméo renovateold housesby turning them intdraditional lodging.
Putting in place activities to engage tourists in the countryside (nature and culture).
Promoting theancient tradition of wine making(establishing a wine route).

X X X X

User-friendlybookingsystem for accommodation directly on the website.
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PracticeNo. 28

d 'K> EX

Destination: The Golden Road, Indergy municipality

Country:Norway

Website: https://dgo.no/?lang=en

'Q ORGANISATIONAL SET-UP. ~dZ '}o Vv Z} _ }}% &E 3]A
E FINANCED BY/THROUGH: Private (cooperative)
> INITIATED IN: 1998 (cooperative was established)
1] COMMUNICATION Website, Facebook, Instagram
~ STRATEGIES: Languages: ENG, NOR
Categories Key attractions
X Cultural experience
X Local quality productsand restaurants
x Galleries and Arts and crafts
Season x Fjord landscape
All year round < >
DES@RPTION:

The Golden Road is located in the central part of Norway, the municipality of Indé@kinorth of the city

of Trondheim. It is @eaceful placesurrounded by the landscapes of tlieondheim fjord The destination is
easily accessible as it is just@minute detour (E}u E}EA C[s u ]Jv o E} X

The Golden Road is a local cooperative of curréttlgtops(and members)There are strict requirements for
joining a cooperative as well as staying a member as they have to adhére slogan of the destination -
AYp 0]3C 8 00 0 A o+ X

The USPof the Golden Road is exactly tlyjsality of services, experiencesndlocal productsoffered that
created a strong and trustworthlgrand. The Golden Road iscaltural destinationas the stops include artist
workshops, galleries, an arts centre or a sculpture park. Besides its cultural attractions, af offetoors
activities, such as biking tours, is also available. On the Golden Road one can atdfeatic rural
accommodation placeseat inquality restaurantsthat use products from the local farmers, or buy local and
sometimes award-winning food products straight from the farmer (or a brewer, as theresareralft beers
on the offer) as well as other products from local artists.
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X Special experiences$-or example, one accommodation provider offers an innovative and fueriexge -
an Escape room(mystery game for small groups) that is biilta barry another placecombinesa hotel,
gallery and areative workshop space

x Arriving by trainandbiking during the stay is promoted. E.g., a taxi service for a price of the bus ticket is
offered for tourists who come by train.

X Tourists ca purchasegift cardsfor use in Golden Road businesses as wejlfaboxesof local products.

x Sustainability: Indergy is a certifiedsustainable destinationld @& }Pv]I C EMEA C° 0
*S]v §]}ve_
X Target groupsDomestic tourists - families and groups of friends seeking weekend tripsuetimg) for
celebrations and weddings, and businesses looking for team building; internationatgouris

x Marketing & distribution channelsDestination igeaturedby thenational tourism officeVisitNorway; one
of the main objectives of collaboration of the cooperativgiat marketingwhich generates higher reach
featured in the local and international medisome articles on the destination available on thebsite);
digital brochureavailable.

SUSTAINABILITY CHECK
Sustainable  Community Cultural Environment
planning benefits heritage impact
Inderoy is a certified sustainable destination X X
Destination planning and development made vi X X
a model of the cooperative
The main beneficiaries are the local businesse: X
(accommodation, restaurants, shops, galleries)
Z *S WE vSe ue o0} o00C <}lucE X
products, and the food and art products are
widely promoted to visitors
Authenticity of the destination preserved via X
renovating and using traditional farmhouses,
sawmills and more
Arriving by train and biking at the destination is X
promoted
Challenges/ weaknesseSeasonality is a challenge - though most services are open all year round, si
season is the busiest. The concept of the Golden Road needs some further explanation

NOTE

X Model for the cooperationof local businesses creating togethesteong quality brand
X (1v]v&u o] &€themain valueand selecting businesses according to that

x Providing afull range of services accommodation, restaurants, shopping, nature, and cull
tours

X Preserving the authenticity of the destination through stays at traditional ho{esgs country farm
hotels), shopping at farm shops and galleries
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PracticeNo. 29

EdnzZx x>

Destination: Natural and urban destinations in Catalonia

Country:Spain

Website: https://naturalwalks.com/en

'Q ORGANISATIONAL SET-UI Private local tour company
E FINANCED BY/THROUGH: Private
> INITIATED IN: 2011
1] COMMUNICATION Website, Facebook, Twitter, Instagram, Vimeo
v STRATEGIES: Languages: CAT, ESP, ENG, FRA
Categories Key attractions
x Nature experience
x Ecotourism activities
X Specialists guides on nature and environm
Season
All year round < >
DES@RPTION:

Naturalwalks is a DMC that offers diverssotourismactivities and operates throughout Catalonia, both in
natural destinations, such as the Pyrenees, as well as urban destinations, like Giesea the mountains of
Barcelona city.

The USPof Naturalwalks is theiexpertise in different fields (biology, environmental sciences, ecotourism,
health, and gastronomy) which they turn intmique immersive experiencewhere visitordearn about the
local culture(food, wine, historythrough exploring natureand landscape while hiking and walking with an
expert guide. For example, visitors can learn how plants manage to survive in hostile ewritetike dunes

or cliffs by using minimal energy which plants are edible

This is also a good practieekampleof a tour company that operates followisgstainability principlefocused
on quality and environment (and promotes them to a wider networlpaftners, customers and suppliers).
E SuE o rissibns developing ecotourism activities, consulting, and training to coesetural heritage
and biodiversity through knowledge, awareness-raising and the involvement of society.

Some of theexamples of their toursin different parts of Catalonia include (all the tours are provided in the
Brochure:
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xt ollvP 8Z } 8§ o dE& :Jeasytohjodreratewalk for 2.5 -3 hours along the fantdasta Brava
trail. What makes this tour special is that visitors learn alamdient plantsthat are used also today by the
AYEO0 [+ 83 E 5 PE vEX s]*]3}E+ P Sweptrugtd, sty leavies) anthspicy §ewers
Additional optional activity - a showcooking with collected plants.

X A glimpse at the Earth in the time of dinosaura four-day tour visiting different fossil deposits in the
Pyrenees and pre-Pyrennes learning about life in Catalonia at the time of dinosaurs.

x Barcelona nature by nighta 3- 3.5 h moderate difficulty level tour in Barcelanity at night Tour takes
place in the mountains of Barcelortavisitors, together with a guide, learn about tleeal faunathey can
hear and the local flord for example, smellinthe flowers that might bloom in the dark.

X Target Groups:domestic and international eco-friendly visitors, families, small gsoublso, more
specialized groups, e.g., amateurs and professionals in the fields such as natural aive crgsine or
plant therapies, companies looking for interesting team building activities.

x Marketing & distribution channels Via Catalonia tourism board marketing materials, brochumesjig
booking through their website

SUSTAINABILITY CHECK

Sustainable  Community Cultural Environment
planning benefits heritage impact

Mission, vision and sustainability policies in pla X
Tours available all year round X
Promotion, engagement of local actors (e.g., in X
their gastronomic experiences)
Promotion of local culture (food, wines, history) X X
Soft mobility used (walking, hiking) X
Protection of biodiversity and natural heritage, X
educating and awareness raising

Challenges/ weaknesseBependance on natural resources (mushrooms, flowers, other plants).

NOTE

x Strength lies in the guidewho are experts in thie field (esp. biology and environmental scienc
X Unique nature experiences with a strong learning component.

x Exclusive concept of learning about local culture (gastronomy and history) thraighe rand
environment
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PracticeNo. 30

EZKE/E' &KhZ?

Destination: Otztal

Country:Austria

Website: https://www.oetztal.com/summer/outdoor-adventure/canyoning.html

'Q ORGANISATIONAL SET-UI Oetztal Tourism (regional tourism board)
E FINANCED BY/THROUGH: Oetztal Tourism, sponsoring
> INITIATED IN: NA
1] COMMUNICATION Website, Facebook, YouTube
~ STRATEGIES: Languages: ENG, DEU
Categories Key attractions
x Unspoiled nature
x Adventurous canyoning
x Authentic villages
Season x Wild mountain landscapes
Spring, Summer
Autumn
DES@RPTION:

s E] v S E no s tth¢@Edgan vf the Oetztal, Inntal's longest side valley which leads some 65
kilometres towards the south, right at the heart of the Eastern Alps. Along Otztalidgywillages are located

at different altitude levels. They are surrounded by wide open fields and nwesdat the foot of steep and
rugged rock walls stretching up to high Alpine terrain and wild canyons. Peidest#yoped road and traffic
infrastructure makes the valley easily accessible in all seasons. In additianrtautti-faceted infrastructure,
there are myriad shopping and catering facilities.

The special characteristics of the valley: authentic people and nature in abundance. Each dfitige8 has
conserved its very own authentic and unique character.

One of WE}% [* u}e3 « v] spots the] mker Klamm, is located in the Otztal, featuring several
difficulty levels for all ages and abilities.

With ~ vC}v]vP ]v §Z P 3$h# adventamu§ tourism package has been created. Extremely steep

water chutes, abseiling from dizzy heights into rushing waterfalls, jumpsdmto 16 metres for daredevils
pure adrenalin for all those in search of truly unique adventures of a very special kind.
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A broad range of canyoning packages are offered for all different levels:

x Canyoning packagé 5 hours for action & adrenaline (including)l) Equipment rental (helmet, Neoprene
suit, Neoprene socks, Neoprene jacket, special canyoning shoes, harness) (2) Transfer to the canyoning
access base (3) Introductory advice from certified canyoning guid®efy of fun and actiarRates per
person from: 70,00 EUR

x Other canyoning packages which are offergd’) for beginners, 2-hour jumps and abseiling spots which
are 3 to 5 metres in height and are therefore perfect for getting a taste ofploet of canyoning, and (2)
for everyone: suitable for less-experienced canyoning fans, who have the confitbejurep from 3 to 5
metres and have no problem abseiling 18 metres (3 hours).

x Another innovative product: Geocaching,a modern treasure hunt using GPS coordinates, takes
adventurers straight to the heart of Otztal. You can go treasure hunting throughoutatltesy vwith or
without digital help. Treasure hunters also explore the most picture-book spakeiOtztal mountains. A
welcome change that promises fun for both adults and children.

X Target groups:Adventure lovers and mainly individual travel market from the domestic market, Europ
and international markets.

x Marketing & distribution channelsThrough the Otztal tourism board, direct links to and marketing of the
outdoor and adventure providers on thecbpage.

x Special services>](  utpespecial sites of interest in the Otztal, blog (in German only), online overview
of opening hourgastures & hutst great for hikers, overview of availability ldfs and hutsin the summer
season.

\—j SUSTAINABILITY CHECK

Sustainable  Community Cultural Environment
planning benefits heritage impact
High level of local employment, but only for one X
market segmentt local outdoor providers
Soft mobility optiont not motorized, walking X
Local accommodation and services promoted X
(over 1000 bookable local accommodations)
Authenticity of the destinationt promoted X
Challenges/ weaknessedo sustainability policy and rules for environmentally friendly behaviour for tt
guests communicated. More introductory information on the Otztal is need emiibpage.

NOTE
X t]8Z ~ vC}v]vP ]Jv §Z P &Hdveatusousdolism packaghas been created based o
the special characteristicef the valley

x High level of local employment, but only for one market segmieital outdoor providers

X Local accommodatiorand services promoted (over 1000 bookable local accommodation cho
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6.2.Sustainable Marketing Practices

This part includes a collection @8 sustainable tourism marketing practicefeaturing
sustainable destinations, small tour operators and DMC.

As in the previous part, the structure is similar. Firstly, to structureg¢kearched practices,
we have identified the followinmain categoriegin blue). The main categories highlight the
principal characteristics of each practice in terms of marketing, white stibsequent
additional categorieqin green) highlight further general and product characteristics of each
practice, mostly already identified in the previous part of the chapter.

Main categories:
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Additional categories:




Innovative Initiatives

To visualize the characteristics, category, and key features of each pracsieepficons

will be applied to each. View the followiegample

Categories

(ITX

This example features a practice th
illustrates example for (1yocial Media
Marketing and features a destination ¢
tour operator that works with (2]
revitalisation of villages and (3) mounta
tourism.

Furthermore, themarketing performanceof each practice is briefly assessed by a Marketing

Check, highlighting the following aspects

1. Target GroupgDoes the destination target high-value, low-impact travelers?)
2. Marketing Tools(Which well-designed, relevant to target groups tools are

available?)

3. Marketing Channel§What are the marketing channels used to reach targeted

groups?)

4. Innovative & Creative(Are marketing practices innovative? Any creative marketing

campaigns and tools?)

The main marketing practices will be highlighted in a shuodrketing checktable.

Additionally, key challenges and weaknesses will also be featured in the marketug.ch
Please see an example of the marketing check table below:

MARKETING CHECK

g

Sustainable adventure tourists, cultural tourists
looking for authentic experiences

A tailored newsletter, according to the activities
of interest

Free digital Brochure providing trip suggestions
by experts

Press coverage with a focus on specialist med
Close collaboration with the national tourism
authority

Innovative social media campaign

Target groups  Marketing Marketing  Innovative &
tools channels Creative
X

X

X X

X
X
X X

Challenges/ weaknesseMore language options could be available for the main target markets.
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Finally, at the end of the second page of each factsheet, a small bexmitharize thekey
learnings observations, take-aways etc. of each presented practice, like in the following
example:

NOTE

x Great example of a successful branded local ecotourism network
x Example of a uniqgue marketing umbrella organization
X Good practice of a destination with value-based marketing
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Nos. 31 t34: Using Sustainability as an Active
Marketing Tool
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PracticeNo. 31

"XKs E/

Destination: Slovenia

Country: Slovenia

Website: https://www.slovenia.info/en

ﬂ ORGANISATIONAL SET-UP Slovenian Tourist Board, the central national agency for
QO promotion of tourism
E FINANCED BY/THROUGH: Slovenian Tourist Board
INITIATED IN: 2015
E COMMUNICATION Website, Facebook, Instagram, Twitter, Pinterest, LinkedIn, You]
v STRATEGIES: TripAdvisor
Languages: EN, SL, DE, FRUTCHN
Categories Key attractions
x Boutigue experiences
X Sustainable offetunder Slovenia Green
x Outdoor experiences
Season x Cultural and culinary experiences
x Pristine nature between mountains and the
All year round
DES@PTION:

Slovenia is a small country and destination in Central Europe markeddnety of landscapeghat include
the Alps mountains, pristine forests and lakes, impressive caves, and the Adriatic s¢asidsustainable
five-star boutique destinationoffering a range of outdoor anddventure activities forevery seasone.g.,
hiking, cycling, mountain biking, climbing, skiing, snowboarding, raftiawgoeing, and a variety of quality
nature, cultural, gastronorg, countryside and wellness experiences.

Slovenia positions itselfa85Z P& v Z (& $since 06} HKe ¢auntry has put a lot of work in to
become an established sustainable destination by creating and successfully enfilegnits national
certification programme the Green Scheme of Slovenian Tourism

Slovenia is great exampleof a country that successfully uses its work and efforts in sustainable tourism
development for its marketing. The destinationmarkets its sustainable tourism offerthrough the
recognizable andreen brandSLOVENIA GREHISed to highlighti network of more than 130 destinations,
accommodations, natural parks, tourist agencies, tourist landmarks, restaurants and beaches aertited
A"o}A v] [« v §]}v o p@EGEJHmes s strong sustainable braresulted in Slovenia being
recognizedas }v }( W EIRHdefein sustainable tourism. The numbepdstigious awardsSlovenia has
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received since 2016 hakyrocketedcomparing to the years before (see the overvieare). A couple of
examples - th@estination Leadership Awamd the2017 National Geographic World Legacy AwaatgiBest

of Europeawardat the 2020 Sustainable Top 10Destination Awards (both ceremonies were held at the
A}Eo [+ ]PP «8 SE A o 3E «Z}AU /d Eo]veX

X Sustainabilityasthe key theme On the official website - theomepageand subpages communicating the
story of green Slovenia, the Slovenia Greetmndard, and certified sustainable destinations and

experiences.

x Green Story of SlovenipresentsSlovenia Green Label holderdestinations, accommodation, protected
areas, local attractions, travel agencies, restaurants, and beaches. Destinations and businessdk are
representedwith an attractive description, photo, and a link to their website, thus creatinggay way for
visitors to book services and plan their trip.

x Slovenia Unigue Experiencds alabel for the most boutique handpicked five-star, authentic, local
experiences which are awarded by the Slovenian Tourist Board. The selection offers exclusive nature,
culture, gastronomic, adventure, and authentic accommodation experiencesxéonplean expedition to
explore the migration paths of the brown bearherbal bath a sensory experience in a former monastery's
garden by the largest Slovenian cathedealopthree-day fly fishing adventuren three pristine Slovenian
rivers with experienced local fishing guides. Each experiendesigned to be bookedwvith a link for
reservations and has information on its itinerary, opening hours, starting point, price andtvimatides.

x Target groupshigher end travellers looking for quality experiences; domestic and international.

x Marketing & distribution channels:International fairs; media; multimedia campaigns, for example,
Slovenia, the land of watelsroadcast on National Geographic channels and reaching 20 million people.

J MARKETING CHECK

Target groups  Marketing Marketing  Innovative &
tools channels Creative

Higher end individual travellersspecial product X X
Slovenia Unique Experiences
Hikers, cyclists, trekkers, families X
Website with sustainability as the key theme, X X
visual and user-friendly (videos, photos)
Kvolv SE]% %0 vv E *<C*S u | X X
Successful multimedia campaigns (e.g., Slover X X
the land of waters)
Strong presence in the main travel events and X
fairs (e.g., ITB Berlin)
Challenges/ weaknesseWebsite needs constant maintenance; numerous subpages of the platform g
bit confusing.

NOTE

X VisualSlovenia Green brantlighlights the sustainable offer of the destination
x Sustainability is the key message throughout all the communication of Slovenia
x Original concepts and offer® attract specific target groups, like Slovenia Unique Experience
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PracticeNo. 32

sMNd&E> E

Destination: Finland

Country:Finland

Website: https://new.visitfinland.com/en/

— ORGANISATIONAL SET-UlI DMO Visit Finland. Visit Finland is a part of Business Finland Oy,
2 profit company 100 % owned by the State of Finland
LL.  FINANCED BY/THROUGH: DMO
> INITIATED IN: Sustainable Travel Finland programme initiated in 2019
lSICJ COMMUNICATION Website, Facebook, Instagram, Twitter, YouTube, Pinterest
STRATEGIES: Languages: EN; FI, SE
Categories Key attractions
x Pure nature
x Local traditions (e.g., sauna)
x Unique nature phenomena (Northern light
Season x Local fresh and seasonal food
All q < > x The happiest country in the world 2021
year roun
DES@PTION:

Finland is a country and a destination locatedcharthern EuropeX dZ  }uvSEC][* }(( & ]* % E -
four regions Laplandin the north,Lakelandin the middle,Coast and Archipelagaround the coastline and

the Helsinki regionaround the capital in the south of the country. These regions offer tourists a range of
outdoor, nature and local culture experience$rom observing the Aurora Borealis lights, enjoying a sauna
with pristine lakes and forests to exploring creative towns, local gastronomy, and design.

Finland isa sustainable destinationwith aSustainable tourism strategw national certification programme

and labelSustainable Travel Finlandf E &]vo v [« ¢38]v §]}ve v S}IUE]°lm 202A1L%Visit] « ]v
Finland alst®ecamea member of the Global Sustainable Tourism Coun(@STC).

Visit Finland is good practice examplef a destination withvalue-based marketing Theirsustainability
principles t ecological (nature preservation and reducing carbon footprint), socio-culturalfiaadcial
(respect for local cultures and heritage, supporting local businesses), are reflectetharkesting approach

Visit Finland promotes its sustainable destinations and products through dedipatgeson their website;

they have defined speciftarget groups- people with thesame set of valuesvho appreciate quality of life,

pure nature and responsibility. The country saw a steady increase of visitors before thenparspreading
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the tourism benefits throughout the regions and has positioned itself as a sustainable destwwétianhigh-
quality offer.

x Facts and Figuredlumber of non-residents visiting the country in pre-Covid times showedcamasewith
a figure of6.8 million nightsspent bynon-residents Also, in a comparison of 136 countries, Finland was
ranked the safest travel destination in the world by 2017 WEF Travel & Tourispe@oraness Report,
which focugson sustainable development of the travel and tourism sector.

X Sustainability marketingWebsite has a dedicated page farstainability providing information on how to
enjoy Finland in a responsible and authentic wsystainable experiences and productgith national
certification label are highlighted andromoted. Visit Finland's website reacheser 5 million unique
visitors per year

x Code of Conduct for visitorstt does not only providesustainable travel tigsbut also serves as an
inspiration to discover Finland in an authentic way; great dedigmod quality photos and inspiring texts.

x Marketing themesused in campaigngo hand in hand with their values, e.gZ"]o v U %howse |
&lvo v [« }(( & }( %o U<«p] 8 v SHE o VvA]E}wmawse ($aorda).o E]SH o

X Target groups:Six travellersegments identified: Nature wonder hunters, Nature explorers, Activity
enthusiasts, Comfort seekers, City breakers and Authentic lifestyle seekers. Focus target nharkets
Germany, UK and Sweden.

J MARKETING CHECK

Target groups  Marketing Marketing  Innovative &
tools channels Creative
Six target segments of travellers seeking qualit X X

of life, pure nature and responsibility

Great visual website with Sustainability page X

Inspiring Code of Conduct X X
X

Great digital promotion set (good quality USP
representing photos)

Creative campaigns (e.g., virtual tours to meet X X X
0o} o*b bz vS &]JvvzZU b”]Jo v
Strong presence in the main travel events and X

fairs (e.g., ITB Berlin)
Challenges/ weaknesseWebsite does not provide options to change languages, not clear which
languages are available.

NOTE
x Good practice examplé destination withvalue-based marketing

x Targeted travellers segments are very specific, designed to go with the values of nature,aju
life and responsibility

x Website has a sustainability dedicated page
x Code of Conduct sustainable travel tipqinspiration for travellers)
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PracticeNo. 33

DD Z h >W

Destination: Nature Park Ammergau Alps

Country:Upper Bavaria, Germany

Website: https://www.ammergauer-alpen.de/en

I~ ORGANISATIONAL SET-UP: Regional DMO Ammergauer Alpen
2 FINANCED BY/THROUGH: DMO t public & private partnership
LL  INITIATED IN: 2007 DMO set, 2017 Nature Park sgt-
>~ COMMUNICATION Website, Facebook, Youtube, Instagram, Newsletter, E
L>1<J STRATEGIES: Marketing, AA Nature Park Magazine
LanguagedDE EN
Categories Key attractions
x One region, 6 villages inNature Park
x Outstanding cultural landscape
x Hiking, biking, trekking destination
Season x Unique destination and marketing model

All year round

DES@®PTION:

In the South of Bavariain the heart ofUpper Bavaria Germanygre located the six municipalities that jointly
form the Ammergau Alps. The destination is famous for its well-preserved cultural hetfitageg traditions
and natural highlights - Ammergau Alps hosts the biggest natural protected area within Germany.

Since 2017 the region éfimmergau Alpshas been officially declared one of the I@8ure parksin Germany.
The goal of the Ammergauer Alpen Nature Park is the protection, cultivation, and atseref the
outstandingnatural and cultural landscapef 227 km2. The initiator to becoming a nature park was the
tourism destination management organisation Ammergauer Alpen GmbH.

It is agreat exampleof how the conservation of cultural heritage, the preservation of natural ressurce
together with professiond and aunique managementandmarketing approachfrom the regional DMO can
turn into asuccessful modelor a whole regiont 6 villages form one DMO and the entire region was declared
Nature Park. It is an example of protected area destination in wHidbwismdevelopmentandmarketing
activities, services and products offereare designed within thédramework of a sustainable development
and theunique selling point(USP) of the nature park.
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x Facts & figuresTourism is the biggest economic driving force in the region; 18@mdliros gross value
added through tourism (2017%2,000 inhabitantsin 6 villages of whicB000live off tourism;600 hosts,
50% private hosts; 50% accommodation businesses.

x Budget & funding: There are funds from the Bavarian state administration and the villages of the
Ammergau Alps; additional income is generated thronggrketing partnershipswith the private sector
and contributions from the tourism businesses of the region (marketing p@skéor local hosts, online-
and print advertisements). The yearly budget is about 400,000 EUR, including administratiori.supp

x Capacity buildingand quality and service quality programmes for hrévate hosts § Z (€ } p Pegionat
hosts academy” tseminars on service quality, web management etc.

x Marketing tools for localservices & productsstrong hiking & trekking infrastructure in place guided by a
cost-free APP(also includes places to visit, accommodation, transportation etc.); sustainalilgecél
nature experiences can be directly booked & purchased on tlRRMO website
(https://www.erlebnisse.bayerh

x Target groups:Higher market segment individual travellers, families, hikers and sustainable adventure
lovers; German-speaking countries, UK, USA, Europe.

x Marketing & distribution channels:Regional DMO Ammergauer Alpen, travel books, guides, media,
organisation of big cultural events e.gassion playsports events; representation at all major tourism fairs.

J MARKETING CHECK
Target groups  Marketing Marketing  Innovative &
tools channels Creative

Higher market segment, sustainable adventure X

tourists, hikers, families

A cost free APP available, provides information X

on sustainable activities and services

DMO website for direct booking and showcase X

sustainable culture and nature experiences

Special Ammergauer Alps Nature Park Magazi X X
Organizing big cultural local events X X
Presentation at all major tourism fairs X

Challenges/ weaknesseSustainable travel guidelines and communication on sustainability principles
missing.

NOTE
x Unique destination and marketing modekithin Germanyt one tourism destination became
Nature Park

X One of the most successful sustainable nature and culture destinaticgcess factoistrong
protection of the cultural landscape and natural heritage anarketing based on the USP

X At least 2/3 of this income is completelg-investedin marketing activitiese.g., brochure of the
hosts and hotels of the Ammergau Alps region
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PracticeNo. 34

"E dKE

Destination: Destination Dahar

N

Country: Tunisia

Website: https://destinationdahar.com/

ORGANISATIONAL SET-UI DMO Fédération Tourisme Authentique Destination Dahar (FTALC
) not-for-profit organization (38 members, mostly local serv
— providers)
2 FINANCED BY/THROUGH: International cooperation - established with the support
LL Swisscontact and mandated by the SECO "Swiss State Secreta
> Economic Affairs"; market access projects financed thrg
L partnership with Import Promotion Desk (IPD).
“*INITIATED IN: 2018
COMMUNICATION Website, Facebook, Instagram, YouTube, Newsletter
STRATEGIES: Languages: FR
Categories Key attractions
x Authentic Amazigh culture
x Long-distance hiking
x Impressive natural and cultural landscape
Season x Unique accommodation (e.g., troglodytes)

All year round

DES@®RPTION:

Destination Dahar is@nigue, upcoming sustainable tourism destinatian thesoutheast of Tunisigfocusing
on the conservation of thauthenticity of the destination and promotingpmmunity-drivencultural heritage,
eco and adventure tourism. Z E[* u Jv A VEUE S}uE]ewakedZ}> | '§E]v $erdd® Yu
Z (Eafhiking trail around 200 km long leading through the destination. The destinationasdsked by
local Amazigh culture its authentic handicraft, and many cultural festivals, which can be foundféereit
Berber villages as well as the offeranithentic accommodatiorin *d E}P o} G$offerdd by locals.

Destination Dahar is great exampleof anemerging destinationthat has taken its first steps towards their
ambition to become an establishadistainabledestination and that uses it fanarketing In 2021, Destination
Dahar successfully participated in the Green Destinations Top 100 Sustainability Stoniesition (with the
support of AGEG Tourism for Sustainability consultants on behalf of the IPRrprog) - they were@warded
asone of Top 100 sustainable destinations worldwidehich immediately resulted in local and nationadia
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attention. The DMO furtheleveragedthis achievement to attradurther visibility in foreign specialist media
by organizing &AM trip for Austrian journalists in November 2021 (e.g., the articlelcaveller Onlingand

by organizing goress conference in Tunign collaboration with the Tunisian Ministry of Tourism and
Handicrafts in December 2021, which resulted in further articles, radio interviews@radicasts on the
National TV

x Another press conferenceéo present and market the opening > 'GE v dE A E- wasy Z @
organized on December $12021, on thdnternational Mountain Day

x ITB Berlin 2022Besides their Top 100 award, Destination Dahar was nominated as one of six finalists to
further compete at theGreen Destinations Story Awardat ITB Berlin 2022, which will increase their
further visibility in the international market

xZ us8Z vs8] v ~ue$ ]Jvmark:Atthe@nd of 2021, the destination created a special mark and a
series ofCodes of Conducffor DMO, visitors and tourism service providers) to further develop their
sustainability efforts as well as to use it as a promotional tool highlighting autherdindases.

x Target GroupsHikers and trekkers, cyclists, cultural tourists, families, couples. Target markatginly
European markets and French-speaking markets.

x Marketing & distribution channels Press conferences and media (local, national, internatipnal)
collaboration with the national tourism organization, international fairs @€Bin, World Travel Market),
Good Travel Guid& couple of unigue accommodations market through Airbnb, more to be registered.

J MARKETING CHECK

Target groups  Marketing Marketing  Innovative &
tools channels Creative
Hikers and trekkers, cyclists, cultural tourists X
A cost free APP - information on places to visit, X
accommodation, local culture and festivals
Digital promotion sett good quality photos, X X

videos, including Good Practice Story video wit
the voices of locals

Brochures (digital, in EN, FR, DE), Hiking guide X

and Travel guide in French

S]*p o b uszZ v8] v ~uesS ]Jv o X X
Conduct for local service providers and visitors

Presentation at all major tourism fairs, press tri| X

for journalists and influencers
Challenges/ weaknesseWebsite currently only in French limiting the wider market access.

NOTE

x Good practice exampléd first Top 100 sustainable destination in the North African region

x Leverage of the Top 100 award for media attention (local, national, internationatjjitsisat ITB
Berlin 2022 via Green Destinations Story Awards

X Attractive Authentic and Sustainable Dah#&ode of Conduct and mark for local service provid
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Nos. 35 t38: Partnerships, Press and FAM trips
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PracticeNo. 35

siNd' KK W

Destination: Slovenia

Country: Slovenia

Website: https://www.visit-goodplace.com/

() ORGANISATIONAL SET-UI Local tour operator
E FINANCED BY/THROUGH: Private
> INITIATED IN: Company started in 2015
1] COMMUNICATION Website, Facebook, Instagram, LinkedIn, Newsletter, free Brochut
~ STRATEGIES: Language: EN
Categories Key attractions
x Pristine nature
x TopCycling and Mountain Bikintpurs
X Sustainable tour operator
Season x Hiking tours
Spring, Summer, x Wildlife watching tours
Autumn
DES@RPTION:

Visit Good Place israsponsible tour operatory certified by Travelife and a holder of the SLOVENIA GREEN

o oU AZ] Z ]+ o} 8 ]Jv "0}A v] [+ %]3% o ]3€stinations markedbypsistine] o]e o
nature, local culture, and great possibilities fautdoor activities (mostly in Slovenia, but also Croatia, Austria,
Italy). They offer hiking and wildlife watching tours, but the biggest focuségaimgtours lasting from three

days to two weekst e.g., Trans Slovenia tours omauntain bike (MTB) easy and moderate cycling tours
through Alpe-Adriaregion,gravel bikingtours in Slovenia.

Visit Good Place isgaeat exampleof a tour operator that has gredtternational specialst mediacoverage
Articles on their tours and destinations are found such media channels like Lonely Plariggtiona
Geographi¢c The Guardiarthe New York TimesConde Nast Traveller. However, since their main target group
is cyclists and bikers, a grdatusis placed on media outletailored directly to active travellers As a result

of a widespread specialist media coverage, Visit Good Place has becasieracognizedoutdoor tour
operator, especially for cycling and mountain biking adventures.

x Specialst media they have beerfeatured in Adventure cyclist, Bicycling, Mountain Bike rider, Prime

Mountain biking Magazine, Mountain biking UK, Active Traveller magaRigeBike (links to articles
providedhere; articles in English, German and French).
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x MTB BestsellerTrans Slovenia 01 a week-long tourwith a qualified MTB guide, going from the small
Alpine town to the Adriatic coast for more than 300 km, stayingth&ar boutique accommodations (cost
1480}). Well covered in suckpecialized magazineasthe Active Traveller Prime Mountain Biking
Magazine Alsogxcellent SEQO}v }( §Z (]E&+*3S & *pH0Se $Z 8§ %% & Jv « VE & VvP]

J1IvP Jv 20}A v] [X

x Touring BestsellerBike Slovenia Green: Alps to Adriaicweek-long tour running through the famous
Alpine lakes (e.g., Bled), wild} &, Jfére€Es and vineyards and ending at the Adriatic coast (total of 240
km). The guided tour includes cultural and gastronomic (e.g., wine tasting, prosciuitmjasgsits along
the way, and costs 1590 %0 ( * } v Xouwk}qeddasuch specialist magazinesBisycling magazine

X Target groupsinternational adventure tourists, especially cyclists and mountain bikers from khdJSA,
German-speaking and French-speaking markets; individual travelers, small groups.

x Marketing & distribution channelsNational tourism authorityféatured as holder of Slovenia Green travel
agency label), besides media, also active presence on social nabttieed newsletter (depending on
interests in activities), free digitalochurewith Top 5 suggestions for travelers, e.g., Top 5 sports activities,
Top 5 panoramic roads (appears as a pop-up on the website)Advisor

J MARKETING CHECK
Target groups  Marketing Marketing  Innovative &
tools channels Creative
Sustainable adventure tourists, especially cycli X
and mountain bikers
Newsletter (tailored to activities of interest) X
Free digital Brochure Top 5 suggestions by X X
experts
Press coverage, focus on specialist media for X
active travellers, cyclists and mountain bikers
Works with the National tourism authority, is pa X
of a national certification scheme
TripAdvisor (5-star rating) X
Challenges/ weaknesseMore language options could be available (e.g., German and French since tf
are among the markets targeted through media).

NOTE
x Strong identityt responsible tour operator offering authentic outdoor experiences
x Positionedas experts focycling and mountain bikingdventures

X Press coverage related to target groups mostly in speciadt cycling and mountain bikin
magazines

X Good SE®@esults when searching for mountain biking in Slovenia
X Inspiration for potential customers free digital brochure (pop-up on the website)
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PracticeNo. 36

W <MK&d, < BErdZ B

Destination: Dinaric Alps

Country:Albania, Montenegro, and Kosovo

Website:www.peaksofthebalkans.com

= ORGANISATIONAL SET-UI Ministry of Tourism in Montenegro, Regional tourism authority F
2 (Kosovo); Regional tourism authority Skoder (Albania)
L. FINANCED BY/THROUGH: Initial financing through GIZ programme
> INITIATED IN: 2010
§ COMMUNICATION Website, Facebook, Twitter, Instagram
STRATEGIES: Language: EN
Categories Key attractions
x Wild landscapes
X Trail modelt driving force for developme
x Unique cultural experience
Season x Long distance;ross-border trekking
Spring to Autumn < >
DES@PTION:

dz *S]v §]}v "W |« }( &0B) leads ¥hroughemote and wild mountainous region®f the
Western Balkans (Kosovo, Montenegro, and Albania). This area of the Dinaric Alps is coumigdhanheast
known areas of Southeast Europe amas virtually remained untoucheddzZ "W e }( §Z ol ve_
comprisesl92km and completes a circuit crossing the three countries. Thstagef the trail can be hiked

in 10 to 13 days, depending on the motivation and condition oftiker. The level of difficulty ranges from
easy to moderate; requires mountain equipment.

Peaks of the Balkans igeeat exampleto illustrate the importance o$trong partnershipetween different
stakeholders tacreate and promotea viable transnationaliking product To generate income for the local
population, end abandonment of the mountain region of Kosovo, Montenegyrd Albania and to bring these
parts of the region closer together, national, and lamalrism organizationsand hiking clubsjoined forces
with the German Development Cooperatiors } A 0}% ~dZ W |s }( 3dgions aslastngleE
destination for mountain tourism. Theccess factoto promote this product was twdailor-made press trips
with the AGEG Tourism for Sustainability press network that resultd8d/@ars of press coveragend a very
strong presentation in international press and media (German TV), for example, a halirgprogramme on
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a public television broadcaster of Bavaria, availalléne also now, alson YouTubeReviewsfrom partners,
tour operatorsandjournalists E  J*% 0 C }v §Z A ]38 U Jv §Z « §]}v Ztier& %o } %o

X The cross-border hiking trdibs been selected@s a practiceshowcasinghow creation and marketing of a
flagshipproduct cansuccessfullypromote this largely unknown mountain region to the international hiking
community and can turn into a driving force for the whole region. With the dgwaént of a transnational
hiking trail, one of only a few in the world, a common base for furtherasnable development for the
region was set up.

x Competitive tourism infrastructure Quality standards for local B&Bs in all 3 countries introduced;
campaign Taste the PoB started; quality standards for mountain huts and a pragrionmountain guide
certification implemented according to German DAV (German Alpine Federation) standards.

x Awards: Winner of the Tourism for Tomorrowestination stewardshigward (World Tourism Council)
resulting in a wider recognition on theternational market

x Target groupsMain market: international hikers from UK, USA, Australia, and German-speaking markets.
Broad network oEpecialist tour operatorgesulting from the GIZ project.

x Marketing & distribution channels National, regional and local tourism authorities, YouTube channel
(videos shared, e.ghere), PoB hiking trail map distributed via Amazon.

J MARKETING CHECK

Target groups  Marketing Marketing Innovative &
tools channels Creative
Main target group - international hikers X
Targeted specialist tour operators X
Hiking trail map distribution and online sale X
internationally
Tailor made press trips 3 years of press X
coverage
Partnerships with hiking clubs, specialist tour X
operators
Strong presence on YouTulleideos shared by X X
travellers, media channels, video on award
winning with voices of local actors
Challenges/ weaknessenformation on the website needs to be updated, more language options (e.¢
German) could be added; Peaks of the Balkans branded YouTube page could be created to showease
PoB content shared on this channel.

NOTE
\_jx PoBturned into dighthouse modelfor the entire region and has been already copied several til

x Good practice examplé forming partnerships with key target groups (hiking clubs, specialist
operators)

X Importance of the media coverage in target markets

x Importance of well-done video material t from television broadcasters, but also travelle
generated
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PracticeNo. 37
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Destination: Amalfi coast

Country:ltaly

Website: https://authenticamalficoast.it/

() ORGANISATIONAL SET-UI Public-private vS]SC JSE S$S} dpE&E]-S]i;} Todrsin
— Development Network Amalfi Coast (Rete sviluppo turistico C
2 [ u o.3upported by National Tourism Board ENIT
L. FINANCED BY/THROUGH: Invitalia, the National Agency for Development, owned by the Mini
> of Economy
|£|<J INITIATED IN: 2014
COMMUNICATION Website-online magazine, Facebook, Instagram, LinkedIn, Newsl¢
STRATEGIES: Languages: IT, EN
Categories Key attraction
x Local authentic culture
x Gastronomic experiences
x Breathtaking landscapes
Season x Soft mobility

All year round

DES@PTION:

The Amalfi Coast isc@astlinestretching between picturesque towns of Positano and Vietri sul Mare, situated
in the Campania region, Italy. It is one of Italy's most famous touristrdgigins. Authentic Amalfi coast is a
project focused on promoting thRinterland of the busy and touristic coastline. This initiative unites 94 local
private, non-profit, and public actors seeking to offerauthentic and sustainable tourismlternative for the
Amalfi coast.The touristic offer includes a range sift and cultural activities including hiking and cycling
tours, cultural tours and workshops, culinary experiences, wildlife observation.

The Authentic Amalfi Coast has been selected geaal practice exampléo show how such a project can
achieve great success saccessful partnershipsin July 2021, a cooperation was launched between the
National Tourism Board ENIT, local district administration anébtiuen anders reisen e.vt a Germany-based
business and trade association unitib7 small and medium-sized tour operatodedicated to socially just,
ecologically and economically sustainable tourism. The association,itssegpertise in sustainable tourism,
its network, and its marketing and public relations work, has ssugported the sustainable development
and marketingof the Authentic Amalfi Coast. In September 2021 a groueriman presgepresentatives
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were introduced to the destination and the project; in October 202EA8M trip for tour operators was
organized, presenting the local sustainable service providers and the offer of authentitesctibboth events
providing direct opportunities for local service providers.

x Articles in German media&
here).

SUE U (}E A u%o U ]Jv §Z Jv % v vBemardd }uso
x Website-magazinethe website of the Authentic Amalfi coast providesange of articlesabout the local
history, gems of the destination and authentic and green accommodation (exdmagde local restaurants
(e.g., thetaverna Buonvicinp foodmakersand more.

x Online surveyfor residents and travellers was active in Jul@ctober 2021. It was done to analyze the
needs of residents and of tourists, and plan for needed improvements. Tapibsas mobility, authenticity,
sustainability, accessibility, and training were addressed

x Target GroupsDomestic and international markets (focus on German market through the partnership);
higher-end cultural tourists, slow tourists. Network of specialized sustainablé anthinedium-sized tour
operators from Germany via partnership with forum anders reisen e.v..

x Marketing & distribution channels Press and Fam trips, social media channels, partnership with the
national tourism board and tour operator association

J MARKETING CHECK
Target groups  Marketing Marketing  Innovative &
tools channels Creative
Targeting higher end sustainable travellers X
Targeting specialist sustainable small and X
medium size tour operators
Website organized in a magazine style providin X X
insights into the destination, local stories, and
interesting history
Newsletter and Social media channels X
Partnership with German association uniting X
small and medium sized tour operators
FAM trips and Press trips X
Challenges/ weaknesse€oncrete directly bookable touristic products and experiences missing

NOTE

x Good practice exampld partnership with sustainable tour operator association
x Organizing Press and FAM trips in the destination (German market)
x Example opromotion of the hinterlandvia sustainable and authentic offer
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PracticeNo. 38
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Destination: Alpine Pearls

Country:ltaly, Germany, Slovenia, Switzerland and Austria

Website: https://www.alpine-pearls.com/en/

I~ ORGANISATIONAL SET-UP Network of Charming 21 Villages in the Alps Offering Green Mob
2 FINANCED BY/THROUGH: Initial EU funding, marketing fees
LL  INITIATED IN: 2006
>~ COMMUNICATION Website, Facebook, YouTube, Twitter, Instagram, Alpine P
L>1<J STRATEGIES: brochure, holidays destination map
Languages: GER, FR, IT, SL, EN
Categories Key attractions
x Holiday ineco-motion
x Uniquesoft mobility concept
x 21 Alpine quality villages
Season x Mountains, natural heritage

All year round

DES@RPTION:

A Network of Charming Villagesn the Alps offeringsreen Mobility t the Alpine Pearls. Alpine Pearl villages
are strung across the entire Alpine area of Germany, Austria, Italy, Slovenia, and Switzerland.

The umbrella organization Alpine Pearls joins togefiepf the most gorgeous Alpine villagas, their quest
for gentle mobility and climate-friendly holidays. Guests at these villag#senjoy carefully chosen
environmentally friendly mobility solutios like nowhere elseThese handpicked villaggsrovide a variety of
mobility options ensuring your ability to get around in ways that do not adversely dffeenvironment.

This isa great exampleof the unique marketing umbrellaorganisation that combines recreation and
environmental awareness. In 2006, Alpine Pearls esablished C i6 u u €& AJoo P «U 3Z W
0% X dZ +¢} ] 8]}v A twoSsHicceEsivauelE pidjectélps Mobility and Alps Mobility 11). Both
projects originated in an initiative by the Austrian Ministry of Agriculture, ForeBmyironment, and Water
Management. Idea behind it was tweate innovative tourist packagethat protect the environment The
results of these EU projects were implemented by creating the transnational umbrellaizagan Alpine
Pearls for the entire Alpine region. The 21 affiliated villages have to comply wigh ef guality and
environmental criteria to be selected and offer numerous premium qualitiesawtiealth of differenholiday
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packagesEntryfee for destinations 8,000 EUR; yearly membership fee for the destinations 12,000eEUR
year.

Theconcept: environmentally friendly activities, outdoor fun and regional culinary delights wrappmehdr
adventure, variety and quality.

x Activities offered: Hiking, walking, Nordic walking, mountaineering, climbing, cycling, tamubiking,
swimming, rowing, water sports, horseback riding, horse-drawn carriages, paraglidingceuoss/ skiing,
biathlon, Alpine skiing, snowboarding, ski touring, ski mountaineering, itegkanowshoeing, sledding
(all promoted on the Alpine Pearls webpage).

x Soft mobility conceptW  § Z W EoU vpu E}pues «Zusso « EA] U Z]lI E+[ v
cars, bicycles and laikes ensure that you can get around easily, yet without adversely affecting the
environment. Guest & Mobility Cards, which allow free access to local public transportation.

x Target groupsGerman-speaking markets, Europe, UK, international, upper segment of individual travelers
(hikers, trekkers, bikers, families).

x Marketing & distribution channels:Marketing campaigns (social media marketing), newsletterO@D,
contacts), strong media work and presentation at fairs and conferences. Strong coopsnatth national
& international tourism organisations. Marketing cooperations and cross-marketing

J MARKETING CHECK
Target groups  Marketing Marketing  Innovative &
tools channels Creative
Targeting upper segment individual travellers X
(hikers, bikers etc.)
Unigue marketing umbrella organization X X
Social media marketing campaigns X
Newsletter with 60,000 contacts X
Partnership with national and international X
tourism organizations
Brochure, map X
Challenges/ weaknesseGrowing competition for mountain tourism destinations around the globe; mc
and more destinations start soft mobility concepts

NOTE

Alpine Pearlst Green Travel with Mobility Guarantee- unique soft mobility concept
Example of the uniquearketing umbrella organisation

Success factor: innovative tourism practices, recreationeandronmental awareness

X X X X

Strong participationfrom local tourism stakeholderstraining of local hosts by Alpine Pearls
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Nos. 39 t40: Social Media Marketing
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PracticeNo. 39
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Destination: Iceland

Country:Iceland

Website: https://www.icelandtravel.is/

— ORGANISATIONAL SET-UlI DMC in Iceland
2 FINANCED BY/THROUGH: Private
L INITIATED IN: 1937
> COMMUNICATION Website-booking platform, Facebook, Instagram, Twitter, YouT
I-I¥J STRATEGIES: TripAdvisor
Languages: EN, IT, FR, RU, DE, ES, Chinese, Japanese
Categories Key attraction
x Adventure experiences
X Stunning landscapes
x Northern lights tours
Season
All year round < >
DES@PTION:

Iceland Travel has been theading DMdn Iceland since 1937, offering tours all around this northern country.
Iceland is apopular adventure tourism destinationwell known for its spectacular and unique landscapes
ranging from rugged coasts tglaciersand waterfalls, and offers distinctive experienceshot springs
northern lights, and wildlife (e.g., whales, puffins).

Iceland Travel has a diverse product portfolio that includes a varietytofejaulture, and adventure tours in
Iceland as well asnique experiencessuch as a guided volcano tour or kayaking by the glacier.

Iceland Travel is good exampleof athriving tourism businesghat successfully usesocial mediachannels

for its marketing. They have a vast social media preseniteough their social media channels they reach
around 300,000 people, wittmstagrambeing the main channel witA15,000 followers To keep the audience
interested and to enthuse them to visit Iceland and book the tours, the company dllyspostson their
main social media channels (Instagram and Facebook). They mainly use photos of bdeatis¢anery, as
well as showingshort video clipsfrom their tours. A strong social media presence helps Iceland Travel to
remain the leading gateway to Iceland - every year they assist moreB&00 touristsvisiting Iceland.
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X Tailored videos:A series of authentic and personal short videos wheilecal guide showsdifferent
destinations and talks about what to expect on the tours (for example, showingahsprings) are used
on Instagram (around 4000-5000 views per video clip).

x User-generated contentlceland Travel selects photos posted by other Instagram users (of which neany ar
also amateur and professional photographers) to share on their profile (mentioning andjlthkipost to
the author).

X Target Groups:Adventure and nature tourists, international markets from all around the worldn(fro
Western Europe and the USA to Japan).

x Marketing & distribution channels Website-booking platform, social media channels, features on the
national tourism website; membership of many domestic and internationalcatons (e.g., the Icelandic
Travel Industry Association, the United States Tour Operators Association (USTOARith&sdagiation
of Travel Agents (JATA)

J MARKETING CHECK
Target groups  Marketing Marketing  Innovative &
tools channels Creative
Targeting adventure tourists X
Video clips with local voices and faces (guides) X X
showing around the destination and tours
Website-booking platform X
Strong presence on social media, especially X
Instagram
Daily posts with good quality photos, using use X X
generated content
Member of international and local professional X
associations
Challenges/ weaknesseAlong more specialized small group tours, there are also jeep tours and simi
tours that do not target sustainable adventure tourists

NOTE

Good Practice examplestrong social media presence
Investment in visibility on Instagrardaily posts}( / o v [* 0 vV * %o °
Use of user-generated content for social media

X X X X

Creative and more personal approach - short videos by guides showing the destinatiofieand
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PracticeNo. 40
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Destination: Palestine

Country:Palestine (company operating in the UK)

Website: https://zaytoun.uk/

'Q ORGANISATIONAL SET-UI Zaytoun - a social enterprise and community-interest company
E FINANCED BY/THROUGH: Private
> INITIATED IN: 2004
1] COMMUNICATION Website, Facebook, Instagram, Twitter, YouTube, Newsletter
~ STRATEGIES: Languages: EN
Categories Key attractions
x Quality products
x Gastronomic experience
x Cultural experience
Season x Creative actions for promotion on social me
Products - all year roun
Trips - Autumn
DES@RPTION:

Zaytoun is aocial enterprisebased in London, UK, which was foundedupport Palestinian farmersThis
community interest company commercialises local and quality Palestiaiatrade products(e.g., olive oll,
almondsg, and acts as a local DMC for the promotiomariersive cultural toursin Palestine that they organize
around the end of October, the time of tlamnual olive harvest100% of the profits of Zaytoun are reinvested
into furthering their mission.

Zaytoun is @reat exampleof an award-winning responsible company that usesnaovative and creative
marketing strategy, in which thesocial mediamarketing plays a vital role. Combining all their social media
channels, Zaytoun reaches around 26,000 users, with their biggest presenceamotadtagram (13,000
followers). They engage with the audience through posts (on their products, showingctiddrmers), but
mostly through Z « 5} GBheile the company creates original content but also shares the content ef oth
users (for example, users posting reviews of their products). They alsohigiveghted sectionson the
Zaytoun Instagram storiefor different topics - customer[ /A %o Ethewr products, media coverage and
more. Moreover, Zaytoun has a solid collection of authentic videos on ¥wuTubechanne| such as
interviews with Palestinian farmers. In general, their overall marketing approaciding the use of social
media, allows their customers tmnnect with the Palestinian farmers and communigven offline and goes
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hand in hand with the mission of Zaytoun of not only promoting Palestipraducts, but also raising

awareness about the country.

x Local culture and gastronomy tourgZaytoun offers three types of trips to Palestifi@ste the Palestine
(run in partnership with Amos trusf)l-day trip with unique local gastronomic experiences, e.g., cooking
with local communities in the refugee camps, meeting date farmers, harvestigg olith the Palestinian
fair trade associationProtective presencet helping (as volunteers) the Palestinian farmers with olive
harvest, but also offering support and solidarity; one week |blagvest tour t immersive cultural tour
witnessing the daily life of Palestinian communities and farmers.

x Creative promotion campaignTo promote the products Zaytoun invelychef-influencers- they provided
different chef influencers with Zaytoun products, chefs prepared meals and shared their recipeotosl ph
of the results on their personal Instagram profiles. Those stories were ther» ZISEE

platforms; see the high Z§

§ZE}UPZ » C&}
§1}v Z Z (*[ }v §Z ]Ehéress PE u S} E] »

x Recipes are also providesh the websiteas an inspirational tool to cook with Zaytoun products.

x Target Groups:Mostly UK customers. Target group of customers looking for responsible, ethical, and

sustainable products

x Marketing & distribution channelsDirect booking through their website, great coveragenoedia, strong

social media presence, products distributed via wholesalers.

J MARKETING CHECK

Responsible consumers

Video clips with local voices and faces
interviews with farmers on YouTube
Website-booking platform. Strong storytelling
throughout the website

Strong presence and users engagement on sot
media, especially Instagram

Promotion campaign with chef-influencers on
Instagram

Strong press coverage

visits to Palestine

Target groups

X

Marketing
tools

X

X

Marketing
channels

X

X

X

Challenges/ weaknessetack of information on their social media marketing channels on their organi:

Innovative &
Creative

X

X

NOTE

Strongsocial media presence

X X X X

Creative promotion campaigns involving chef-influencers

Good practice examplé anethical companysupporting the local farmers and communities

Creating the connection between the local farmers and customers via interviews and videos
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Nos. 41 -42: Virtual Tours and Gamification
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PracticeNo. 41
W' >

Destination: Apulia region

Country:ltaly

Website: https://www.viaggiareinpuglia.it/

ﬂ ORGANISATIONAL SET-UP: Regione Puglia (regional department for tourism and culture), P
QO Promozione (The Regional Tourist Board), Innovapuglia (Puglia
< in-house Agency)
"~ FINANCED BY/THROUGH:; Public, EU funds (e.g., Programma Operativo Regionale 2014-2
E INITIATED IN: NA
v~ COMMUNICATION Website, Facebook, YouTube, Instagram, Twitter
STRATEGIES: Language: EN, IT, DE, ES, FR, RU
Categories Key attractions
x Cultural heritage (e.g., Trulli)
x UNESCO World Heritage sites
x Diverse nature
Season x Impressive coastline
x Great gastronomy offer
All year round
DES@PTION:

The Apulia region> W p)sa]southern region of Italy, marked by its extraordinary coloursaadtiful

diversity of nature, culture, historyand its breath§ IJvP 0 v ¢ % <X /8[¢ }E & C 3A} -
and Adriatic, with800 km of coastline Puglia has a strong soft tourism infrastructure, including 9 dfficia
walking routes(many ancient Mediterranean routes),cgcling routes and 12routes of wine and tastesas

well as an authentic culinary offering - 10,000 local restaurants of which 2,00Ghasecellence certificate
cultural offer including 4 UNESCO heritage sites and a network of protected areas and natural diversity.

Puglia is ayreat exampleof innovative marketingsince it uses differentreative initiativesto engage with

their potential visitors. One of these initiatives 1s C lv + WseBlele), a section on the official

tourism website offering &irtual tour of Puglia. Visitors of the website are invited to spend a day in Puglia
right from their home. The page #&ructured into four parts of the day (morning, lunch, afternoon, and
evening) and for each time of the day suggestions and links are providdchiimersing yourself in the
destination from home.For example, in thenorning } v v 0]*S v 8§} 0} 0 & ]} %} <3¢ }CE
castles through 3D virtual tours; ftunch, cook atypical Pugliese disliollowing provided recipes and videos

of local chefs; visit one of the museumghe afternoon; and spend aeveningwith a movie from Foggia film
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( *3]JA 0 }E Z | }us WpPo] [+ ]P]3 0 0] E @gaye Areddy I§jahcudtoineféss|A « Z
example, once tourists are back home from the destination), but also to attract the atteafipotential

visitors who are planning to come; it is also a perfect tool in scenarios when travel i texst for example,

in the context of the COVID-19 pandemic.

x Gamification t Puglia Travel Testanother creative initiative, a game-test on the official website with
guestions for users, presented in a Who Wants To Be a Millionaire? style, which helps wsdsetdheir
tourist profile and get special travel suggestions for visiting the destination lmasdukir profile (places to
visit with itineraries, a local recipe, a movie to watch and more).

x Social media presence @so very strong with a great following. Use of their own hashtags (#WeArelnPuglia
#VieniaMangiareinPuglia) that other social media users can use to allow reposting on Bffigiil
channels.

x Target markets Domestic and international travellers, cultural, slow tourists looking for autheatiare,
culture and gastronomy offer.

x Marketing and Distribution channetsMain official website, social media channels, the APP, partnerships,
for example withLombardyr P]}vV /8 oCJ[e }((] ] o S}uE]eu *]8 X

J MARKETING CHECK
Target groups  Marketing Marketing  Innovative &
tools channels Creative
Slow tourists, cultural tourists looking for X
authentic experiences
A consolidated virtual experience offér C ] X X X
* W u Poa the official website
Gamificationt Puglia Travel Test X X
Videos of local chefs and grandmas cooking X X X
traditional dishes (on social media channels)
Partnerships for promotiort e.g., with Lombardy X
region
Strong presence and users engagement on sof X
media channels
Challenges/ weaknesseBirect booking options missing

NOTE

x Great example of innovative user engagement initiativgmmified test, virtual tours
x Virtual experience offer tengage visitordo spend a day in Puglia from home

x Building on local cultural anghstronomic identity t for example, section with local recipes, vide
with chefs cooking local recipes
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PracticeNo. 42

d &K ">E AN

Destination: The Faroe Islands

Country: Self-governing region within Kingdom of Denmark

Website: https://www.visitfaroeislands.com/

— ORGANISATIONAL SET-UP: Visit Faroe Islands, the Faroe Islands' official tourist board unde
2 Ministry of Trade and Industry
L. FINANCED BY/THROUGH: Public
> INITIATED IN: 2012
|->1<J COMMUNICATION Website, Facebook, Instagram, Twitter, LinkedIn, Vimeo
STRATEGIES: Languages: EN, DE, DN
Categories Key attractions
x Unspoilt nature and landscapes
x Outdoor activities
x Unique local culture
Season x Wildlife watching
x Innovative creative marketing campaigns
All year round
DES@RPTION:

The Faroe Islands is an archipelagd®mountainous island$ocated halfway between Iceland and Scotland
in the North Atlantic Ocean Tourism is one of the main industries of this small country with fish&ing the
most important one. Islands are marked tyspoilt nature, wild landscapes with waterfalls, biodiversity and
unique local architecture, such gsass-roofed housesThe touristic offer of the islands includes a range of
outdoor activities t hiking, birdwatching, cycling, diving, fishing and more.

The Faroe Islands isgmod practice exampleghat showcases areative marketing approachOne of their
most recent initiatives to combat the restrictions of travel during the early COVIDaiemic was the
Remote Tourismproject. Visitors could explore the destination from home, via ilnteraction (using their
smartphone, tablet, or P@ith a local Faroesewho had a camera attached to his/her helmet and was acting
asthe A] A @yés and body on a virtual exploratory tour, and taking visitora ¢wur on land, water and
evenby helicopter. 22 tourswere organized before the destination re-opened agaitow these tours serve

as an inspiration for prospective travellers who want to get a glimpse of the destination.

These tours also make part of thiztual experienceghat Visit Faroe Island prepared to enable pedplgisit

the Faroe Islands from homBesides the tours, on a dedicated page visitors can find links to Faroese musi
recipes to coolocal seafood disheand even information on how tknit a sweaterusing Faroese patterns or
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links to listen to or read the most well-knownyths and legends from the Faroe Islands. These and other
innovative campaigns (see belowdsition Faroe Islands as anique and creative destinationit attracts
attention from theinternational media (the Faroe islands hawggeat press coveragencluding such media
outlets as Lonely Planet, the New Yorker, BBChse® and increase tourism.

x Google Sheep viewin 2016 the Faroe Islands pcameras on their sheepo create their own version of
Google Street viewt with no media budget the story was covered by all the major media in the world and
was thethird most mentioned news storyin July 2016. Recorti7% passenger growtkvas recorded in
2017 by the national airlines of the Faroe Islands.

x Faroe Islands translateAnothercreative marketingproject t to provide an opportunity for tourists to learn
some of the Faroese language, the destination cre#tted own translation tooland alternative to Google
Translatet but instead of a written translated word, they uskort video clipsof differentlocal people

x Closed for MaintenanceAn initiative to attract volontourists who come to the islands to helpnaintain
their popular tourist sites (e.g., hiking trails); voluntears provided both accommodation and food over
the three-night period.

x Target groups Travellers from international markets (e.g., Western Europe, the USA, Canada, German-
speaking markets, Scandinavia); adventure travellers looking for exceptional outdoor activities.

x Marketing & distribution channels cooperation with international tour operators (sémre), their own
booking siteGuide to Faroe Islanda special sitéo book hiking tours great presence on social media
channels, impressive press coverage, more than 140 videdsiifozo), a range obrochuresand a free to
download travel guide (hiking, birds, camping, cycling).

J MARKETING CHECK
Target groups  Marketing Marketing Innovative &
tools channels Creative
International adventure travellers, nature touris X
Remote tourism campaighlive virtual tours X X X
with locals
Page for virtual experiences- Visit Faroe Island X X X
from home
Faroe Island translaté short clips of locals X X
translating phrases in Faroese
Great international press coverage as a result X X
creative marketing campaigns
User-friendly direct booking websites X
Challenges/ weaknesseRemote tourism website currently not working and there is a lack of adequat
information to see virtual tours- the provided link to virtual tours videos is miktea

NOTE

x Great example of howreative campaignsvith no media budgetgenerate international medi:
attention

x Creation of a set of original experiences for visitors to get to know the destinfiionhome

X Good practice exampléremote tourismthrough interaction with a local person
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Nos. 43 -44: Digital word of mouth, Influencers
and Digital nomads
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PracticeNo. 43

Xs WKt E

Destination: Cape Town

Country:South Africa

Website: https://www.capetown.travel/

() ORGANISATIONAL SET-UP: The tourism board Cape Town Tourism
E FINANCED BY/THROUGH: Public
INITIATED IN: 2004
E COMMUNICATION Website, Facebook, YouTube, Instagram, Pistefevitter
»~ STRATEGIES: Languages: EN
Categories Key attraction
x Spectacular viewsf the coastlines
x Hiking in and around the city
x Vibrant city life, creative neighbourhoods
Season x Wildlife watching
x Media hosting programme
All year round
DES@®PTION:

Cape Townisportcity }v A}us3zZ (E] [e }p3ldémeaiked by impressive landscapes ranging from
the blue waters andsandy beacheso the mountains, offering visitors numerogpectacular viewpoints
hiking opportunities in and around the city, wildlife watching (e.g., pergjuas well as all the city benefits
including rich culture, museums, angrant neighbourhoods as well as food and wine experiences in and
around the city (e.gwine tram). Cape Town is alsorasponsible destinationt visitors are advised with tips
on travel safetyas well as on the actions the city takes in terms of environmemtdégption and sustainable
resource management (e.g., water, waste, energy, and other issues).

Cape Town is good practice examplghat showcasegfforts to attract medig includinginfluencersand
digital nomads(people who use the Internet to work remotely without having a fixed home bdsm) this
purpose, the city created Media Hosting programmehat allows media influencers and travel journalists to
be hosted as guests. On the official website, zaplication formfor media hosting is provided, where
applicants have to provide information on their media channels and reach aasvafflered exposure (in terms
of written articles, videos etc.). Approved applicants are provided with assistance duringthadrdiscounts
on services. Moreover, the destination also created the Cape Town TolMgital Assets Librarthat
proposes high-resolution digital assets (photos and footage) for promaltissage. The destination is covered
in numerous articleg)log articles coverage in social media channels (especially Instagram and YouTube).
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x Collection of Experience&xperiencesst provided, offering the possibility to choose between land-based
adventure, water-based activities, and air-based adventures.

x Examples of influencers coverag¥arious blog articles (e.dnere andhere), coverage on Instagram (e.g.,
here), videos on YouTube.

x Social media marketingThe DMO also has a strong preseonsocial network platforms, namely through
]38« ~>}A % d}Av_ e} ] ou ] Z vvoel}v& }}IU /ves PzEudpPirekbh ]33 E
access to their Instagram account is provided through the web portal.

x Pocket friendlychallenge A friendly competition between four groups in six locations around Cape
t every person can spend R150 to enjoy the activities in Cape Towreg\dtaa series of videos have been
produced.

X Target groupsinternational travellers, independent travellers; in th&wurism Development framework
2024, four maintarget segmentshave been identifiedt indulgers (people looking for fine experiencds
exquisite accommodation and food, cultural life etca)plorers (looking for natural and cultural
experiences, soft adventures$pecialists(niche segments focused on specific experiences, including
outdoors and adventure, culture & heritage, and food & wine) and MICE.

x Marketing & distribution channels Web portal, social media channels, digital word of mouth, the South
(E] [* Vv 8]}v o S}HE]*U %}ES oX

J MARKETING CHECK
Target groups  Marketing Marketing  Innovative &
tools channels Creative
Four main segments, focused on travellers X
looking for natural, cultural, food experiences
Video content (e.g., from pocket friendly X X
challenge)
Digital promotion sett a great dataset of good X X
quality photos, lots of visual content on social
media
Media hosting programme X X
Coverage by travel journalists, bloggers and X X
influencers
Lively website, direct connection to Love Cape X X
Town social media accounts
Challenges/ weaknesseBirect booking options missing, for example for highlighted Experiences.

NOTE

x Great example of enedia hosting programme
x Using digital word of mouth promoting via digital nomads, bloggers, and influencers

x Travel Wise initiativet ]v opg ¢ E *%}ve] o S}pE]JeuU pus o} JVv(]JEY
regarding safety while traveling in Cape Town.
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PracticeNo. 44
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Destination: Scotland

Country: The United Kingdom

Website: https://www.wildernessscotland.com/

() ORGANISATIONAL SET-UP: Private local tour operator
E FINANCED BY/THROUGH: Private
INITIATED IN: 2000
E COMMUNICATION Website, Facebook, Twitter, Instagram, Newsletter
»~ STRATEGIES: Languages: EN
Categories Key attraction
x Pristine nature
x Adventure holidays
x Most remote regionst Highlands and islan
Season x Ecotourism
x Nearly 5000 client reviews on their website
All year round
DES@®PTION:

Adventure travel and ecotourism company based in Scotland, offering a andg rof nature holidays and
wilderness experiences themost remote and wild region®f the Highlands and Islands of Scotland. Among
the activities offered, there arevalking, cycling and mountain bikingea kayakingcanoeing ophotography
tours. Wilderness Scotland is alsswstainablecompany with different practices and initiatives in place, for
example, they run aarbon labelling projecto calculate the kg of carbon per traveller, they collect funds for
different conservationinitiatives and more.

Wilderness Scotland isgreat exampleof a company that has an excelleeputation that results from their

offering of exceptional quality tours. Using and showing this reputation i®btieir keymarketing messages

clearly visible on their website. Theips3}u @& «[ aredthedirst thing one sees when visiting the website

t displayed on théop of the homepage]s §Z @& A] Ae « }JE ~3X0606 }pus }( ieU « }v U
~& X Tiffe ¢« A oo « v /& u%o digital @ordl JofAmouthfmessatjes are portrayed
SZE}UPZ}pus 8Z A 13 v 00 upedju @ & Al A v  HIWw dgv W %ZvC
collect reviews by sendirmyfeedback surveyo all their clients when they return from their guided, self-guided

or tailor-made holiday with them. Reviews include information oa thpe and total humber of the trips
customers took with Wilderness Scotland, theguntry, age groupand trip date. This system tke best
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quality badgefor Wilderness Scotland services, and it clearly shows their potential customersnbow
people have already enjoyed their tours and why, thusgseat strategyfor new customer acquisition.

x Other channels for reviewsBesides their own platform, Wilderness Scotland also have reviews platforms
on Aito t The Specialist Travel Association and arstpilot

x Awards:Gold Award by Green Tourism, a UK-based certification programme; winner ddidd 2ading
Green Tour operator award at World Travel Awards.

x Media: Featured in National Geographic Traveller 50 tours of a lifetime edition.

X Target groups Domestic and international travellers, adventure travellers, ecotourists, photography
enthusiasts and professionals; independent travellers, families, and small groups.

x Marketing & distribution channelsDirect booking through their website; partnerships with AITO Specialist
Travel Association, with ABTA (the UK's largest travel association, representing travel agentsrand to
operators), social media channels.

J MARKETING CHECK

Target groups  Marketing Marketing  Innovative &
tools channels Creative
Targeted to adventure travellers, ecotourists X
Client reviews as the quality badge used X X
throughout the website
Monthly newsletter X
Attractive and informative website X
Media coverage (National Geographic) X
Partnerships with associationsthe specialist X
travel association
Challenges/ weaknessenvestment and maintenance needed for the customer review system

NOTE

x Great examplet using digital word of mouthas the key marketing approach

X Reviews system directly on the website; reviews are personalizédformation about the
SE A oo E[* }uvSECU P PE}u%U S}pE 3 | v

x Example of a sustainable tour operator with a range of sustainability initiatives in place

237



Nos. 45 -46: Storytelling and Creative
marketing campaigns
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PracticeNo. 45

ds > E/

Destination: Albania

Country:Albania

Website: https://www.activealbania.com/

() ORGANISATIONAL SET-UP: Active Albaniat an initiative and licensed tour operator
E FINANCED BY/THROUGH: Private; international cooperation - USAID, Swisscontact, EU fun
INITIATED IN: 2019
E COMMUNICATION Website, Facebook, YouTube, Instagram, LinkedIn, Newsletter
~ STRATEGIES: Languages: EN, IT, DE, FR, SV, ES, NB, NL, CS, PL, HR, SQ, E
Categories Key attractions
x Adventure activities
x Great outdoors
x Wild nature t mountains, rivers, sea
Season x Creative promotion campaigns
All year round < >
DES@®PTION:

Active Albania is eesponsible tour operator ¢ ]Jv d]JE v U o vVv] [* %]3% oU AZ] Z Epuv
country and its neighbours. Albania is an attractive destination thaigheat natural and cultural assetsts
landscapes ranging from high mountains to crystal clear sea. Active Albania has a greait adfeznture

tours on land and on watet hiking, cycling, rafting, snorkelling, kayaking, horseback riding and more.
TheUSPof Active Albania is the offer of adventure activities with the local experigimce the company works

with small local businesseshus travellers can experience the genuine hospitality anthenticity of small,

often family-run accommodation and taste local food.

Active Albania is good practice exampléor developingreativeresponsible tourisrsampaignssuch as their
2019innovative marketing campaigiaken by Albania The idea of the campaign came from tmevie

Ad | ya thriller where actor Liam Neeson played the main role and which podragene negative
stereotypes of Albanians. Thus, within the framework of the Taken by Albania campaign, Atn&a
developed thepromotional video with the slogan® § | v C o thal refers directly to the movie,
combats the stereotypes and addresses #utor Liam Neesomo come and be taken by the magyeat local
features of Albaniat from spectacular landscapes, outdoor activities, local culture and food. During the three
years since its release, this videoYoouTubehas been viewethore than 450,000 timeshis campaign helped
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Active Albanido better position itself as a green, hospitable, and active tourism destination and to showcase
their offer.

x Other campaigns:]v TiTiU U% JPv A13Z % E}u}3]}v o A] } Z~8 Ce"o(3 EBA
was released and in 2022video ¥isit Albania 2022 - Unparalleled, Exceptional & Authdric }3Z A] }e
use the storytelling that showcases Albania as exceptional country compared to otheatiests in terms
of its wilderness and authenticity.

x Local voicesTestimonialfrom small local businesses that are mostly run by local families are portrayed
on the website, providing the credibility regarding the local character of thest and efforts of the
company in terms of supporting the local communities.

x Social mediaThe highlightsof Instagram Stories are organized according to the activities offered by Active
Albania, thus working as a perfect promotional tool for adventure travellers lookingnépiration for
specific outdoor activities.

X Press coveragd-eatured in international medjdike Lonely Planet, the Independent.

x Professional associationsActive Albania is a member of Adventure Travel Trade Association (ATTA);
partners with World Rafting federation.

X Target groupsAdventure travellers from international markets, as well as from the Balkan region.

x Marketing & distribution channelsWebsite, TripAdvisob{star rating, Albanian National tourism agency,
social media channels.

J MARKETING CHECK
Target groups  Marketing Marketing  Innovative &
tools channels Creative
Targeted to adventure travellers X
Creative campaignsvideos with innovative X X
storytelling
Newsletter X
Attractive social media channetswell organized X
to get information on offered activities
Media coverage X
Partnerships with Adventure Travel Trade X
Association
Challenges/ weaknessea pop up promotional video appears automatically on every page of the web

NOTE

x Great example ofreative marketing campaigns
x Using a film reference for the campaign

x Involving diverse local actorsn the promotional campaignt from the minister to the loca
producers, local communities, and hosts
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PracticeNo. 46
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Destination: Coastal Bay of Plenty region

Country:The New Zealand

Website: https://www.bayofplentynz.com/

f—~ ORGANISATIONAL SET-UP: d %0}] d D} v @p] n d}pEJsu C }( Wo vSC
2 management organisation (DMO) for the Coastal Bay of Plenty re
L. FINANCED BY/THROUGH: Public
> INITIATED IN: DMO since 2018
|->1<J COMMUNICATION Website, Facebook, Instagram
STRATEGIES: Languages: EN
Categories Key attraction
x Outdoor activities
x Ecotourism
x Authentic local destination
Season x Coastal destination
x Cultural activities, locaD }E&] poSpE
All year round
DES@RPTION:

Bay of Plenty is a destination situated on the northern coast of the North Islati New Zealand. It is the

destination marked by spectaculéeaches but alsolush forestsand thriving communities. Bay of Plenty

offers a range oéxperiencest from engaging in outdoor adventures (e.g., walking, cycling, surfing), cultural
§]A18] » ~(E}u D }E] 8} }vS U%}E EC HOSUE * 8} 0} 0 E 5 PE vieX

Bay of Plenty is also an exemplary destination that has a strategy developed acdortliegegenerative

tourism principles, with vision focusing on tourigm &t dnelp the region flourish, by regenerating instead

of extracting and helping make Bay of Plenty a better place over time.

Thus, Bay of Plenty isgaeat exampleof the region that develops its tourismith the local stakeholdersand
communities and has storytelling focused on the authentic local life. Themestic marketingcampaign

Z"u&g ul C}u su]jJo W Kv «3]v §]}vuskan example dfijaEsined it portrays thaique

cultural heritageand local natural assets as well as the local lifestyle as the key messages. The estsés f

the section ZD &§ 8Z >} o0°+[U AZ] Z % E}A] < Jv(}EuU 3]}v }v *32E&EZ}E§ o)}
Jvd EA] AV v StworesBU}voB}A]JvP A]]3}E- 3§} A %o0}E Stdries of $Hevlosdliv $Za
artists, restaurant owners, tour operators etc. TB®MO achieved great resultih]$Z §Z Z "puE 3§} u |
Aulo [ u% JPv 3} & &N diiriAg esGaEie-19 pandemicnumbers of domestic visitors during
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the 2020 winter school holidays were 26% higher than in 2019 and there @#siacrease in overall visitor
spending

x Bookable Experienced\ very wide range of directly bookable experiences is available. Experiences include
guided tours (e.g., evening kayaking tour or a visit to a boutique loraftery), marine wildlife watching

(dolphins, whales, seals), cultural experiences (ewgtural immersion experiencewith an indigenous
storyteller) and more.

x Walks and Trds: Available on thevebsite suggestions to explore different parts of the destination on foot,
plenty of easy walks and also suggestions for dog-friendly walks in the Bay.

x Off-grid accommodationsFeatured on a separate page, options toigue staysat the Bay of Plenty,
ranging from luxury glamping or staying in a cob cottage.

x Tourism strategyShared}v §Z JE A ]38 V }v }( 8Z (JUE *S3E 5§ P] % E]}E]S] -

x Target groups:Both domestic and international visitors, independent travellers, families. Targetem
segments: Outdoor adventurers, Eco-travellers, Culture lovers and Ocean and beash lover

x Marketing & distribution channelsMain website, social media channels, the destination promoted by the
national tourism authority of New Zealand (seere).

J MARKETING CHECK
Target groups  Marketing Marketing  Innovative &
tools channels Creative

Targeted to eco-travellers, cultural touristsour X X
segments identified

E 3]A U% JPv ZAuE 38} u l X X
Great digital promotion set good quality X
photos, numerous videos throughout the websi
Attractive social media channels X
Stories and interviews with locals X X
Featured through the national tourism website X
Challenges/ weaknesseMore language options for international tourists missing.

NOTE

x Great example of auccessful marketing campaign

x Example of the destination with strategy alongegenerative tourismprinciples with significan
involvement of local stakeholders and communities

x Use oflocal stories and local facesinterviews with local tour operators, artists, restaurant own

etc.
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Nos. 47 -48: Online Trip Planner System
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PracticeNo. 47

Y

Destination: Galicia

Country:Spain

Website: https://www.turismo.qgal/inicio

() ORGANISATIONAL SET-UP: Turismo de Galicia
E FINANCED BY/THROUGH: Public private partnerships, EU funds
INITIATED IN: NA
E COMMUNICATION Website/blog, Facebook, Twitter, YouTube, Instagram
v STRATEGIES: Language: GL, EN, FR, DE, ES, PT, IT, RU, Japanese, Chinese
Categories Key attractions
x The Way of St. James
x Stunningcoastal landscapes
X Birding
Season x Nautical sports
x Convenient trip planning tool
All year round
DES@RPTION:

Galicia is in the north-western part of Spain, situated on the Atlantic coast and miaykstdnning coastal
landscapesand beaches as well as numerauastural heritage sites Besides its most famous attraction, the
Way of St. James (a popular ancient pilgrim route, see practice nr. 18), the Galmmalegioffers a variety
of nature activities such as birding, mountain biking, nautical sports, as wetluiaral and gastronomic
activities, including wine tourism, itineraries to discover the cultural heritage and sanctuaries.

Galicia is great exampleof a destination that has successfully integrated @wine trip planner system tool

in its website. Their tool is called D C dafitl]its[easily found on the landing page (the suitcase icon on the
top of the page).

It is aservicethat provides users withelp to organize their tripgo Galicia during three different stagesf-

the planning stage, during the visit and after the visit. To use this todbrgisiave taregister on the website
Travellers can use the My Trip icon on the websiteattd their favourite places to visit, restaurants,
accommodationand other attractions on their own itinerariyon their personal My Trip page they will get the
map of their route and will be able txport information in PDFor export the GPS locations. They can also
use this tool during the trip (to see the map, use GPS locations) as well as aftep théhely can note what
they visited and add notes on what they would like to see next timebétsefits include direct user
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engagement and providing all the information for planning their trip ambook servicesdirectly or to book
provided packages. Thus, it creates a sales opportunity.

x Brochures and Publication®Available on the website is the collection of useful information in the form of
39 brochures(on natural parks, routes and trails, birding, gastronomy, etc.), 7 videa&Pgincluding
Way of St. James, Birding, Wine Tourism, Cultural Agenda, Natural parks and mstregt imaps

}Avo} 0 % ( (]Jo ¢ }( u %= }( $Z u louriftclmepd v A }SZ &

x Virtual tours: Offer of virtual tour experiences, for example, of the monasteries and cathedrals.

X Target groups Domestic and international travellers, active travellers, ecotourists, hikerscadiibsts,
cultural tourists.

x Marketing & distribution channels Active presence on social media channels; direct booking of products
possible through the official website, for exampbere; trade fairs like ITB Berlin; digital brochures, APPs,
maps.

J MARKETING CHECK
Target groups  Marketing Marketing ~ Innovative &
tools channels Creative

Targeted to active travellers, ecotourists, hikers X

cultural tourists

Kvo]v SE]% %0 vv E *Ce*3S u b X X X
the website

Great digital promotion set good quality X

photos, numerous video clips

Brochures and maps available to download X

8 APPs for different products and interests X X
available, e.g., birding, wine tourism

Social media channels X

Challenges/ weaknesseWebsite is rather slow, pages take quite a lot of time to load.

NOTE

x Great example of destination with arintegrated Online trip planner systenon the website
x Creating direct sales opportunities for visitors
x Further commercialization by offering direct booking of packapeavel offers
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PracticeNo. 48

d t zK&dX D A

Destination: The Way of St. James, Galicia

Country:Spain

Website: https://www.caminodesantiago.gal/en/inicio

ﬂ ORGANISATIONAL SET-Ul Wp o] } ¢ ~dz 7N} ] vev]u y *S]ev
Q under the Turismo de Galicia
E FINANCED BY/THROUGH: Public, EU Regional Development Fund
INITIATED IN: In 1987 the Way of St. James was declared the first European Cu
E Route by the Council of Europe
~ COMMUNICATION Website, Blog, Facebook, YouTube, Instagram, Twitter
STRATEGIES: Language: EN, FR, DE, PT, IT, ES, Galician
Categories Key attractions
x Ancient pilgrim routes
x Cultural experience
x Long-distance trekking
Season
All year round < >
DES@PTION:

The Way of St. James, internationally mostly known as Camino de Santiag@nsientilgrimage path to
the city of Santiago de Compostelavhere the tomb of St. James lies. Pilgrims have travelled to thissBpani
city since the 9 century, and it has become very popular again in the last few decades. Thdi@ diféerent
ways,some of which even start in France or Portugal, but thegaatbr around 100-200 km areshd in Galicia
Most travellersgo on foot, though there are also cyclists and a small group of tourists tvdwel on a
horseback. Th&JSPof The Way of St. James is an offer of embarking on a centurids4alyl pilgrimage
tradition while following theancient pilgrim pathsmarked bydistinctive waymarking of yellow and blue
arrows and shells and staying in authentic and budget accommodasorcalled® o E&Pu «_X

The Way of St. James also laagreat websitewhich is agood marketing practiceexampleto showcase the

user-friendlyplanning toolsthat help potential visitors to plan and embark on the trip. On the website, using

the practical sectioriPlan your Wayone can choose the way they would like to travel andsygggestions of

the route, check andbook their accommodatiorand add everything to the Online Travel Planner sydtash

t ZD C t. THis tool allows people to add and edit the planned routes, and addilyjohas a sectionZ D C
/E % & ] where[already during the trip, travellers cadd their photos and travel diariesind using the
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proposed templates create their owfho | 0 P (E ] u [and shafe it with their friends. This udeiendly system
benefits the destinationsince travellers can easily implement the trips, book local services, and later promote
the route to other potential travellers.

x Pilgrims NumberIn pre-COVID years the number of visitors was constantly growing, reaching its highest
2019 @47,578 visitory. In 2020, it dropped to just more than 50,000, but has steadily increas2dzib
reaching nearly 200,000.

x Authentic Accommodation Accommodation sites are also spaces where pilgrims meet and share their
A oulv)_ A % Epublic network of Pilgrim hostelsIv}Av « A o (HrPthe Galicia region
includes more tharr0 centreswith over3000 placesThese public centres are oftenhistorical buildings
and are organized according to the network of medieval hospitals. They operatasirafne, first-served
basis, and staying in each of them is possible only for one night.

x The Way of St. James ARPhelpful tool serving as a pocket travel guide once on a way withegiretical
information regarding the routes, accommodation, but also weather, health centers and emergency etc.

x Stickers Innovative marketingtoot e« @&] * }( ZdZ t C 3tfcKessthatiusdrs can download and
use in WhatsApp and iMessage applications.

x Awards: Since 1987 The Way of St. James has been a certified cultural route@duheil of Europeln
1993, Camino Frances and the Northern Routes were included WdNIESC@/orld Heritagelist.

x Target groupsBoth domestic and international, mostly individual travelers. Regarding thenitienal
markets, Europe (especially the Western part) and North America are the main markets.

x Marketing & distribution channels:Featured on the national tourism website of Spain, Lonely Planet,
National Geographic expeditioniecal and international tour operators promoting the trail; digital wofd o
mouth (numerous blogs, videos, photos on the internet and social media channels).

w

MARKETING CHECK

Target groups  Marketing Marketing Innovative &
tools channels Creative
Targeted to cultural tourists and active traveller X
Kvo]v SE]% %0 vv E *Ce*S u b X X X
in the website;b D C A& %o -QRil[grim eBook
Stickers with the symbol of the way for users to X X
use in WhatsApp and iMessage
Practical APP for the use during the trip X
International media coverage X
Regional and national tourism agencies X
Challenges/ weaknesseThe route is very popular, plus receives further promotion through portrayal i
the popular media, so the challenge lies in the risk of overtourism.

NOTE

x Good practice examplésuccess story of cultural route

x User-friendlywebsite with all the practical information one needs for planning and during the

X Fun tools for travellers to share with othetsbook, stickers
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Nos. 49 -53: Commercialization and Direct
Bookings
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PracticeNo. 49

W ZDdZs >

Destination: The Way of St. James

Country:Spain

Website: https://www.pilgrim.es/en/

'Q ORGANISATIONAL SET-UI Pilgrim Travel, a licensed travel agency
E FINANCED BY/THROUGH: Private
> INITIATED IN: 2015
1] COMMUNICATION Website, Facebook, YouTube, Instagram
v STRATEGIES: Language: ENES DE|T
Categories Key attraction
X Tailored experiences of Camino routes
x Cultural experience
x Long-distance trekking
Season x Long-distance hiking in comfort
All year round < >
DES@RPTION:

Pilgrim Travel is theeading tour operation platformfor the Camino de Santiago or otherwise called The Way
of St. James, an anciepilgrimage pathto the city of Santiago de Compostéfdease find more information

on this destination under the Marketing practice example no. 18). They have offiéeSarufia and Santiago
de Compostela cities in Galicia, Spain.

The USP of Pilgrim Travel is thguality and expertisein Camino Ways and the offer ofjeeat selection of
services(e.g., accommodation, bike rental, luggage transfer) for travellers traveling one of thiedCaays

as well apackaged experiences to travel in a comfortable way

Pilgrim Travel ia great exampleof a tour company thapromotes and make<amino de Santiagcessible

to different groups of travellers, depending on their interest and needs, thus attaow groups of travellers

to the destination. For example, they offer sutifferent servicesas the city tour of Santiago de Compostela

bike rentals for people doing Camino by bike, and backpack delivery. Also thusifggrim Travel online

system, visitors caplan their whole itinerary and book accommodation services for the entire journgy
Z}}e]lvP 8Z SC% }( tuu} SJ}vU ¢ }v }v [ev ¢ v OouSP B}S (i Vs E

cottage).

Moreover, the company offers so-call&dperienceslesigned for different routes. These include experiences

of traveling parts of Camino in an organized group with an experiendelé gu buying a prepared package
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that includes accommodation with breakfast, all the maps and needed information, treueaince, backpack
transfer and 24-hour assistance.

x Special ExperiencesAmong the Experiences offered, on& W} ESuUPUu ¢ t C > 8§ <ue ]v \
tuu}l S]}ve flesigned for walking the Camino (Portuguese way) by staying in the madisjueou
Juu} 8]}ve ~SE ]8]}v o ' 0] ]V Z}ue * Z% I1}[U Z}8 08Zv A S EC(}IE
and immersion in the local cultural sites.

X Experience with a grap: A one weelgroup travelfor the last 100 kms. Advantage of an experienced guide
who also share history and stories about the route, stays in charming accommodations.

X Target groups:Both domestic and international individual travellers; hikers, trekkers, cyclists, cultural
tourists. Targeting special groups, such as families, and travellers with dogs.

x Marketing & distribution channels:Participating in international travel trade shows, for example, the
Madrid International Tourism Fair FITUR.

J MARKETING CHECK

Target groups  Marketing Marketing ~ Innovative &
tools channels Creative

Targeted at both cultural tourists and active X
travellers
Website-booking platform X X
Blog t sharing recommendations for travellers X X
APP for the use during the trip X
Social media channels X
International fairs X
Challenges/ weaknessealthough the website has foreign language options, the social media channe
all in Spanish.

NOTE
\_jx Good practice examplétravel agency focused on a cultural route/long-distance hiking
x User-friendly website allowing visitors to plan the trip and book needed services easily

x Different offers t to travel individually or in a group; to stay in premium accommodagtior in
more budget places

X Attraction of new target groups for this destinatiarfamilies, people with dogs
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PracticeNo. 50

D dZZE E yWZ E *
K& KdaKhZ"D

Destination: A selection of protected areas around the Mediterranean

Country:Spain, Tunisia, ltaly, Croatia, Greece, Albania, Lebanon, France

Website: https://www.meetnetwork.org/ecotourism-experiences

E ORGANISATIONAL SEY- MEET Network Association
() FINANCED BY/THROUGH: Model for ecotourism was developed through EU projects, inclu
E ENI CBC MED Programme MEET project and Interreg Mediterr
Programme DestiMED project
E INITIATED IN: 2013; Association founded in 2018
~ COMMUNICATION Website, Newsletter, Facebook, Twitter, Instagram, LinkedIn
STRATEGIES: Language$=N
Categories Key attractions
x Ecotourism experiences
x Wildlife
x Local culture and gastronomy
Season x Outdoor activities
Spring, Summer,
Autumn
DES@PTION:

Mediterranean Experiences of Ecotourism is an offer of currently 11 ecotourism exparidasgned in
different protected areas around Mediterraneanlt is an initiative by the MEET Network Association with
founding organizations of Shouf Biosphere Reserve, MedPAN network and IUCN Mediterranean.
Experiences have been developed by a groupoafism and conservations expertstogether with local
communities and have been designed tommmerse travellersin the local nature and culture and to offer a
range of soft activities to enjoy the destinations (by biking, hiking, trekking, snogkettr).

Mediterranean Experiences of Ecotourism igraat exampleof how tocommercialize unique experiences
through the relevant travel industry partnerships. They looktfarel industry partnersthat would have
shared values and so far, have besmrccessfuin setting up partnerships with sudtrong brandsas WWF
Travel and Intrepid Travel. In June 2021 teeyup the partnershivith Intrepid Trave] which is the largest
small group adventure travel company in the wortdtwo tours from Mediterranean Experiences were
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included in Intrepid Travel offer, available to book. In September 2021, ME&DM partnered upwith
conservation travel expert®¢WF Travelthat promote conservation-focused tourdo commercialize their

varied portfolio of ecotourism experiences for ttialian market

A few examples of commercialized tours:

x Ebro Delta tour. Available otWWF Travela six-day tour in Ebro delteone of the most important wetland
areas in the western Mediterranean, a destination located in the Terres del Ebre UNESCO Biosphere
Reserve in Catalonia. The tour includes a variety of natural, cultural, and gastronomiteactior
example, such activities as biking in the natural surroundinigs, in (traditional) boatsin the Ebro River,
birdwatching t from the boat, from the kayak; gastronomy experiences, such as showcooking andflunch
traditional paellatasting of local seafoodwines; cultural visits ttocal historical towns and more (tour
foreseen in spring 2022, price from 9pjperson).

x Croatia: Sibenik and the Kornati IslandAvailable to book omntrepid Travelfor spring, summer and
autumn dates, a five-day tour through the southern part of Croatia. Includes saahdgperiences as
home-cooked lunch with local family, olive oil & honey tasting, such outaciivities as snorkelling, biking
and guided walking tours through the local towns (price frérd dderson).

x Target groupsSpecialized tour operators promoting ecotourism, adventure, and nature tourism.

x Marketing & distribution channelsMarketed via MEET Network website and their social media channels;
partnerships with tour operators (WWF Travel, Intrepid).

J MARKETING CHECK

Target groups  Marketing Marketing  Innovative &
tools channels Creative

Targeted to eco-travellers, adventure tourists X
Brochuret catalogue of ecotourism experiences X
Marketing via MEET Network website X
Partnership with strong and relevant brands X X
Social media channels of MEET Network X
Good digital set with good quality photos X
Challenges/ weaknessetack of promotional content regarding Mediterranean Experiences on social
media channels.

NOTE

Good practice examplé partnerships withstrong brands
Example of developing attractiveultiday ecotourism experiences
Collaboration in developing experiencésourism, conservation experts and local communities

X X X X

Targeting travel industry catering to the focused target groups of travelers
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PracticeNo. 51

W 4 dZ B

Destination: Carinthia, Friuli, Slovenia

Country:Austria, Slovenia, Italy

Website: https://alpe-adria-trail.com/en

() ORGANISATIONAL SET-UI Regional tourism authorities
E FINANCED BY/THROUGH: EU Interreg Italiat Austria, Regional Tourism Authorities
> INITIATED IN: 2013
1] COMMUNICATION Website, Facebook, Twitter, YouTube, Instagram
v STRATEGIES: Language: DE, EN, IT, SL
Categories Key attractions
x Hiking from theglacier to the sea
x Competitivetrail model
x Scenic and cultural diversity
Season x Long distance hikin@ (countrieg
Spring to Autumn < >
DES@RPTION:

The Alpe Adria Trail - from the glacier to the seamnnects the three regions Qfarinthia, Slovenia, and Friuli-
Venezia Giulian a total of43 stageqone stage per day) and ciréd0 km This long-distance hiking trail leads
from the foot of the highest mountain in Austria, the Grossglockner, through & beautiful mountain and
lake regions in Carinthia, and without any major detours leads close to the point where tleecthuiatries of
Austria, Italy and Slovenia intersect and then on towards Muggia (the Adriatic Seg)inTlhe existing Alpe-
Adria-Trail infrastructure opens the dream ofhiing trip, which is characterized bscenic and cultural
diversity.

Alpe Adria Traileaturesa well-developed trail model, includingpaofessional business model and booking
office. The Alpe Adria Trail operates witiree booking centres Heiligenblut (B2C and B2B cross border) in
Austria, Tarvision in Italy, and Bovec Booking Centre in Slovenia. The ovesglemant and coordination of
joint marketing activities and budget lies in the hands of the Carintbiaidm Board in AustriaA central
Booking Centreprovides information, services atoking for the Alpe Adria Trail for B2B and B2lients
with the USP product -the bookable stage (client can start anytime and anywhere). Packaajss available
for individuals.
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X The transnational project was initiated within the framework of the EU Interreg programmevitalize
existing hiking tourism in Carinthia (an Austrian mountain region) and to @emsustainable tourism
development in the neighbouring regions of Slovenia and ltaly.

x Budget & financingoer year (total cross border for marketing and trail maintenance and the bookKiicg)
300,000 EUR 400,000 EUR (including selling activities).

x Products & servicegl) Individual packages (accommodation, luggage transfer, information, guidimg)
be directly booked for groups or individuals; (2) seasonal packages are offered anel lbaoked online
or directly via the booking centre. For examplé Z]+ ]+ Z1A §Z 0% E] dE& Jo § 8 ¢

X Target groups: ,]JPZ 0 ¢ ¢« Pu vsS }( "~ vi}C Z]l &peakiGE marketsE Eukopean
neighbouring countries and other adventure and hiking tourism-interested targetpgrdtiking with dogs
is an additional target group. Specialized tour operators.

x Marketing & distribution channels Strong marketing and promotion channels through the regional
Tourism Authorities, all relevant fairs (ITB etc.); tailor-made press trips for selectetimegy strong press
and communication strategy. Special tools for hikers: free Alpe Adria App, free map, free Alpguittirja
free description of stages.

J MARKETING CHECK

Target groups  Marketing Marketing  Innovative &
tools channels Creative

Targeted to higher segment hikers X
Alpe Adria guides and maps X
Alpe Adria App X
Strong web portal X
Tailor made press trips X
Professional booking centers for B2B and B2C X X
Challenges/ weaknesseBifferent levels of quality in the three countries, in terms of signposting, servi
quality, information and organization.

NOTE
x Highly professionalandcompetitive trail productthroughbooking centres
x Strong and profession&urism marketing and communication strategy

x Professionallocal partner scheme different categories of local B&B, private hosts, hot
restaurants, tour guides and small local tour operators have become licensed ardkdrékipe
Adria Trail) partners

x Low investment for the development of the basic trail because existing trail infrastructuseds
in all 3 countries
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PracticeNo. 52

ZKd s/ EdE

Destination: Sw Alentejo and Vicentina Coast Natural Park

Country:Portugal

Website: https://rotavicentina.com/en/

I~ ORGANISATIONAL SEE- Managed by Rota Vicentina Association
2 FINANCED BY/THROUGH: Cofinanced by EU (Alentejo 2020, Portugal 2020), co-finance(
LL Turismo de Portugal (public)
> INITIATED IN: Rota Vicentina Association founded in 2013
lSICJ COMMUNICATION Website, Facebook, YouTube, Instagram, Tripadvisor, Newsletter
STRATEGIES: Languages: PT, EN, FR
Categories Key attractions
X Spectacular coastal landscapes
x Unique coastal hiking trail
X A% E] v }( (]*Z Eu v[e A
Season x Scenic views
Autumn to Spring < >
DES@PTION:

Rota Vicentina is a network of walking and cycling trails, lodatéite southwestern part of Portugain the
protected areawithin Sw Alentejo and the Vicentina Coast Natural Park. Rota Vicentina comprises 750 km of
walking trails and more than 1000 km cycling routes. It is probatdyof thebest coastal trail networksn

the world running through the main towns and villages in a rural itinerary witersd centuries of history and
leading through spectacular landscapes on the coast.

Rota Vicentina is great exampleof a destination managed by a non-profit association that generates
additional income througldirect bookingson their portal. Rota Vicentina haseanded partner networkof
small local businesses (accommodation, car rental, taxis and luggage transfer, restaacahtspinmerce,
activities, agencies and operators) that support the Rota Vicentina association and promote sugtaarabil
quality standards in their business. Booking directly with Rota Vicentina paitkighly encouraged, the
Z}}1 A3 Z sign[is highly visible on the top of the website with a dedicatetkto showcase the partners
that visitors can directly buy from.

x Individual bookable packagesiravelers can be picked up and dropped off at predetermined spots and
have their luggagé&ansferred accommodation can also be organized.
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x Packages and program®ffered: (1) multi-day itinerary programs throughout the region, with
accommodation included, (2) thematic programs for several days stayting §ame accommodation, with
activities included and (3) programs of activities for a few hours, a full day, or a week.

x Example of a hiking trailThe &1« Z & u v [(228 G&krhdong and into 13 one-day sections) is one of the
most popular tras, always by the sea, and can only be done by foot, following the marked pseldsby
the local fishermen to access the coast. &P} ( $Z &]*Z &u v[e dE& ]Jo ]+ SdutheAfidho E] Vv
o0} o (]*Z @&u vfhroygh énc@unters with the locals, staying in guesthouses and small hothés i
(]*Z &u v[e AlJoo P U v SJvP 8§ 0} o0 ¢ (}} @& S PE vsSeX

x Business modelCo-financed by the EU (Alentejo 2020, Portugal 2020), co-financed by TdesPootugal
(public), additional income generated through a partner-scheme (provison), a shop.

X Target groups Domestic and international tourists; both experienced as well as lgmrierced hikers
(including families with kids), cyclists

x Marketing & distribution channels The Rota Vicentina destination ssipported by the regional and
national tourism entities Visit Algarve/Visit Portugal; and featured in travel and othedia: National
Geographic, Conde Nast Traveller, Forbes, etc. In 2019 European certifitation ]lvP Yy 0}B&tdE ]o
O HE}% _X

x RulesandRecommendationgor each section and a separate page on responsible tourismraxéded

J MARKETING CHECK

Target groups  Marketing Marketing  Innovative &
tools channels Creative
Targeted to hikers and cyclists X
Website t booking directly with partners of the X X X
Association
A great collection of immersive videos on their X
YouTube channel
Newsletters X
Featured on international (travel) media X
Supported and featured by regional and nation; X
tourism organizations

Challenges/ weaknessegfficient planning tools for individual travellers missing (e.g., difficult to alloce
the needed accommodation, it is not indicated on the trail map provided on the websited] suailia
channels only in Portuguese.

NOTE
\_jx A branded partner schemeto promote and book from local businesses with quality standaro

X Responsible travel principleand rules are clearly communicated within each trail section ani
a separate page

X A variety of serviceprovided, including luggage transfer and pick up/drop off
X Recommended season is indicated on the page of each section
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PracticeNo. 53
ALIMdsPET A

Destination: Central Portugal

Country:Portugal

Website: https://bookinxisto.com/en/site/index

ORGANISATIONAL SET-UI Agency for the Tourism Development of Schist Villages (ADX

N
— W}ESuUP o[« }}E ]Jv S]}v }luu]ee]}v (}E 5§:
2 Centre Region
L. FINANCED BY/THROUGH: European Regional Development Fund (via programmes CENTRC
> Portugal 2020)
|£|éJ INITIATED IN: 2001
COMMUNICATION Website-booking platform, Facebook, Instagram
STRATEGIES: Languages: PT, EN, FR, ES, DE
Categories Key attractions
x Local rural experience
x Cultural experience
x Hand-made products and crafts
Season x Local workshops

All year round

DES@RPTION:

The Schist Villages a network oR7 villagessituated in the interior of the country, in the Central Region of
Portugal. The destination is marked by localkural heritage t the name Schist villagesmes from the local
abundant stone used in the construction of houses. This material is in various shnadkéisg thesdéraditional
housesblend into the natural landscape; the rock is also used for paving the narrow winding street$SFPhe
of the Schist Villages is anthentic local rural experiencén unspoiled natural surroundings.

The Schist Villagasetwork is a perfect exampleof a regional sustainable development project which has
createda booking platformto bookauthentic local tourism offers The network comprises more tha®0
private businessoperators that work closely witB1l municipalities accommodation providers (the majority
offering house rentals); local restaurants; producers of local gastronomic prodoc#;textile, ceramics,
woodworking and other craft artisans; (historical) shops; and local adventure tour prewadfering hiking,
biking, canoeing, canyoning and nature tours. Onlibeking platformfor booking local experiencesne can
book accommodation, a visit to local restaurant for a regional dish, peresnces, ranging from nature
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adventure tours tdocal workshopsteaching regional crafts (e.g., making homemade jam with seasonal fruit,
constructing miniature schist houses, woodcarving, makilg «ZU Z v u P} ste). Z -

Local businesses that want to be a part of the network have teaidated by the ADXTUR agency and upon
successful application are recognized as official partners of Schist villages atmdbwareon the bookinxisto
website.Benefitsinclude advice and technical support in the formulation and submissi@pplications for
financial support instruments as well bsanding and promotion

X The start of the project:The Aldeias do Xisto Program was implemented in 2001 by the Cormmfissio
Coordination and Regional Development of the Central Region of Portugal. @dssillare selected for the
% E}PE u  }v SZ ]& -’ssipes d?théNitlages, their surroundings, and the population,
which helped to define the actions to promote them. More information on the projectidedhere.

x The involvement of all the stakeholdergmunicipalities, associations, local businesses, residents) i
decision-making processes in the development of the destination is considekexyissiccess factor

x Awards: In 2019 the Schist Villages were@E S] (] e« §Z "NS (Eo0]PZS diytde]StarlightsS]v 5]
Foundation, as this destination does not have much light pollution and is a e for stargazing.

x Target GroupsFamilies looking for gastronomic and rural experiences. Domestic and interaldboirists
from markets such as Spain, France, the UK, Germany, and the Netherlands.

x Marketing & distribution channels Via national tourism boardwebsite international travel trade fairs
(ITB Berlin etc.); social media channels.

J MARKETING CHECK
Target groups  Marketing Marketing  Innovative &
tools channels Creative
Targeted at individual travellers, families lookin X
for rural experiences
Website t booking site with a wide range of loce X X
experiences to book directly
Voucher books valid for one year for purchase X X
Marketing through national tourism board X
International travel trade fairs X
Social media channels X
Challenges/ weaknesse€ontent on social media channels only in Portuguese.

NOTE

x Involvementof all the stakeholders in the destination planning process is the key to success

x USP -authentic rural experiencesinvolving meeting local people, staying in authentic hous
tasting regional cuisine made from local products, learning local crafts

x User-friendlyfair-trade booking platformfor partners of the Schist Villages network
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CONCLUSION & RECOMMENDATIONS

7.1.Recommendations

Provides a set of recommendations and recommended actions to encourage afiestin
stakeholders to move towards the implementation of sustainable practicgkinvtheir
destinations.

On destination level thEuropean Travel Commissidtencourages NTO’s and DMO’s to create
the conditions for destinations and businesses and visitors tptchore sustainable practices
in tourism by following the:

KEY RECOMMENDATIONS ON ENCOURAGING SUSTAINABLE TOURISM PRACTICES

x Vision, strategic planning and managemeritentifying the ways in which tourism can
contribute to a thriving destination, and to shaping tourism development andagament
accordingly.

x Data, research and intelligencé&senerating and sharing data on market behavior, visitor
flows, topEJeu|e E }v (}}S% E]vS Jv SZ eS|v SJ}IVUIBWZ vSWe]Vv oo }¢
E ¢] v3 e v3luvsd v 3Z A op }( S}pE]eu[s BIIE}(uE]3uE}o05Z
and cultural heritage assets.

x Advocacy and partnershipsise of a position of influence and representation to encourage
stakeholders at all levels to recognize the value of tourism and the importance of a
sustainable approach.

X Business support and skills developmeievelop national frameworks to be delivered and
sup-ported at local or regional levels by DMOs, to support and ingeatiskills
development, improve sustainability standards and encourage good busires&p.

x Communications and marketindgnfluence stakeholder behavior (for example by providing
clear, accessible information and tools to guide consumers inngakistainable choices or
by helping visitors understand how to reduce the impacts of their owastr

x Finance and capital investmenWork with local and national governments to lobby for and
facilitate access to finance and investment that supports the implementatiGustainable
tourism practices.

52 European Travel Commission: Encouraging Sustainable Tourism Practices
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CONCLUSION

As already mentioned, not every adventure tourism practice has the same lestedtafnability
performance.

There are 1key indicatorscreating the highest level of sustainability performance:

x Sustainable planningpproach (e.g., seasonality and spread of visitors addressed).

x High level otommunity benefits(e.g., the main beneficiaries are local communities,
revival of rural villages).

x Conservationand active promotion of cultural heritage, living traditions and the
authenticity of the destination.

X Lowimpact tourism infrastructure applied (e.g., £]*S]VP ¢Z % Z & [ %o
revival of traditional buildings, villages).

x Sustainableandgreenbuilding and construction.

x Tourism activities of the practice generate the least possible impact on the
environment.

x Agreatoffer of localgastronomyandlocal productsin place

x Protection of biodiversity and natural heritage.

X Reliance orsoft mobility options.

X Sustainableresourcemanagement amontpurism businesses

RECOMMENDATIONS

To develop your destinations towards sustainable adventure tourism destinatigmessential
to establish a solid sustainability framework for efficient governandkimvijour destination.

Some key steps that need to be taken are:

x The setting up and creation of @int vision for sustainability for all key tourism

stakeholders within the destinatiofview practices: No.3: Azores (Sustainability charter)

No.31 Slovenia (Slovenia Green), No.33 Nature Park Ammergau Alps).

X Assign an organizationr a department within your organization (DMO) who will oversee,

guide, and monitor the process.

x  Constructionandbuilding guidelines(No.33 Nature Park Ammergau Alps).

¢

X Sustainable certification and training programs for the local businesses (e.qg.,
accommodation sector or guiding standards (No.2 Green Star Hotel prodvarBl
Slovenia (Slovenia Green), N0.33 Nature Park Ammergau Alps)

260

>~



ACTIONS

Policy Level

If you would like to get a better understanding of what type of policiesrereded to develop
a sustainable and equitable Post-Covid Mediterranean Tourism, please veeWoltbwing
overview:

Source: eco-med-briefing 01/21, eco-union (2021)
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BRIEF LIST OF SUSTAINABLE ASSESMENT CRITERIA

SUSTAINABLE COMMUNITY CULTURAL ENVIRONMENT
PLANNING BENEFITS HERITAGE IMPACT

9)

Sustainable Planning
There is an institutional structure coordinating the sustainabjlaspects.

Sustainable destination management strategy (are planning, glifues, regulations,
policies, vision, action plan, sustainability awards in place?).

High level of community participation and involvement in planning.

Visitor information on sustainability issues. (Is there informatiamn sustainability
Jeoed ¢lE ¢%o}ve] 0 SIUE]*u S]<u 8§88 }v §ZeX ¢3]v S]}v]e

Seasonality and spread of visitation are addressed. (Are products alkilpromoted
throughout all the seasons and/or in different areas of the destinati®).

Monitoring system/instruments/mechanism to monitor and steer visitor Wame and
activities and impact of tourism (carrying capacity).

Community Benefits

Localadded valuet the main beneficiaries arestakeholders in the destinatior.

Equality of opportunity for local employment (

Revivalofrural places- jobs are generated in rural areas.

Highlevel oflocalemployment

Engagemenoflocalfarmers, artisans,and food producers in the tourism value chain.

Localproducts andcrafts are promoted and available for sale to visitors in the
destination.

There areschemedor visitors to supportlocal community/sustainability issues and/or
they are supported by local tourism enterprises.
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a)

b)

9)

a)

b)

9)

h)

Cultural Heritage

Support for theconservationof cultural assetsvia income from tourism.

Visitor engagementin the traditional lifestyle(

Visitor engagement witlocal artisans

A greatoffer of localgastronomyandlocal productsin place.

Communicationon cultural valuesand etiquette.

Authenticity of thedestination.

Intangible heritage

Environmental Impact

Low-impact tourism infrastructure applied.

Sustainableandgreenbuilding and construction.{

Monitoring of visitor flows and impact on cultural sites and natural sites.

Tourismactivities of the practice generate thdeast possibleimpact on the environment

and sensitive places such as protected areas, wildlife, reefs @ies(

Protection of biodiversity and natural heritage.

Supportfor nature conservationvia income from tourism

Communicationonrules for visiting natural sensitivesiteswildlife interaction in place.

Reliance orsoft mobility options.

Sustainableresourcemanagementamong tourism businesses:
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ANNEX NO 1: OVERVIBEVBUIDING DOCUMENTS

INTERNATIONAL SUSTAINABLE TOURISM TRENDS (LINKS)

[+ "ueS ]\ Global Sustainable
Travel Trends Surve Tourism Council
2021

Download link

The Glasgow UNWTO

Declaration

Download link

Tourism in the 2030 UNWTO
Agenda

Download link

Article on Agoda 2021
Sustainable Travel Trends
AUEA C Z A o-d

Top Concerns About
d}pE]eufe /u% S§I
Measures to Make Travel

More Sustainable

Article on the Glasgow 2021
Declaration.An urgent

global call for commitment

to a decade of climate

action in tourism

Article on the Tourism4 2021
SDGS. UNWTO is
responsible for the
promotion of responsible,
sustainable and universally
accessible tourism geared
towards the achievement c
the universal 2030 Agenda
for Sustainable
Development and the
Sustainable Development

Goals (SDGSs).

INTERNATIONAL REPORTS/STUDIES/LITERATURE

Sustainable Travel it European Travel
an Era of Disruption: Commission (ETC)
Impact of COVID 19

on Sustainable

Tourism Attitudes

Download link

This study is designed to 2022
support European

Destinations to better

pv EeS v }vepu
attitudes in the pandemic
context. More specifically -

the extent to which tourists

are ready to make
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The Changing

Environment and its
impact on the work

}( EdK[*W §Z
S 1 Z}o E-]

perspective

Download link
Handbook on

sustainable practice:

Download link

The future of Ecacunion
Mediterranean

tourism in a (post)

covid world. Eco-

med briefing 01/21.

Download link

Regional Ecoeunion
Governance,

Environmental

Management and

Sustainable Recove

of Mediterranean

Coastal and Maritim

Tourism.

Download link

European Travel
Tourism Commission (ETC)

European Travel
Encouraging Commission (ETC)

concessions and adopt
more sustainable
approaches while travelling

A report on primary 2021
research relating to the
evolution of NTOs. Report
comes in two parts - the

first part relating to the
interviews with key
stakeholders, and the

second - to the analysis of

NTO data.

This handbook provides 2021
successful tourism cases

from different entities and
destinations worldwide tha
encourage sustainable

tourism practices among
consumers and the

industry.

This publication reviews th 2021
situation of Mediterranean
tourism in terms of
sustainability, the effect of
COVID 19 and future

prospects.

Focusing on the 2021
Mediterranean, this report
explores the current State
of play of coastal and
marine tourism in the
region, reviews the
socioeconomic impact
related to COVD-19
pandemic and highlights
opportunities for a better
management of coastal an
marine tourism based on
inclusive, participatory and
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long-term environmental
policies and strategies.

10infographicsto ~ UNEP/MAP and Provides 10 illustrated 2020

understand the state PlanBleu infographics related to

of the environment sustainable development it
and development in the Mediterranean region.
the Mediterranean ir

2020

Download link

Sustainability in Naturefriends Provides information and 2016
Tourism. A Guide International, comparison of the main

through the label arbeitskreis characteristics and quality
jungle tourismus & features of well-known

entwicklung (Workin¢ sustainability labels in
Group on Tourism  tourism.

and Development),

ECOTRANS e. V.,

Bread for the Worldt

Tourism Watch

Download link

UNWTO UNWTO This World Tourism 2015
Mediterranean Organization publication,
Tourism Trends, prepared on the occasion (

2015 edition the 2nd Conference on

Destination Management ii
the Mediterranean, held in
Budva, Montenegro on 22-
24 June 2015. The report
A e % E % E (;
Tourism Market Trends
Programme.

Download link

It provides the overview,
trends, long-term prospect:
and opportunities ad
challenges for the
Mediterranean countries
and tourism.
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GSTC Destination  Global Sustainable The GSTC Criteria were 2019
Criteria Version 2.0 Tourism Council created to provide a
(GSTC) common understanding of

Download link sustainable tourism.

One Planet Vision fc One Planet The One Planet Vision for 2020
a responsible Sustainable Tourism Responsible Recovery of ti
recovery of the Programme Tourism Sector builds on
tourism sector the UNWTO Global

Guidelines to Restart
Tourism released by the
Global Tourism Crisis
Committee on 28 May 202
with the objective to
support tourism to emerge
stronger and more
sustainable from the
COVID-19 crisis.

Download link

Catalonia, a Agéncia Catalana de Information on sustainable 2019
sustainable Turisme tourism in Catalonia,
destination including a list of

certifications used by

Download link Catalan businesses and

destinations.
International Adventure Travel Revised guidelines and 2021
Adventure Travel Trade Association recommendations for
Guide Qualification adventure travel guides.
and Performance
Standard
Download link
Adventure Travel Adventure Travel Adventure Travel Trade 2021

Industry Snapshot  Trade Association  Association (ATTA) invited
adventure industry
businesses to share
information about their
Ju% vC[e A oo ]
2020 guest profile; and
trending consumer

Download link
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motivations, activities, and
destinations for 2021.

Adventure Travel Adventure Travel For the adventure travel 2020
Trends Snapshot Trade Association  industry, it shares
marketing and sales tactics
that businesses find the
most effective in acquiring
new consumers, breaks
down the elements of best:
selling 2019 adventure
travel products by
consumer budget ranges ir
varied markets, profiles the
adventure consumer, and
offers financial benchmark:

Download link

Attracting and Adventure Travel This report is provides 2015
Serving the US Trade Association  information
Adventure Traveller on:Understanding U.S.

Adventure Traveler
PersonasFindings to
Inform Product
DevelopmentFindings to
Support Marketing Strateg

Download link

Shaping the Future Pacific Partnership  Profiles and behaviors of
of Adventure and (Australian Aid, IFC adventure and cultural
Cultural Travel International Finance travelers from the United
Corporation, New States and Australia
Zealand Foreign

Affairs & Trade), in

partnership with

Adventure Travel

Trade Association

Download link

Survey report: How ANA (Association of The survey report with 2018
ANA members are  National Advertisers) illustrated case studies

using Influencer examples from ANA

marketing? network.

Download link
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PRACTICAL REPORTS/ TOOLKITS/ GUIDELINES

A guide to The English National This guidebook is a resour 2018
developing Park Experience created to give ideas abou
memorable and Collection how to develop, deliver anc
authentic visitor promote new and

experiences memorable visitor

experiences. This toolkit w
enable to create business
opportunities from the
current market trend for
experiential travel.

Download link

What is a Cultural  Routes 4U project A quick overview onthe 2018

Route of the Council term of the cultural route o

of Europe and how the Council of Europe and

to become one steps towards becoming
one.

Download link

Northern Irelandt Tourism Northern A toolkit which sets out the -
Embrace a Giant Ireland experience development
Spirit. Experience steps.

Development Toolkit

Download link

The Guidelines for Centre for Recreatior 'p] o]v ¢ % & e« v¢ 2018

Creating and and Tourism A VESUE [ }its %o

Narrating the Slow Research, West principles, the market

Adventure Product Highland College UH research; it also provides
practical case studies from

bamnlend I the Northern Europe.

Cost Effective Offline Adventure Travel A second report in series ¢ 2017
Marketing Tactics  Trade Association  practical reports on relevar
marketing topics for the

Dot orete] e adventure industry.

Instagram Stories ~ Adventure Travel A practical report on 2017
Adventure Marketin¢ Trade Association  Instagram stories case

_ studies, examples, and tips
Download link
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Email Lead nurturing Adventure Travel Tips on how to collect ema
for Adventure Travel Trade Association  addresses, how to segmer
businesses leads, how to setup email

workflows, how to measure
the impact of email lead
nurturing activities.

Download link

Getting the most Tourism Northern Practical guidelines how to
from your Ireland make the best photos of
photography. accommodation.

Northern Ireland

Tourism toolkit.

Download link

DOCUMENTS/ OUTPUTS FROM THE MED PROJECTS

MEET Manua/A EU Interreg MED A guide to plan and 2019
guide to plan and programme, promote ecotourism

promote ecotourism DestiMED project activities and measure thei
activities and impacts in Mediterranean

Noll, D., Scott A.,
Danelutti, C.,

Mediterranean Sampsgn J., GHA |
Protected Areas Mancini S., Sinibaldi

following the MEET l., Santarossa L.,
approach. Prvan M., Laniyl.

measure their
impacts in

Protected Areas following
the MEET approach.

Download link

BEST MED. EU Interreg MED Presentation of the new 2021
Sustainable Path an programme, BEST green model - MED S&C
Cultural Routes MED project Path - Sustainable Path &

Model t MED S&C Cultural Routes Model.

Developed by

AnySolution, S.L. The objective of the MED
Download link (Dolores Ordofiez, S&C Path model is to
Tayrne Butler and  achieve an integrated
Pierrick Le Guillou), i planning and management
collaboration with the of cultural routes and other
CAST research team physical or thematic paths
(Cristina Bernini, in the Mediterranean

Path
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Maria Laura destinations, by following
Gasparini, Alessia  sustainability principles.
Mariotti, Valeria

Villalobos) as extern:

experts of Regione

Lazio project partner,

Emblematic EU Interreg MED The Transfer Guide is 2019
Mediterranean programme,, addressed to any

Mountains as Coasti EmbleMatiC project Destination Management
destinations of Organisation (DMO) or
excellence Authors: PP8, CETT: s jocal public or

UB Alexis Sancho
Reinoso, Ramon
Transfer Guide Serrat Mula

(EMbleMatiC) private entities willing to
implement the scheme of
the EMbleMatiC project an
Download link its product, the
Ecojourneys, to their
territory. The outcomes are
based on on-site experienc

of the partners.

Study on MEDUSA project The main purpose of the 2020

Identification and study is to identify and
Developed by Barbat

Analysis of _ _ provide insight into

Sustainable F”tz’_ Slgalinlole innovative sustainable

Innovative Practices Tt 2l adventure (40%) and

of Adventure Ownf-:nr G sustainable tourism

Tourism Touns.m fo.r. practices (tourism models,
SLEEITEING e products and services)

Download link Team, Amira Potsch

practiced by and in tourisrr
destinations including
destinations in the MED
region and elsewhere in th
world.

and leva Zamaraite,
Junior Experts

Marketing Strategy MEDUSA project Marketing strategy for five 2021
for MEDUSA MEDUSA countries - Spair
Destinations & Developed by Barbal Jordan, Lebanon, Tunisia,

Flagship Products F”tz’_ SRl and ltaly; forms part of the
Tourism Expert, project output

OwngrofAGEG ZD 18 EE v v
Tourls.mfo.r. dE puE [+ 0
Sustainability

marketing alliance
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developed as a joint, cross
border, long-term strategy
for sales, marketing, and
communication to promote
and exploit the routes and
associated products
developed under the
project.

Marketing Practices MEDUSA project Practical guide to tour 2022
for Tour Operators operators.
from the MEDUSA Developed by Barbat

Destinations (draft) sz’_ Slglnilole
Tourism Expert,

Owner of AGEG
Tourism for
Sustainability

Conceptualization o MEDUSA project This report develops the 2021
Sustainable tourism _ conceptualization of
products for the Elgborateq 57 L adventure travel through 6
Adventure Tourism Lz gy phases: inventory tourism
segment Depgrtment = assets of the adventure
Tourism, Ecor.10m-y 0 o E} u U §E A o
Culturg, Valonzau_on and needs, strategy and
o ey - g concept of experience,

Reglpn, . sustainable impacts check
Pugliapromozione organizing and packaging
(ARET)

the product, and sales,
promotional channel and
distribution

Research and Study MEDUSA project Study with a focus on five 2020
of Market Demand, target markets: France, the

Supply ad IT UK, the USA, Norway,
Competitiveness Germany

Download link

Business Planning MEDUSA project ToT Workshop 2021
Workshop presentation. Includes tips
Sustainable to do a business plan,

adventure tourism collaborative strategies ant

model in the partnerships to increase
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Mediterranean marketing reach and sales

(presentation) leads standards and
certifications that can help
SMEs to distinguish
themselves from
competitors and to increas
their credibility and more.

Research Study on Med Pearls project  This manual is based on tt NA
Slow Tourism ) Research study of the sam
International trends 20 MEDEInE title. Information includes

and innovations. ERENERE concepts and trends in
Slow Tourism Sustainable/Slow tourism,
product creation Criteria for Slow Tourism
manual packages, Market researct
_ for Slow Tourism demand,
i e 7L examples of Slow tourism
offer t on the destination
level and on a
product/package level. Anc
lastly, events on tourism
and ICT, plus ICT tools.
Research Study on Med Pearls project Chapter 1 includea NA
Slow Tourism ) characterization of
International trends eee mgrketlng Sustainable Tourism at a
and innovations. FONEUIAE global level (major trends,
CHAPTER 1: keys factors and main
Conceptualization markets, a characterizatior
and trends on of the Slow Tourism
Sustainable and Slo phenomenon, which stems
Tourism from the previous.
_ Operative definition for the
g e (e concept has been set
together with key
managerial implications for
tourist operators.
Research Study on Med Pearls project Chapter 2 presents a NA
Slow Tourism technical factsheet of the

aQa marketing

International trends i most important criteria and
consulting

and innovations. requirements to be met to
CHAPTER 2: Criteri; create Slow Tourism
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and requirements fo|
Slow Tourism
packages

Download link

Research Study on Med Pearls project
Slow Tourism
International trends
and innovations.
CHAPTER 3: Marke
research on Slow
Tourism demand

aQa marketing
consulting

Download link

Research Study on Med Pearls project
Slow Tourism
International trends
and innovations.
CHAPTER 4:

aQa marketing
consulting

packages and experiences
that are highly attractive to
Incoming Travel Agencies
and Tourists. The technice
factsheet is classified in
different sections: General
(related to package and
DMC/Incoming Agency),
transport, accommodation,
activities and food.

Market research on NA
Outbound marketst
France, Germany,
Netherlands, Sweden,
Switzerland, United
Kingdom, United States. P
each market information
provided on: country
demographics, GDP, trips
overseas, top destinations,
preferred type of vacations
seasonality and national
public holidays, booking ar
planning, use of media anc
social media, preference o
transport, accommodation,
arrivals in Med Pearls
countries in 2018, flight
connectivity to Med Pearls
Travel Exhibitions,
Media/Associations for
Slow Tourism, Slow Touris
profiles per country, Facts
on Sustainability and
Sustainable/slow tourism.

This chapter provides NA
overview and examples of

six Slow Tourism

destinations: Ajloun Forest
Reserve (Jordan), Bohinj
(Slovenia), Fethiye (Turkey
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Destinations with a Isle of Wight (England),
Slow Tourism offer Morges Region
(Switzerland), Seinet-
Marne (France). Each
example has: general
information (e.g., how to
get there, nr. Of tourists,
attractions,
distinctions/awards) and
Slow Tourism Information
Accommodation,
Gastronomy, Activities,
Transport, Events.

Download link

Research Study on Med Pearls project  In the chapter 6 examples NA

Slow Tourism _ of a Slow Tourism Product
International trends  aQa marketing provided including such
and innovations.  consulting

information as highlights ol

CHAPTER 5:

Products the package, assessment
with a Slow Tourism Slow/Sustainable Tourism
approach elements according to

Chapter 2 criteria, target
profile, season, transport,
accommodation, price,
promotion and sales
channels, and tour
itineraries.

Download link

Research Study on Med Pearls project  This chapter presents four NA

Slow Tourism ) international events linking
International trends o mgrketlng tourism and ICT: MENA IC
and innovations. SRR Forum (Jordan) for Middle
CHAPTER 6: Featur East and North Africa
international events region, Travel Forward
linking Tourism and (London), Travel technoloc
ICT Europe (TTE), London, We

Summit (Lisbon). General
information, information on
exhibitors, entry prices anc
exhibit information,
partners and sponsors.

Download link
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Research Study on Med Pearls project  This chapter presents four NA
Slow Tourism ) innovative ICT solutions fo
International trends 208 mgrketmg slow tourism offer.

and innovations. SRR

CHAPTER 7

Innovative ICT

solutions applicable

to the Slow Tourism

Offer

Download link
Research Study. Med Pearls project  Study includes qualitative 2021

Guidelines on most _ analysis of seven case
Open Calabria

innovative practices studies of DMOs and DMC
for the promotion successfullyising digital
and technologies for promotion
commercialisation of and commercialization
Sustainable Tourist Study analyses online
Destinations strategies, digital tools,

practices and aspects of
each digital marketing
initiative. Furthermore,
recommendations and
guidelines are provided,
including eight fact sheets
for developing marketing
strategies, particularly in
small destinations and slov
tourism products.

Download link

Research Study. Med Pearls project  Presentation based of the 2021

Guidelines on most _ research studyiuidelines
innovative practices Open Calabria on most innovative

for the promotion practices for the promotion
and and commercialisation of
commercialisation of Sustainable Tourist
Sustainable Tourist Destinationg X
Destinations.

(Presentation)

Download link
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Med Pearls. Cross- Med Pearls project  Includes a summative SW(

border conclusions analysis (from SWOT

on: SWOT analysis, analyses in Med Pearls pilc
Mapping of assets areas), short guidelines on
and Action Plan mapping resources and the

_ local action plan guidelines
Download link

Analysis of the Slow Med Pearls project Analysis of the Slow tourisi 2021

Tourism _ demand in the markets for

International Inytur Med Pearls: France,

Demand. Chapter 1. Germany, Netherlands,

Methodology Sweden, Switzerlands, US
and UK.

Download link Observations/identification

regarding tour operators,
institutions, media and

fairs.
Analysis of the Slow Med Pearls project Extended specific 2021
Tourism _ information on France
International Iis market: tour operators,
Demand. Chapter 2: best tourism fairs, most
France interesting media and
_ examples of products
Dovinloadlink already commercialised by
tour operators of this
specific market.
Analysis of the Slow Med Pearls project Extended specific 2021
Tourism _ information on Germany
International IT market: tour operators,
Demand. Chapter 3: best tourism fairs, most
Germany interesting media and
_ examples of products
g e (e already commercialised by
tour operators of this
specific market.
Analysis of the Slow Med Pearls project Extended specific 2021
Tourism _ information on the
inytur

Netherlands market: tour
operators, best tourism
fairs, most interesting

International
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Demand. Chapter:4 media and examples of
Netherlands products already
commercialised by tour

et operators of this specific

market.
Analysis of the Slow Med Pearls project Extended specific 2021
Tourism _ information on Sweden
International T market: tour operators,
Demand. Chapter:5 best tourism fairs, most
Sweden interesting media and
_ examples of products
Dovinloadlink already commercialised by
tour operators of this
specific market.
Analysis of the Slow Med Pearls project Extended specific 2021
Tourism _ information on Switzerland
International ALy market: tour operators,
Demand. Chapter:6 best tourism fairs, most
Switzerland interesting media and
_ examples of products
Dovinloadlink already commercialised by
tour operators of this
specific market.
Analysis of the Slow Med Pearls project Extended specific 2021
Tourism _ information on United
International Il States market: tour
Demand. Chapter:7 operators, best tourism
United States fairs, most interesting
_ media and examplesfo
(BE M products already
commercialised by tour
operators of this specific
market.
Analysis of the Slow Med Pearls project Extended specific 2021
Tourism _ information on United
International IT Kingdom market: tour
Demand. Chapter:8 operators, best tourism
United Kingdom fairs, most interesting

media and examples of
products already
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Download link

Analysis of the Slow Med Pearls project
Tourism
International
Demand. Chapter 9.
Recommendations

inytur

Download link

Analysis of the Slow Med Pearls project
Tourism
International
Demand. Manual

inytur

Download link

The Modelbf
Analysis to develop
LAPs - Local Action
Plan

CROSSDEYV project

Coop Culture

Download link

CROSSDEV Semiteé CROSSDEYV project
Cultural Routes of
the Council of
Europe. Region of
Gastronomyt
Empowering
communities

Developed by Diane
Dodd PhD

A path towards
enhancing territorial
values. The case
study of the
Cammino Naturale
dei Parchi (Italy)

CROSSDEYV project

Silvia Scozzafava

Case study. Local
stakeholders
engagement

CROSSDEYV project

Emanuela Manca,
Sustainable
Development

commercialised by tour
operators of this specific
market.

Final chapter of the 2021
analysis, providing final

recommendations.

e }v §Z eAnalSisz 2021
of the Slow Tourism
International Demand

Model of analysig a 2019
practical tool for local

action plan development.

Provides an overview of th
Local gastronomy as a bas
to create tourism
experiences.

Case study of a walking 2020
route for all Cammino

Naturale dei Parchi, comin

out directly from Rome.
Territorial marketing and

branding example.

Case study from DESTIME 2020
project on creating

ecotourism packages and

their collaborative
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Sociologist, Public  approach, namely LEC
officer Autonomous local ecotourism clusters.
Region of Sardinia

Cultural Routes of CROSSDEYV project Presentation on the

the Council of _ ~concept of Cultural routes

Europe presentation Gl s FiE) of the Council of Europe
ITEE e Sl and their implementationt

Institute of Cultural from idea to project
routes

Driving innovations CROSSDEYV project Presenting a practical

in creative gifts and _ training tool -guidelines for
products. Strategies 4z, lEmE Dzal, Al creating valuable, local anc
and training for sustainable gifts and

trainers products for touristst Local

Gift Challenge by IGCAT.

CROSSDEYV project CROSSDEYV project The document contains

Local Action Plan methodology for the

PRESENTATION identification and definition
of the Local Action Plan
(LAP) for the target areas (
the CROSSDEYV project.
Contents are oriented to
local project partners, who
will be able to use it as a
support, orientation (or
confirmation) tool for the
preparation of their
respective Local Action
Plans, to plan a possible
inclusion of destinations
within international tourist
itineraries. The logic of LAI
is to involve public and
private actors in the
extended tourism and
cultural supply chain in the
adoption process, in order
to give a proactive
contribution.
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Local Action Plan  CROSSDEYV project Assessment of

guidelines. Needs implementation of LAP
assessment. guidelines.
PRESENTATION

DEVELOPING LOC, CROSSDEYV project The document contains the 2020
ACTION PLANS (W methodology for the
identification and definition

of the Local Action Plan

(LAP) which must be used

by the target areas of the
Crossdev project. (FULL
DOCUMENT)

(FULL DOCUMENT!

Challenges and CROSSDEYV project Presenting the Region of

opportunities for _ Gastronomy Award as an

sustainable tourism Ms. Diane Dodd, Pht ideal forum for private,

post-Covid 19 public, academic and third-
sector collaborations that
can bring about shared
solutions.

Social Tourismas CROSSDEYV project Presentation of ISTO and 2020

Pog Pandemic _ some initiatives taken and
Sustainable Recove; ISTOF Aty and. planned during and after
Opportunity sustainable tourism covid crisis.

for all
Building new CROSSDEYV project Provides some examples ¢
sustainable tourism local sustainable tourism

offers. Strategies an MS- Diane Dodd, Phl

training for trainers

experiences

State of Play of the CROSSDEV project

STP Umm Qais , )
Jordan University of

Science and
Technology

State of Play of the CROSSDEYV project
STP Agaba

State of Play of the CROSSDEYV project
STP Palestine
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State of Play of the CROSSDEV project
STP Adonis Route

Local Development CROSSDEYV project
Plan Via Selinuntina

Sambuca di Sicilia

and Castelvetrano

Building a CROSSDEYV project
Sustainable Cultural
Tourism Experience
The Path of Adonis:
between Myth and
Reality.

Local working group
LBN - Jabal Moussa
Biosphere Reserve

Building a CROSSDEYV project
Sustainable Cultural
Tourism Experience
Enjoy an Experience
of Culture and

Local working group
PSE - Masar Ibrahim
AFKhalil (Beit Mirsim -

o Batter
Hospitality. )
PHtrail tourist CROSSDEYV project
product- itinerary
(Palestine)
Via Selinuntina CROSSDEYV project
Tourist product
MED GAIMS, MED GAIMS project External Evaluation of MEL 2021
Evaluation report GAIMS covering period up

Produced by ARCO 1, 5etober 2021.

MED GAIMS game MED GAIMS project
presentations-videos

ONLINE RESOURCES

1. DestiNet portal, Certificates worldwidétps://destinet.eu/resources/certificates/
2. Ecolabel Indexjttps://www.ecolabelindex.com/ecolabels/
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3. MED project Labelscape. Collection of MED sustainable tourism certifications,
https://sustainablelabels.eu/?page id=136

4. GSTC-Recognized Standards for Destinatiiyss://www.gstcouncil.org/gstc-
criteria/gstc-recognized-standards-for-destinations/

5. GSTC-Recognized Standards for Hatélss://www.gstcouncil.org/gstc-criteria/gstc-
recognized-standards-for-hotels/

6. GSTC-Recognized Standards for Tour Operétidps, //www.gstcouncil.org/gstc-
criteria/gstc-recognized-standards-for-tour-operators/

7. Travel Agency Industrystatistics & facts,
https://www.statista.com/topics/1859/travel-agencies/#topicHeader _wrapper

8. UNWTO eLibranmnttps://www.e-unwto.org/

9. UNWTO Tourism Data Dashbodntips://www.unwto.org/unwto-tourism-dashboard

10. Adventure Travel Trade Associatibiips://www.adventuretravel.biz/

11. https://www.adventure.travel/

12. Business model canvdsips://www.canvasgeneration.com/canvas/business-model-
canvas/

13. Regiondo, Influencer marketing for Travel and Tourism companies,
https://pro.regiondo.com/influencer-marketing-tourism/

SOURCES FOR PHOTOS OF GOOD PRACTICE EXAMPLES (CHAPTER 6)

Photos provided by MED projects (MEDUSA, CROSSDEV, MED GAIMS, Med Pearls)
Photos from Catalan Tourist Board

Photos from AGEG Tourism for Sustainability archives

Photos from Pexels.com

Photos from Destination Dahar

Photos and snapshots from websites and social media pages of the practices:
https://www.kayakingcostabrava.com

https://www.apuliaslowtravel.com/

https://www.casaleonardo.net/en/

https://www.kmzerotours.com/

http://media.visitjordan.com/Gallery.aspx

https://lebonpicnic.com/

https://itervitis.eu/

https://www.torres.es

https://naturalwalks.com/en

https://www.slovenia.info/en
https://new.visitfinland.com/en/practical-tips/sustainabilityarjaana Tasala
(screenshot)

https://destinationdahar.com/
https://www.thequardian.com/travel/2020/jan/04/wherego-go-on-holidayin-
2020-alternative-hotlist-ethical-destinations

ok wbdPE

X X X X X X X X X X X

X X
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X X X X X X X X X X X X

X X

https://www.Visit-goodplace.com/wp-content/uploads/2020/02/Prime-mptain-

biking-trans-slovenia.pdf

https://authenticamalficoast.it(Priscilla Santos da Silva, Salvatore Guadagno

photos)
https://www.facebook.com/forumandersreisen/posts/10159881062061204

https://www.icelandtravel.is/

https://www.instagram.com/p/CWaqpbOaglgWE/

https://zaytoun.uk/

https://www.instagram.com/zaytoun cic/
https://www.viaggiareinpuglia.it/espe/212/it/'Una-giornatax-Casa-Puglia

https://www.remote-tourism.com/about-the-project

https://www.facebook.com/wildernessscotland/photos

https://www.wildernessscotland.com/

https://www.takenbyalbania.com/#block-views-portfolio-masonry-block-2

https://www.facebook.com/bayofplentynz1

https://www.bayofplentynz.com/?fbclid=IwWAR1GmxgakgMY1Vo20RB{S5drhkVySO

IFduS3mFV80g5gSfdjgdN-0e2YHBU

https://www.turismo.gal/inicio

https://www.pilgrim.es/en/

https://www.meetnetwork.org/ecotourism-experiences
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ANNEX NO 2: ASSESSMENT TEMPLATE 1

Source: Conceptualization of Sustainable tourism products for the Adventure Tourism segment,
Puglia Region, 2021 (MEDUSA Project))
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ANNEX NO 3: CUSTOMERS NEED TEMPLATE 2

Source: Conceptualization of Sustainable tourism products for the Adventure Tourism segment,
Puglia Region, 2021 (MEDUSA Project)
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ANNEX NO 4: STRATEGY & CONCEPT TEMPLATE 3

Source: Conceptualization of Sustainable tourism products for the Adventure Tourism segment,
Puglia Region, 2021 (MEDUSA Project)
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ANNEX NO 5: SUSTAINABILTY TEMPLATE 4

Source: International Benchmarking Study of Adventure Tourism, TuniigMIBRUSA Project)

SUSTAINABLE COMMUNITY CULTURAL | ENVIRONMEN
PLANNING BENEFITS HERITAGE IMPACT

1.

Sustainable Planning

.. There is an institutional structure coordinating the sustainability aspects.

. Sustainablalestination management strategy.

. High level of community participation and involvement in planning.

.. Visitor information on sustainability issues.

Seasonalityandspreadof visitation are addressed.

. Monitoring systeniinstruments/mechanism to monitor and steer visitor volume and

activities and impact of tourism (carrying capacity).

Community Benefits

. Localadded valuet the main beneficiaries arestakeholders in the destinatiory.

Equality of opportunity for local employment (

Revivalofrural places- jobs are generated in rural areas.

Highlevel oflocalemployment

Engagemenbflocal farmers, artisans,and food producers in the tourism value chélin

Localproducts andcrafts are promoted and available for sale to visitors in the destinat

.. There areschemedor visitors to supportlocal community/sustainability issues and/or

they are supported by local tourism enterprises.

on.
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3. Cultural Heritage

. Support for theconservationof cultural assetsvia income from tourisn.

Visitor engagementin the traditional lifestyle(

Visitor engagement witlocal artisans

A greatoffer of localgastronomyandlocal productsin place.

Communicationon cultural valuesand etiquette.

Authenticity of thedestination.

. Intangible heritage

4. Environmental Impact

. Low-impacttourism infrastructure applied.

Sustainableandgreenbuilding and construction.[{

. Monitoring of visitor flows and impact on cultural sites and natural sites.

Tourismactivities of the practice generate thdeastpossibleimpact on the environment

and sensitive places such as protected areas, wildlife, reefs @ies(

Protection of biodiversity and natural heritage.

Supportfor nature conservationvia income from tourism

Communicationonrules for visiting natural sensitivesiteswildlife interaction in place.

Reliance orsoft mobility options.

Sustainableresourcemanagementamong tourism businesses:
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ANNEX NO 6: CHECK THE PACKAGE 5

Source: Conceptualization of Sustainable tourism products for the Adventure Tourism segment,
Puglia Region, 2021 (MEDUSA Project)
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ANNEX NO 7: ST PACKAGENERAL CHECKLIST

Source: Research Study on Slow Tourism International trends and innovations. Skw Tour
product creation manual, 20201ed Pearls Project)
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ANNEX NO 8: ST PACKAQRANSPORT

Source: Research Study on Slow Tourism International trends and innovations. Skw Tour
product creation manual, 20201ed Pearls Project)
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ANNEX NO 9: ST PACKAGIHOOD

Source: Research Study on Slow Tourism International trends and innovations. Skw Tour
product creation manual, 20201ed Pearls Project)
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ANNEX NO 10: ST PACKAGETIVITIES

Source: Research Study on Slow Tourism International trends and innovations. Skw Tour
product creation manual, 20201ed Pearls Project)
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ANNEX NO 11: ST PACKAGECOMODATION

Source: Research Study on Slow Tourism International trends and innovations. Skw Tour
product creation manual, 20201ed Pearls Project)
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ANNEX NO 12: STEPS DEVELOPING EXPIRIENCE

r"d WA dK d,/E< Khd t, E s >KW/E' zKhZ yW Z/ E

Source: A guide to developing memorable and authentic visitor experiences, the Erngiisél Na
Park Expirience Collection, 2018

Will the experience really appeal to your target audience? Would visitard t@ come
to your destination to be part of this experience?

Offer yourcustomersanexclusiveopportunity something not available to everyone, or
a benefit that they would not receive if they purchased the componentghef
experience separately. This might be a cost saving or an wel@ige or special
element.

Determine the theme of your experiencee.g. culture, history, heritage, adventure,
landscape, events, food and wine, and create incentives that make it easy for the
customer to take up the offer. Think about and tellthe story of your egpeg and that

of your community. Build in as much detail as possible every stegafdly. Plan time

for interaction, conversation, reflection.

Giveanameto yourexperiencethat will convey the type of experience you are offering.
If you are targeting an overseas market, think about how the title willslegga into
different languages.

Determine the target market that your experience will best suit, e.g. outdoor
enthusiasts, mature experience seekers etc.

Work outwhen you will be offering the package, e.g. daily or scheduled departurds, an
the time period during which youexperience will be available e.g. low season,
midweek, weekends.

Make it personal and pay attention to the detail.

Determine the % E3v E«[ andEshdpliers that you want to build into your
experience, such as attractions, accommodation, tours.

The total price shouldreflect all elementsof the experience (the goods, services, local
partners etc). It is the combination of all these elements that creates a enand
memorable offer that cannot be replicated elsewhere. Make sure you know how many
people you need to make the experience profitable and sustainable for your business.

Descriptions,conditions and waivers: develop clear and concise information on all
terms and conditions affecting the provision of the experience.camglitions outlining
responsibility must be clearly expressed in exact terms and detdilany specific
insurance requirements are also recommended.
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ANNEX NO 13: CHECKLIST PRICING FOR PROFIT

Source: Enterprise Development Programme Northern Ireland ( https://www.tourismrigitaa/
your-business).

WZzZ/ /IE'" &KZ WZK&/d &KZ dKRKREZIKIV d/ "W A

Wo =« (]v 0}A & VP }( Zd}% d]%ee[ (}E Z}A 8} A 0}% *3Ep 3ud
how to embed good pricing practices in your busineSsurtesy of Tony Haren, Admor Business
Solutions.

1. Define your products & servicashe clear about what you offer and define them in writing.

2. Consider working collaboratively with othersyou can often expand your packages, market
and profit if you work with other providers.

3. Look at the big picture pricing is not a standalone issue asitisgriesZ "W]J[e_ ]Jv S§Z
Marketing Mix and a key element of your own Business Model, which is one of the 5 Pillars of Good
Business Finance.

4. Work out what your products and services cost to delivtaralculate your direct costs (booking
fees; cost of supplies; etc.) and your indirect costs (marketing; rent; insurance; staff costs; bank
( eV & Xe ¢} C}u IVIA AZ § CIU[E +% Vv JVPX

5. Know your gross profit from your net profit understand how these are calculated so you can
see how to maximise both and reward you for your experience, expertise, time and risks.

6. Decide on your pricing strategy, here are 3 common options

a. Cost plug work out your costs and add on your desired profit

b. Competitor based benchmark your prices against your compestor

c.Consumervalueo}}l 3 13 (E}u $3Z pe3}u EJ[* % E+*% S3]JA v AzZ § 357 C
7. Consider a mix of strategiescombine different strategies to arrive at your prices.

8. Develop your own pricing templaté a simple spreadsheet based system could help you to
VeUE C}u[E }A EJVP C}uE }+8+ v Z 0% C}p 8} » ve]8]+ C}lpE A C

6X }v[8 (}EP 3tG3qkdae $ilne you spend preparing for and winding up from a
tour/event etc. and include travel and other time directly attributable to your products or services.

10. Develop a clear written pricing policydocumenting this forces you to be clear about what
exactly you want from your pricing and allows you to share it with your team if appropriate.

11. Seek outside challenge on your pricingind someone independent who will give you honest
and professional feedback and advice on your pricing.

12. Know your breakeven point this is particularly important if you are launching a new business
or a new product or service (and remember timing of this is important too).

13. Track and manage your pricing and your profitise a quality bookkeeping system so you can
accurately measure your business performance.
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14. Develop a plan and a forecastise your prices as a basis for structured business planning so
you can stabilise or grow your business over time.

15. Be clear about your USPdevelop your own Unique Selling Proposition and communicate that
to your customers and markets before you communicate your pricing.

ioX }v[3 uv E]E[€EP+] E 3} 0}A E CIUE % E] + ]J( Clu v S}U §Z v ]
17. Use discounts sparinglypremium products or services rarely need to offer discounts.

18. v 0 *8 p3 v}$ o e3Sefvalpefydurselforyourteam]( C}lu }v[E o] A ]v
yourself, why would your customers?
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ANNEX NO 14: TIPS ONLINE STRATEGY

it d/ WA dK s >KW KZ /IDWZKs zKhz KE>/E ~dZ d

Source: Tourism Northernireland (https://www.tourismni.com/build-your-business).
() Identify your goals

Grow your followers
More website visitors
Brand awareness
More sign ups

Once you know your goal you can develop a strate@@MART goals (specific, measurable,
achievable, realistic and time-bound).
(2) Know your Audience

Post content your audience wants to know about and research, usetasagnd insights to
break down where they live, what content they want to see. Facebook insighigrovide
you with information on gender, age, location.

(3) Post when your followers are active

Use Facebook and Instagram insights to see when your followers @me tmbage the best
time to post.

(4) Use the right platform

LinkedInt B2B (more professional)
Facebookt News / entertainment content
Instagramt Good for brand awareness. Not good for site traffic

Pinterest t Similar to Instagram, Pinterest highly visual

(5) Content creation:Provide value or entertainment

Value most of the time works best such as news articles and opinions.

(6) Schedule posts in advance

UseHootsuitefor Instagram, FB and Twittdrgood tool to use to schedule posts
Set aside 2 hours a week to week to schedule posts.

Be proactive so you have time to be reactitvié something else comes up newsworthy you can
spend time on that as your other posts are scheduled and done for the week.
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(7) Be active, but not too active

Facebook 1-3 times a day
Instagram 1-3 times a week

Twitter (3+ times a day) or as much as you wanbnstant feeds and sharing

(8) Engage with your audience

Respond to comments and reviews and rectify any bad comments or reviews.

(9) Consider sponsored advertising

Organic is good, but if you have the budget, consider paying for adugrtisi

Ads are a great way to reach travelers or customers that would otkerwever come into
contact with your message.

(10) Constantly refine your content

D *uE CIHE & *puode v o AZ 35 Ivi vd AJEI-}A % Z}5}1AT
videos and use your status to ask people to eng&gpeat what works!
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ANNEX NO 15: SOCIAL MEDIA MARKETING FACTSHEET

Source:Z « @& Z "Su C Z'u] o]v e }v u}ed JVvVvIA S]A % E 8] ¢ (}JE 3Z %o
tuu E ] o] S]}v }( "ueS Jv 0o d}pE]*S S]v S]}ve[U BeOEYVI D E] U 1
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ANNEX NO 16: LIST OF PROMOTION EVENTS

Source: Marketing Strategy 2021; Jordan (MEDUSA Project)

INTERNATIONAL TRAVEL AND TRADE FAIRS

X

WTM World Travel Market London, 2022 dates TBIDs://www.wtm.com/london/en-
gb.html

Highly recognized international travel and trade fair, B2B

CMT Stuttgart,January 2023 ttps://www.messe-stuttgart.de/cmt/
Travel Inspirations, focus on biking, culture, public trade fair for the Gespaaking
market.

ITB Berlin, March 2023
dZ A}Eo [+ 0o ]JvP SE A o $CE «Z}AU (]JE v }JVPE «eU 1 v

FITOUR, January 2028ps://www.ifema.es/en/fitur

International Tourism Fair bringing together Travel Agencies, Wholesalers - Touro@yperat
Hotels & Accommodation, Carrier Companies, Leisure & Culture, Infrastructures, Résidentia
Tourism, Service Companies, Spanish Official Organizations, Travel Medla, Tra
Associations, Foreign Official Organizations, Meetings, Incentives, Educatiomifaglrai
Congresses, and Inbound Spain.

Other Travel and Trade Fairs

X

Salon Mondial du Tourisme (Lille, Lyon, Paris in Frandeps://www.salonsdu-
tourisme.com/

February 2023 in Lille; March 2023 in Lyon; March 2023 is Par

dE Ao (JE Jv &E v (} pue v TV E}uv i6iUITT]A]*d3}EX dZ
v e¢e] 0 S}uE]Jeu_U N~ poSpE v , E]JS P _U"E SpuE v D}y

IFTM Top Resa (Paris, France), 2022 date$iTfBLY/www.iftm.fr/en-gb.html

&E v [+ Jvd Ev 5]}v o §}uE]eu v SE A o 3deisure(bjsibss }JA E]vP
and events. B2B.

B Travel (Barcelona, Spain), 1-3 April 202;//www.b-travel.com/en/home

International Tourism Fair in Catalonia region in Spain for nationdl iaternational
destinations. Includes focus on travel experiences, adventure, rural, health, ghblkgain
tourism 83% of visitors are from Barcelona.

BIT(Milan, Italy), February 2028tps://bit.fieramilano.it/en/

The most important Tourism Fair at national level that aims to showcase the bestadffers
the Italian and international tourism market. B2B and B2C.

FESPO (Zurich, Switzerland), January 202%://www.fespo.ch/en/fes-en.aspx
NA131 Eo v [+ ]PP «3 SE Ao v S}uE]Jeu ( JEX

Ferien/Vacances (Bern, Switzerland), January 2023s://www.ferienmesse.ch/fr/fea-
fr.aspx
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This fair offers its visitors information on holidays and travel. Focusdeenture and
relaxing holidays.

x Reiselivsmessen (Oslo, Norway), January 2023://reiselivsmessen.no/en/

It has become a popular and an important international meeting place fdrakel industry
in Scandinavia.

X MIT- Marché International du Tourisme (Tunis, Tunisia), April 2022
International tourism and travel fair.

x Arabian Travel Market (Dubai, UAE), 8 - 11 May 2022 (17 - 18 May 200 Virtual)
https://www.wtm.com/atm/en-gb.html

This dynamic B2B event brings professionals from all over the world to showcabeatteir
their products and to do business, with buyers and travel trade attending frerivlitidle
East, Africa, Asia, Australasia, the Americas, and Europe.

x Tip for Spanish and Italian destinations and tour operatote organize special events
presenting the offer in the respective national pavilions at the EXPO DUBAI 2ppéning
on 1 October 2021 31 March 2022https://www.expo2020dubai.com/en

SPECIALIZED ADVENTURE TOURISM TRADE SHOWS
x Adventure Travel Showpondonhttps://www.adventureshow.com/

Over 70 free inspirational talks over 4 theatres, get fimcéace with the biggest collection
of specialist adventure travel companies, all under one roof.

x Travel & Adventure Show (different places, USA), various dates in 2023
https://travelshows.com/

Travel show covering more than 150 destinations around the world. B2C and B2B.

x Adventure Travel World Summit by ATTA (every year in different couu§)October,
2022 in Switzerlandjttps://www.adventuretravel.biz/events/summit/switzerlan@022/;
previous editions https://www.adventuretravel.biz/events/summit/

Produced by the Adventure Travel Trade Association, the Summit is for tour operators,
adventure travel writers and influencers, tourism boards and industry partners. thiame
just a conference, the Summit is a global gathering of the adventure travel industry.

x Adventure NEXT by ATTA (in different  countries and regions)
https://www.adventuretravel.biz/events/adventurenext/

AdventureNEXT helps put emerging destinations on the adventure map - COUITEgEs 108

may host an AdventureNEXT. Local suppliers will be offered the chance to present
themselves to international buyers and media through a large Tour Operator MARKETPLACE
and by hosting adventure FAM trips.
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ANNEX NO 17: INNOVATIVE MARKETING FACTSBEHMIFICATION

Source:Z ¢+ €& Z S C Z'u] o]v e }v uled JVvviA 31A % E 3] ¢ (}E 3Z %o
}uu & ] o] S]}v }( "ueS ]Jv 0 d}uE]*S +S]v S§]}ve[U BoEYI % E] U i
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ANNEXNO 18:INNOVATIVE MARKETING FACTSHEEDRYTELLING

Source: Researchdpu C Z'u] o]v « }v u}e3 Jvv}A 8]JA % E 3] « (}JE 3Z % E}L
}uu & ] o] S]}v }( "ueS ]Jv 0 d}uE]*S +S]v S§]}ve[U BoEYI % E] U i
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ANNEXNO 19: INOVATIVE MARKETING FACTSHEERTUAL TOURS AND
REMOTE TOURISM

Source:Z « E Z "3y C Z'u] o]v e+ }v u}ed Jvv}A S]1A % E 5]  (}JE $Z %o
luu €& ] o] 8]}v }( "ueS ]Jv o0 d}uE]*S +8]v S]}ve[U BOEYI D E] U 1
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ANNEXNO 20 NNOVATIVE MARKETING FACTSHBEJITAL WORD

Source:Re @& Z "8p C Z'u] o]v ¢ }v u}ed JVVv}IA 3]1A % E 3] * (JE 3Z %ol
}uu & ] o] S]}v }( "ueS ]Jv 0 d}uE]*S +S]v S§]}ve[U BoEYI % E] U i
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ANNEXNO 21: INNOVATIVE MARKETING FACTSHEEHLUENCERS AND
DIGITAL NOMADS

Source:Z « E Z "3y C Z'u] o]v e+ }v u}ed Jvv}A S]1A % E 5]  (}JE $Z %o
luu €& ] o] 8]}v }( "ueS ]Jv o0 d}uE]*S +8]v S]}ve[U BOEYI D E] U 1
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ANNEXNO 22: INNOVATIVE MARKETING FACTSHEBEINLINE TRIP
PLANNER SYSTEM

Source:Z « E Z "3u C Z'n] o]v * }v u}ed JvviA S]A % E 3] ¢ (}JE 5Z %o
luu €& ] o] 8]}v }( "ueS ]Jv o0 d}uE]*S +8]v S]}ve[U BOEYI D E] U 1
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ANNEXNO 23: INNOVATIVE MARKETING FACTSHEEHARCH ENGINE
MARKETING

Source:Z « E Z "3y C Z'u] o]v e+ }v u}ed Jvv}A S]1A % E 5]  (}JE $Z %o
luu €& ] o] 8]}v }( "ueS ]Jv o0 d}uE]*S +8]v S]}ve[U BOEYI D E] U 1
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