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CHAPTER 1:Conceptualization and trends on Sustainable and Slow Tourism

The following document develops Chapter 1 in three main epigraphs. First of all, a characterization
of Sustainable Tourism at a global level. Major trends, keys factors and main markets have been
portrayed, together with some issues on the lack of consistent data. Secondly, a characterization
of the Slow Tourism phenomenon, which stems from the previous. An operative de nition for the
concept has been set together with key managerial implications for tourist operators. Lastly, an
executive summary presents the main ndings of the Chapter.

1. THE SUSTAINABLE TOURISM MARKET AT A GLOBAL LEVEL

Sustainable Tourism has traditionally been de ned as a kind of tourism that “meets the needs of present
tourists and host regions while protecting and enhancing opportunities for the future”. Also, as an activity
“envisaged as leading to management of all resources in such a way that economic, social and aesthetic
needs can be ful lled while maintaining cultural integrity, essential ecological processes, biological diversity
and life support system” (Cernat & Gordon: 200%) a simpler manner, it has been characterized as “the
development of a region’s tourism industry in such a way as to not damage or deplete the resources that
make the region attractive to tourists.”

1.1. An overview of the Sustainable Tourism market

As previously de ned, Sustainable Tourism is an activity in pursuit of a “triple bottom-line”: a) making optimal
use of environmental resources involved, b) respecting the socio-cultural authenticity of host communities
and, c) generating and delivering economic bene ts to all the stakeholders involved (visitors, supply, host
communities, etc.). Therefore, the concept of “sustainable” can be applied to a wide range of activities. In fact,
all tourism activities developed in the world are likely to be increasingly sustainable.

1.1.1. Lack of comprehensive data

Two di culties arise when measuring the importance of this segment of tourism. The rst and most
important is that there is no (or is not publicly available) global source of reliable data on the state of the
Sustainable Tourism market in the world.

This statement is made after consulting several sources of information from three elds: o cial and
multilateral organizations (such as the UNWTO or UNCTAD), universities and academic studies and, nally,
reports from both specialized consultants and private companies. As a matter of fact, the focus of each of
these is di erent. For instance, UNWTO or UNCTAD study the “sustainability of tGUriather than the
“Sustainable Tourism” as a market niche. Universities and scholars generally work with outdated, gndes
corporations and sectorial organizations prefer to focus on speci ¢ geographic areas or commercial targets.

Derived from this problem, it is also true that there is a lack of studies that accurately characterize the pro le
of the slow tourist. For this reason, our work has used data from studies referring to other tourist pro les
with characteristics close to those ofhe slow tourist, such as the adventure traveler, the hiker (athletic and
hedonistic), the ecotourist, the cycler, the explorer, the sightseer and the nature -lover, among others, as we
will see in later phases of the work.

! Cernat, L. and Gordon, J. (2007): “Is the Concept of Sustainable Tourism Sustainable? — Developing the Sustainable Tourism
Benchmarking Tool”, UNCTAD document.

2 The Intrepid Traveler. Travel-Industry-Dictionary.com. “Sustainable Tourism”.
3 See: https://www.unwto.org/Measuring-Sustainability-Tourism
4 The “Global Sustainable Tourism Dashboard” from the Gri th University Institute for Tourism was last updated in 2016.
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4|  CHAPTER 1:Conceptualization and trends on Sustainable and Slow Tourism

The other issue is that, due to logical reasons, the data published and retrieved does not consider the global
e ects of COVID-19 on tourism yet. It is expected to have a clearer vision of the problem in the future.

1.1.2. Five key ideas to quantify Sustainable Tourism

Despite the di culties, some quantitative insights can be stated from di erent information sources.

Idea #1: The (stated) demand for Sustainable Tourism is increasing all around the world

All sources con rm that the number of key touristic stakeholders stating their interest in a more sustainable
kind of tourism (not only in “Sustainable Tourism” as a niche) is increasing all around the world. For instance:

 From the point of view of the demand, the CREST (20260)nd that 66% of the users from 60 countries

say they would pay more for environmental-friendly products. In a similar survey, Booking.com augmented
this gure to 73%. Most importantly, the trend has been positive in the last four years arising from a 62% in
2016.5

» From the point of view of governments, UNWTO a rms that 100% of its Member States referred to
“sustainability” as an objective of tourism in a sufvélhis has strong implications on laws and, therefore, on
providers.

Idea #2: The demand for Sustainable Tourism is not the same in all countries

Another interesting result is that each country has a degree of “maturation” with regards to sustainability
issues. As we will see in following chapters of this report, di erent countries show di erent gures. For
instance:

* 90% of the French tourists value the importance to reduce their own carbon footprint when travelling. A
16% of those say carbon footprint plays an essential role when choosing a holiday destination (resaconseil.
com).

*In 2017, 87% of U.S. citizens reported that they will purchase a product because a company advocated for
an issue they cared about (Cone Communications). And Nielsen found that 48% of U.S. consumers said they
would change their consumption habits to bene t the environment.

*» 83% of the British population value the importance of reducing their own carbon footprint (TUI Sustainable
Tourism Survey).

* In Germany, 57% of users express their travels should be socially responsible (ReiseAnalyse 2019), and 82%
of the population value the importance of reducing their own carbon footprints whatever their activity is (TUI
Sustainable Tourism Survey).

» Only 24% of Italian people show concern about the environment (IPSOS — Europ Assistance Barometer)
and four out of ten Italians express their interest in eco-tourism. (IPSOS — Europ Assistance Barometer).

5 CREST - Centre for Responsible Travel (2020): “The Case for Responsible Travel: Trends & Statistics 2019".
5 Booking.com (2019): “Booking.com reveals key ndings from its 2019 sustainable travel report”.
"UNWTO (2019): “International Tourism Highlights, 2019 edition”.
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Idea #3: The demand for Sustainable Tourism is not the same for everyone, according to their
age

Younger generations seem to be the most sensible to sustainability issues. CREST found that 73% of
Millennials a rmed they would pay more for a tourist product / service, provided if it is more sustainable.

And that the 65% of Gen Z say they are always in search of the origin of products / services before they buy
them.

Idea #4: The stated demand for Sustainable Tourism does not equal the real demand

Whatever the stated demand is, CREST (2020) warns: “stated concerns do not always translate into observed
behaviours”. In some cases, “while 30-50% of consumers exhibit intent to buy sustainable products, this only
accounts for 5% of total sales”.

A rationale has been suggested to explain this “easier said than done” e ect. For instance, Booking.com
(2019) exposes the most common barriers travellers face when making sustainable travel choices:

Table 1: Booking.com Sustainable Travel Report (2019): Most common barriers to choose sustainable options in tourism

Reasons given by surveyed users %

| do not know how to make my travel more sustainable 37%
Although | do see options to travel more sustainably, other options tend to appeal more 34%
| cannot a ord the extra expenditure of sustainable travel 36%
My agenda constrains me in the sustainable choices | can make 34%
Sustainable travel destinations appeal to me less than other destinations 34%

The same source found that:

» 72% of global travellers say “they are not aware of the existence of eco-labels for vacation
accommodations”

» 62% of global travellers “would feel better about staying in an accommodation if they knew it had an eco-
label”

Additionally, Sustaining Tourism (a Canadian consultancy rmysdiere are multiple studies outlining
demand for Sustainable Tourism, however, be aware that most consumers will not ask for more sustainable
options — they expect the tourism provider to just do it”

Idea #5: Tourism won't be able to avoid increasing concerns on sustainability

Tourism may be considered not only as a sector itself, but as the sum of many other sectors and value chains.
As the world is moving towards a more general sustainability, tourism will do likewise. 2017 was declared

as the “International Year of Sustainable Tourism for Development” by the United Natiorike basis that

“the (tourism) industry will need to sustainably manage an expected 1,8 billion international tourists in 2030”
that will eventually be visiting more and more emerging economies where tourism can become “a vehicle to
alleviate poverty and protect biodiversity” in these habitats.

8 Retrieved from: https://sustainabletourism.net/sustainable-tourism/
9 See: http://www.tourism4development2017.org/why-tourism/
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CHAPTER 1:Conceptualization and trends on Sustainable and Slow Tourism

1.1.3. Evolution, Trends and Potential Developmern

According to a report in Travelpul8ein the years to come it is expected that we will see the following trends
and opportunities:

* Fly Less: Movements such as “ ight sham@é’will be gaining importance in the world. According to UBS
data, 16% of UK citizens and 24% of Americans were willing to “y less” in 2020 (before the Coronavirus
crisis started). Eurostar also says that people are choosing trains over planes. In Sweden and in northern
countries people are choosing tour operators who “make it easier for travellers” to book train tickets instead
of ights.

» O -Season Travel as a remedy for overtourism:  Brands and companies “will be o ering holidays in

‘0’ or ‘shoulder’ season to avoid the crowds”. And this will be a relevant “shift” in the experiences o ered
to users, allow them to enjoy a less-stressed holiday and have more time “to interact with locals and get to
know the destinations”. Other bene ts include the reduction in environmental issues for the destinations.

» Change in menus: Apart from the increasing in uence of the vegan and vegetarian movements,
“accommodation menus are o ering less meat and dairy as well as nding lower waste solutions”. This is
helpful in order to reduce the carbon footprint of any tourist experience, but also to o er new healthy and
satisfactory alternatives for concerned tourists.

Complementary to that, CREST (2020) points out that:

* “Voluntourism” will be a new trend in the eld of Sustainable Tourism. According to recent surveys
(Marriot), “84% of millennials, 68% of Gen X-ers, and 51% of Baby Boomers” would “travel abroad to
participate in volunteer activities”. It is expected that tour operators will be o ering satisfactory alternatives,
as “volunteer travel must be done right, or it may have an adverse e ect” on local communities, such as
“orphanage tra cking and corruption”, “disruption of local power dynamics” or “reinforcing negative cultural
stereotypes”. However, “volunteer travel has the potential to be a tremendous force for good when done
right”.

And the CBI — Centre for the Promotion of Imports (depending from the Netherlands Ministry of Foreign
A airs) informs!?that:

» European tour operators are increasingly adopting codes of conduct  on sustainability

issuest“which they expect their suppliers to comply with as well”. Issues such as reducing environmental
impact, work with local people and locally owned businesses, child labor and animal protection are mentioned
as part of these new codes and standards.

» More monitoring of satisfaction ratings of social media. = The European tour operators are aware of
the importance of managing a good reputation, as the e ects of a bad review can be disastrous. Therefore,
everything, from the services o ered, to the suppliers chosen, must be above any suspicion.

1.1.4. Main demand markets for Sustainable Tourism

As explained above, there is a de cit of public-access statistics explaining the reality of Sustainable Tourism
in the world. For this reason, and for the purpose of the Med Pearl project, in order to determine the 7
countries with highest potential as Slow Tourism outbound markets towards the Mediterranean region - and
more speci cally towards the countries conforming the Med Pearls project- a twofold approach has been
taken:

10 See: https://www.travelpulse.com/news/features/2020s-emerging-responsible-tourism-trends.html
11 See: https://www.bbc.com/future/article/20190909-why- ight-shame-is-making-people-swap-planes-for-trains
12 See: https://lwww.cbi.eu/news/consumer-demand-sustainable-responsible-tourism-practices-growing/
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1) To belong to the list of top outbound tourism markets towards the Med Pearls countries: considering the
impact in all destinations as a whéléMed Pearls destinations as a single destination).

2) To belong to the list of countries that care the most about the environment, and therefore, more likely to
have a sustainable approach also to their travel behavior.

Table 2.1. Own elaboration: List of the top outbound Table 2.2: List of the top countries in the Environmental
tourism markets towards Med Pearls destinations — Base orPerformance Index - Source: 2020 EPI Results, Yale Univer-
data from UNWTO (2018) and INE (2018) sity

Position Country Position Country

1 Germany 1 Denmark

2 France 2 Luxembourg

3 United Kingdom 3 Switzerland

4 USA 4 United Kingdom

5 Netherlands 5 France

6 Russia 6 Austria

7 Austria Other Northern Countries:

8 Switzerland 7 Finland, Sweden, and

Norway

9 Belgium Germany

10 Canada Netherlands

11 China 10 Japan

12 Sweden

Thus, Table 2.1 has been developed from UNWTO statistics on Country-speci‘¢: ddtaket share of

arrivals of non-resident tourists/visitors at national borders of Egypt, Greece, Italy and Jordan for 2018 by
nationality/country of residence. And, since there was speci ¢ data available for the region of Catalonia in
Spain, for this destination data has been extracted from the'ibtihsidering Tourist Movements on Borders
in 2018 by nationality with destination the autonomous region of Catalonia. Only markets with a minimum
impact in all the Med Pearls destinations have been considered. At the same time, Table 2.2. retrieves the
list of top countries in the Environmental Performance Index, according to the 2020 EPI Results from Yale
University.

By comparing both lists, the resulting selection of countries with highest potential as Slow Tourism outbound
markets towards the Med Pearls destinations consists of Germany, France, UK, The Netherlands, Switzerland,
and Sweden. Although Austria is considered an interesting Slow Tourism outbound market, considering its
similarities with the German market, and to have a representation of a long-haul outbound market, it was
decided to choose USA instead. Additionally, USA ranks 4th as outbound market for the region according to
Table 2.1 and 2nd in the Top-10 list of countries in tourism spending (outbound) Source: UNWTO (2019)).

The characteristics of these outbound markets of special interest for Slow Tourism will be presented in
Chapter 3.

13 For Palestine, no comparable data was available. It was checked “UNWTO Palestine: Country-speci c: Arrivals of non-
resident tourists in hotels and similar establishments, by nationality 2014 - 2018 (07.2019).” but data was not su ciently
disaggregated to be comparable.

4 Jtaly, Jordan: UNWTO Country-speci c: Arrivals of non-resident tourists at national borders, by nationality 2014 - 2018.
Egypt: UNWTO Country-speci c: Arrivals of non-resident visitors at national borders, by nationality 2014 - 2018

Greece: UNWTO Greece: Country-speci c: Arrivals of non-resident tourists at national borders, by coun 1 of residence 2014 - 2018
15 Spanish National Institute of Statistics
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1.2. A Typology of tourism activities related to Sustainable Tourism

Authors such as Dall'Aglio (2011) have appropriately drawn conceptual maps to de ne the multiple links
between Sustainable Tourism and other families of tourism activities.

As shown in gure 1 below, Sustainable Tourism shares with all these other activities some characteristics.
For instance:

« Brings the ability to assure long term bene ts to the local environment, community, and tourist
stakeholders, as Slow Tourism does.

« Recognizes the central role of locals as protagonists of their own development of its territory (as
responsible tourism does),

« It allows “travels to fragile, wild and usually protected areas” by “minimizing the impact” over the
environment (as ecotourism does)

« Pursues “ethic goals” by promoting the education and respect of the traveler (as ecotourism does)

« O ers a combination of entertainment, education, observation, respect and interaction with the local
environment and community (as active tourism does).

Figure 1: Slow Tourism vs. Environmental Products, as de ned by Dall’Aglio (2011)

SLOW
TOURISM

For all these reasons, it is no surprise that Serdane (20Xif)estions if slow travel “is an approach, an
umbrella or a niche” within the sustainable tourist market. She nds abundant evidence of scholars referring
to the three possibilities as valid alternatives. The discussion leads to the need for a de nition of Slow
Tourism as presented in the following epigraph.

16 Serdane, Z. (2017): “Slow Tourism in Slow Countries — The Case of Latvia”, PhD. Theses, Salford Business School, Salford
University.
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2. SLOW TOURISM CONCEPTUALIZATION

Despite the growing importance of the concept, no single or agreed de nition of Slow Tourism can be found
either in academic or practitioner literature. This epigraph is aimed to analyze its various dimensions in order
to o er an operative de nition.

2.1. Towards a de nition of Slow Tourism

The academic literature and the texts of experts and practitioners suggest that the concept of “Slow
Tourism” does not have a precise or agreed de nition. Authors such as Guyver, McGrath and Torkington
(2016)", Pecsek (20155 or Dall’Aglio (2011, among others, blame this lack of de nition on the
coincidences of “Slow Tourism” with other tourist modalities and the lack of a clear border between those.

Also, Guyver, McGrath and Torkington (2016) claim that “Slow Tourism practices are nothing new” given that,
“they were once the norm and still are for millions of people whose annual holiday is spent camping, staying
in caravans, rented accommodation, with friends and relations or perhaps in a second home, who immerse
themselves in their holiday environment, eat local food, drink local wine and walk or cycle around the area ”.

2.1.1. The origins of Slow Tourism

Authors such as Paul Bac (203%and Serdane (2017) a rm that Slow Tourism can only be explained by the
evolution of social thought in recent years. Logics such as the “slow?fdadd the “Cittaslo#” movements
were promoted by concerned citizens, both for the environmental conservation and/or their physical and
mental health in front of an ever-faster life. And, naturally, the phenomena had a translation into the tourist
eld, as opposed to a “mainstream” tourism, increasingly global, fast, and massive that has been leveraged
recently by “low cost” ights and the disintermediation of the Internet.

It seems it was Nicky Gardner, editor of Hidden Europe Madgézne author of “A manifesto for slow travel”
(2009)?*, who initially characterized Slow Tourism by both, the intensity of the activities at destination and
the conscious decision of the tourist (or traveller). Likewise, Heitmann et al. 2@ that “central

to the meaning and concept of Slow Tourism is the shift in focus from achieving a quantity and volume of
experiences while on holiday towards the quality of (generally fewer) experiences”.

In addition to that, Valls et al. (2018)states that Slow Tourism has also been possible thanks to recent
technological advances and the adaptation of the tourist o er to the many new consumer needs.

17 Guiver, J., McGrath, P. & Torkington, K. (2016). Special Issue Slow Tourism [Editorial]. Dos Algarves:

A Multidisciplinary e-Journal, 27, 5-10. doi: 10.18089/DAMeJ.2016.27.0.

18 For example: Pécsek, B. (2015): “Slow Tourism as the Sustainable Alternative for Developing Urban Tourism Destinatios”,
Theses. Szaint Istvan University (Hungary).

19 Dall’Aglio, S., Nazzaruolo, A. and Zago, M. (2011): “Guide lines for the development of the Slow Tourism project. Workshop
with the stakeholders and the operators” (Presentation within the program SLOW TOURISM - Valorization and promotion of
slow tourist itineraries between lItaly and Slovenia) “.

20 Bac Paul, D., 2014. “From Slow Food to Slow Tourism,” Annals of Faculty of Economics, University of Oradea, Faculty of
Economics, vol. 1(2), pages 137-144, December.

2 www.slowfood.com

22 www.cittaslow.org

2 https://www.hiddeneurope.co.uk/

24 Gardner, N. (2009). A manifesto for slow travel. Hidden Europe 25.

% Heitmann, S., Robinson, P., Povey, G. (2011) "Slow food, slow cities and Slow Tourism®, in Robinson P., Heitmann, S. and
Dieke, P.(eds.) Research Themes for Tourism, Wallingford: CABI.

% Valls, J.F.,, Mota, L., Freitas Vieira S. C. and Santos, R. (2019): “Opportunities for Slow Tourism in Madeira,” Sustainability,
MDPI, Open Access Journal, vol. 11(17), pages 1-23, August.
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2.1.2. Slow Tourism: an operative de nition

Perhaps it is the de nition of Dall’Aglio et al. (2011), with its formal simplicity and its ability to collect most
of the arguments and attributes presented, the one that best de nes the concept. As they explain, Slow
Tourism is a kind of tourism that:

“Sensitizes demand and supply of ethical values, allows to get possession of time again, relieves anxiety and
stress caused by hectic paces, allows the guests to be back in tune with themselves and whatever surrounds
them, creates a new form of awareness thanks to a deeper and involving experience and thus emphasizes
sustainability, responsibility and eco-friendliness” of all the stakeholders involved.

The de nition is compatible with that of Alex Montesinos’, a Spanish practitioner and founder of
“Entrelenguas’ who states that “we de ne Slow Tourism as a travel philosophy which allows you to see the
more authentic side of a destination from the experience of a travéfler”

2.2. Aspects de ning Slow Tourism

Some authors identify the di erential attributes of Slow Tourism. Bac Paul (2014), for example, draws up a
comparative table between Slow Tourism and fast tourism, or mainstream (see the following table).

Table 3: Slow travel v. Fast travel comparison, according to Bac Paul (2014)

Mode of Travel Environmental
Slowness : : Sense of place
travel Experience Consciousness
Travelling . Cultural
SLOW Walking/Cycling Unhurried through the Low consumption of Exchange
TOURISM fuels
landscape (attachment)
. : Minimal cultural
FAST Airplane Hurried Travel corridor High consumption of contact
TOURISM fuels
(detatchment)

We should discuss the previous table, as we are not certain that the “modes of travel” are so necessarily
di erent in slow and fast tourism. As a matter of fact, many slow travellers need an airplane to arrive in their
nal destinations to walk and cycle.

For their part, Valls et al (2019) compile and present a list of attributes identi ed by scholars in no less than 20
academic publications (table 4):

Table 4: Slow Tourism attributes according to Valls et al. (2019) literature review.

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 V|V VI iV I IV IV iV

Feasibility and new business development

27 https://lentrelenguas.com/en

2 https:/lentrelenguas.com/en/a-natural-way-of-travelling-the-slow-tourism/
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And Zago (ed.) (2011)29 a rms that a tourist experience can only be called “Slow Tourism”, if it satis es
six dimensions, both from the point of view of supply and demand. These are: time, slowness, otherness,
authenticity, sustainability, and emotion (table 5).

Table 5: Zago (ed.) (2011): 6 dimensions of the Slow Tourism

Time

De ned 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
customers, and time availability of services) from the point of view of the supply, and the
“right to regain laziness” of the customer, “freeing her/himself of the guilt”.

Slowness

De ned as “time, idleness, laziness” as opposed to “time is money”. This philosophy leads to
using slow vehicles, slow agendas and “slow assimilation of changing landscapes™.

Otherness

De ned as the “sphere of relationships between individuals with di erent opinions, beliefs,
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.

Authenticity

De ned as the “capability to create and o er an experience that is characterized, non-ar-
ti cial and strongly connected with culture and local traditions”, as well as the opposite to
“standardized/globalized products and services”.

Sustainability

De ned as the impact of the tourism activity on the local environment, economy, and
society.

Emotion

De ned as the “capability to generate memorable moments that make the guest leave as
a di erent person, marked by a true involving and gratifying experience”.

Finally, Serdane (2017) and Pécsek (2015) de ne Slow Tourism as an aggregation of 4 dimensions each,
including environmental, experiential, economical and ethical (Serdane) or locality, sustainability, experience-
focus and social-wellbeing (Pécseck). Both models are very homogeneous on the bottom ( gures 2a and 2b).

Figure 2: 2.a. Serdane (2017) and 2.b. Pécsek (2015): 4-Criteria Models in the conceptualization of Slow Tourism

1. Envir

2. Experiential 3. Economic 4. Ethical /

2.a. Serdane’s Model | 2.b. Pécksec’s Model

Slow travel and
tourism

Local gastronaty
Local businesses
Local workforce

dimension

- Reduced carbon
footprint

- Environmentally
friendly
mobilities and
modes of
transport

- Travel shorter
distances

- Travel closer to
home

- Stay longer time
at destination

- Quality time - Choose local - Giving something )
- Meaningful providers back to
experiences - Economic communities and
- Physical slowing contributions to areas visited |
down local - Conscious and \
- Fun time communities deliberate choice
- Desirable and - Money spent - Aware and
pleasurable way stays at local informed travel \
of spending community - Slow and \
leisure time sustainable
- Customer as co- consumption
producer aspect

Local culture

dimension dimension dimension

| Now-standard mpphy

| Sebecene ateractions
Active prograss

| Coltoctive experivnces

Slow
tourism

Sustainability

Experience-focus

Consemsual decrsion-making

Poputation reteation
Growing will bring
Comamanity cobibsn

- Mindfulness, care

2% Zago M. (ed.) (2011), Guidelines for the Slow Tourism, Research report of the cross-border cooperation Italy-Slovenia
2007-13 Slow Tourism.
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2.2.1. Transport modalities related to Slow Tourism

Zago (ed) (2011) identi ed various means of locomotion in Slow Tourism and separated them in two major
categories: natural and mechanical means (see table 6). Within the rst, he indicated walking, cycling, horse /
other animal riding. Within the second, it mentioned car, public transportation (bus), portable housing (camper)
and new uses of vehicles (i.e. electric vehicles, carsharing, etc.), which are more environmentally friendly.
Also pointed out motorcycle, railroad, ride in hot-air balloon (or, at least, ight in not jet-powered or polluting
planes) and any type of sailing or rowing (as other nautical modalities could be considered as polluting and
inappropriate for Slow Tourism).

Table 6: Zago (ed) (2011) classi cation of transport means in Slow Tourism

Natural Mechanical

» Walking/running/wandering, as in pilgrimaging, |« Driving (car, motorcycle, sidecar), since it is not a
promenading, Nordic Walking, trekking, marching, matter of how much fuel is burnt, but how cons-
jogging... cious or self-aware the tourist is driving (biking the

. ) ) Route-66, for instance).
* Cycling: as in cyclo-tourism
« Coaches and buses, as they are an e cient, respon-

* Horse riding (or camel riding, if applies) in marchinggipje and low per-capita pollution way to arrive into
trotting, or galloping in trekking, agritourism, eco-| 5y destinations.

tourism or adventure tourism
e Caravans and auto-campers: that allow tourists to
have a portable home and enjoy plein air.

* Aerial means: ballooning, gliding or, if unavoidable,
avoiding jet-planes to reach far destinations.

< Nautical: as in sailing, canoeing, kayaking. Everything
except massive cruiser tourism packages.

As it can be seen in the previous table, what is relevant is not the means of locomotion itself, or how much

it pollutes, but rather the intentionality and attitude towards time and economic, environmental and social
sustainability issues of the traveller. As Serdane (2017) states: “it is even suggested that slow travellers think
of tourism di erently than non-slow travellers (...). Non-slow travellers tend to choose the destination rst

and then nd out how to get there, very often by ying. Slow travellers, on the other hand, tend to choose

the mode of transport rst and then nd out where they can go”.

That also means that practicing Slow Tourism and ying long distances are not incompatible practices.

As a matter of fact, a slow traveller may consider a long ight acceptable, for instance when going on a
long vacation, provided he/she considers that the airline has sensibility towards CO2 reduction and CO2
compensation, respect for local communities, sustainable use of time, etc. That is why some long-distance
markets have been selected for study in the following chapters.

2.2.2. Typology of the activities of Slow Tourism

The number of activities linked to Slow Tourism can be as wide as is the imagination of the suppliers and the
wishes of users. However, and to generate a certain comprehensive framework, we quote again the work of
Dell’Aglio et al. (2011) who establishes simple criteria to di erentiate some activities from others.

Research study on Slow Tourism international trends and innovations
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As shown in gure 3, the authors establish two axes to classify touristic activities: the “passive-active”
(horizontal) and the “individual-mass” (vertical). The Slow Tourism activities appear when both the “active”
and “individual” activities meet. These are de ned as ecotourism, natural tourism, river tourism, rural
(agritourism), trekking, cyclo-tourism, and horse riding.

On the other hand (i.e. “massive” and “passive” activities), there appear alternatives such as cruisers, sun
and beach or entertainment (festivals, concerts...) that could be de ned as mainstream tourism. Halfway
the distance between both opposites appear certain modalities that could be understood (or not) as Slow
Tourism depending on circumstances.

Figure 3: Classi cation of Slow Tourism activities, according to Dell’Aglio (2011)

INDIVIDUAL
Ecotourism -
o River Nature Tourism
Nalutical Tourism i
Beauty & Well " Trexking
SRy S RIeines Rural SLOW TOURISM
Horse Riding H
\\\
\Cky Break Cycling Tourism ’,”
PASSIVE: ' e —2-ACTIVE
Winter
Cruise Mountain Wine & Food
Relax
Mountain
Enterntainment
Sun & beach
MASS

2.2.3. Slow Tourism and the interaction with local communities

One of the raison d’étre of Slow Tourism is to add many kinds of value to the place where the activity takes
place. The slow tourist not only contributes with economic value or by conserving the local environment, but
also by developing a legitimate interest, respect and consideration for local culture and traditions. For that
reason, Pécsek (2015) defends that “the local culture is part of the tourism supply (and) therefore, without
the approval of the local community it is impossible to develop and nurture (such kind of) tourism”.

It is also contemplated that this kind of tourism is bene cial for communities located far from cities or political
decision centers (typically: agrarian or mountain areas), increasingly at risk of depopulation and/or loss of
power. According to Pécsek, Slow Tourism can help develop a greater entrepreneurial spirit and greater
decision-making capacity about the future of the region among its inhabitants: “the active participation

of local society can ensure the wide consensus that leads towards the approval of the long-term tourism
strategy within the community. The result of the joint e ort will then foster community cohesion, that is

a vital characteristic of any healthy and strong community”. Likewise, she a rms that “tourists also have
greater enjoyment at destinations where locals are content and proud of their touristic values”.

Research study on Slow Tourism international trends and innovations
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2.2.4. Slow Tourism supply characterization

Due to its relative novelty, it is still di cult to characterize (or to nd a characterization of) the supply side of
the Slow Tourism market. Valls et al. (2019) highlight the continuous “capacity to create new business” of this
modality and state that “thanks to Slow Tourism, hew businesses are generated, such as artisan and zero-
kilometer markets; museum spaces; informative, meeting, and exchanging places; the transformation of local
products; the expansion of visits to places less known by the general public; and the recovery of the local
social culture”. Also mentions “new services of accommodation, restaurant and catering services, guidance,
interpretation, and transportation and marketing”. Bearing this in mind, the following table enlists the most
recurrent activities, services and providers involved in the value chain.

Table 7: Activities and services within Slow Tourism, as per-link in the value chain (own elaboration)

Sector Philosophy Activities and services
Walking
Trekking
. Cycling
TRANSPORT FIQX|bIe and paced. Al[ows travellers to Motorhome
enjoy the landscape with all ve senses. . _..
Sailing
Canoeing
Ballooning
Provide enough time for the traveler to N_ature W"’%t"h'”g
. ) O Birdwatching
stablish a deeper relationship with the
environment, the di erent locations and C”'t”'fa.' tours .
LEISURE ' Creativity experiences

the people they meet along the journey.

Make room for introspection, re ection,
and personal development.

Learning experiences
Wellness
Introspection

ACCOMMODATION

Look for establishments where the
traveller can stop time. Space and serv,
should be carefully designed: architec-
ture and décor to be integrated into the
surroundings: full attention to detail; an
integral experience to be enjoyed fully.

Small family hotels and B&B
iGoutique hotels

Rural accommodation

Private homes and apartments
Camping

Eco-lodging

FOOD, RESTAURANT AND
CATERING

O er local, traditional food that makes
use of local produce. Make travellers
appreciate the fact that food has been
prepared with love and care, and thus
requires time to savour and experience
Menus should appeal to all senses.

Fresh-food and zero-kilometer
markets

Organic & local groceries
Tasting of local products
Small traditional restaurants
Organic restaurants

Starred restaurants
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2.2.5. Slow Tourism and technology

Almost a decade ago, Zago (ed.) (2011) observed that in Slow Tourism the Information Technologies played

a di erent role than that in mainstream tourism. Then, both o er and demand of Slow Tourism could show
attitudes not much favorable to being permanently connected.

However, in the 2020’s the situation may have radically changed. Information Technologies have now evolved
in a manner that not only do not disturb slow tourists but improve their experience instead. Such would

be the case of Augmented Reality applications and other means to put the tourist through an expanded
universe of information, storytelling, experiences, and recommendations. IT can also play a signi cant role in
the promotion of many sustainable tourism initiatives around the world, from the supplf sideich, again,
facilitates the spread of the Slow Tourism.

2.2.6. Slow tourist pro le

As a summary of the previous statements, it is possible to build a comparative pro le of the slow tourist, in
contrast to that of the “mainstream” tourist. Table 9 shows it.

Table 9: Comparison between slow and mainstream tourist pro les. Source: own elaboration and excerpts from Moira,
Mylonopoulos and Kondoudaki (20%7)

Slow Tourist Mainstream Tourist
Inspiration From travel books to Internet Internet
Reservation By phone or e-mail (for a more direct | Internet booking engines but also

contact) but also Internet

email

Use of tour operators

Only if not avoidable

Yes

Destination info & maps

From travel guides (paper) to smartpho
ne

“Smartphones or tablet

Taking pictures

Analogic camera, if possible — smartph
nes

CPSmartphones

Use of social networks to
communicate trip or pictures

Growing trend

Yes, in every case

Personal attitude towards
destination, people, and
environment

“Disconnection” from the everyday wor
and full “connection” to the destination

Permanent connection with the
ceveryday world (smartphone) and
little (or none) connection with
destination.

Apparel and clothes

Soft and essential. Probably buys local
clothes at destination

Heavy (unnecessary apparel), bou-
ght and brought from origin

%0 Luc M, Tejwan-Bopp M, Bopp C, Szmanda JB (2016): “Applying Native e-Tourism to Support the Development of
Sustainable Tourism”. Journal of Tourism and Hospitality Vol 5.

31 Moira, P.; Mylonopoulos, D.; Kondoudaki, A. (2017): “The Application of Slow Movement to Tourism: Is Slow Tourism a New

Paradigm?”. Journal of Tourism and Leisure Studies. Volume 2, Issue 2.
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Slow Tourist Mainstream Tourist

Preference for alternative means of
Means of transport to desti- | transport mainly train or bus. Also shareBreference for low cost airlines

nation transport, environmentally friendly, and| and/or exclusive use vehicle
hurry-free...

Means of transport in desti- | Public transport, shared, environmentallyfhose that allow quick movement

nation friendly, and hurry-free... e.g. exclusive use vehicle

Accommodation Local housing and/or small, friendly, anqvlajor hotel franchises

familiar business

Local & traditional cuisine / eco-friendly Fast food, hotel food, international

Meals foods and beverages food

Agenda Flexible agenda or none. Everything is within a programme
o Prefers direct contact with nature, and/oiFully intermediated. Minimum

Activities

local population. No intermediaries contact with local population.

2.3. Criteria and requirements in creating Slow Tourism packages and experiences

In Chapter 2 a technical factsheet with the most relevant criteria and requirements to create successful

Slow Tourism packages and experience will be presented. Further details will be provided in terms of general
issues, transportation, accommodation, activities, and gastronomy. However, certain qualitative criteria can
already be mentioned:

a) Generate experiences that help preserve the identity of the destination.

First and foremost, the products and packages o ered need to be consistent with the local identity. This can
be achieved by o ering genuine experiences connected with the local history and traditions in many forms
(folklore, gastronomic, craftsmanship, etc.), but also by involving the local groups (ethnic and other kinds of
communities, representatives of NGOs, leaders of opinion, local institutions, etc.).

b) Provide services and products that are in line with the local geography and the season of the
year.

Subsequently, Slow Tourism destinations should be o ering “hotels in tune with natural environment, food
that is fresh, local and tasty, expeditions led by local gufdeas they are more satisfactory to slow tourists
than continental breakfasts, fast foods and fruits brought from abroad out of season, for example. That can
also be achieved by “encouraging, through training and start up support of the enterprises, the supply of
new slow services that integrate those missing in the speci ¢ areas. Supporting those activities not causally
related to tourism, but that are a key element in the slow approach (craft, biological farming; etc.)

c) Provide meaningful experiences.

As Slow Tourism is a matter of personal decision, the guidelines suggest that customers always have a
reason to travel, and that is “to learn more about themselves”. Therefore, those packages o ering “food for
thought” and signi cant experiences allowing the tourist to connect with him/herself are more probable to
succeed. “Discovering ways of life, o ering memories that last a lifetime, connect with new cultures” and
“favoring the young entrepreneurship and the occupation of young people and women, as elements (and
narrators) of preservation of traditions and habitability of a pfdtare recommended practices.

32 ABTA (2013): “How to sell Better Places” — Guide
33 Zago (ed). (2011)
34 Zago (ed). (2011)
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d) O er a mix of integrated products, rather than a supply of single strong products, to maximize
income.

To combine nature and culture, sport, and wellness, gastronomic and historical, etc., appears in guidelines
as another strong recommendation. Besides, the idea of mixing activities seems to have important e ects
on the customer’s willingness to spend, due to the higher value of the experiences. As Valls et al. (2019)
state: “Consumers actively choosing smaller providers assumes their ability to a ord the often-higher prices
that local retailers may charge for goods/services due to their lack of economy of scale. (...) In addition, as
materialistic values are reduced and emotions and a ects increase, availability of spending increases”.

e) Develop alliances with other local touristic stakeholders.

Secondly, other sourc&shighlight the recommendation for local providers to develop “a network with all

the tourist attractions and services in the area”, as well as the local community and people in order to create
“advantageous synergies for the tourist”. It is reminded that slow tourists are “not just consumers”, but
“careful subjects” that will celebrate an integrated and consistent supply “involving all realities and economic
operators of the area”.

f) Develop a compelling narrative.

In many of the guidelines it is highlighted the importance of developing a compelling narrative (or storytelling)
about the company, the service, the customer, the stakeholders, and the overall philosophy surrounding
those. For instance, the Cicerones Naturales network (2&1@commends crafting stories that answer the
following questions:

» What is the story of the experience o ered?
» What activities include?
» To what kind of people (segments, etc.) is intended?

» What speci ¢ needs (psychological, conductual, aspirational...) of the customers will be ful lled by the
experience?

» What impact (in terms of emotions, learnings, material improvements) will the experience have on the life of:
locals / visitors?

g) Promote creativity within the experience, both from the host and the traveler.

An increasing number of destinations are taking creativity into account to leverage the potential of tourism
activities for travelers. Richards (20F5)bserves that those proposals “o ering opportunities for personal
creative development” result in an “increasing engagement” to users and tourists “by enabling visitors
and their hosts to be creative together”. At the same time, creative activities can be easily “linked” to the
destination culture and heritage, so it is easier for tourists to learn about the environment they are visiting,
as well as about themselves. O ering creativity spaces and moments to tourists allows them to be even
more protagonists of the experience while increasing the interaction with the local communities.

35 Zago (ed). (2011)

36 Cicerones Naturales (2018): “Cicerones Naturales — Agroturismo en Malaga”, edited by the “red de guias de turismo
experiencial de Malaga” (Spain). Retrieved from: https://ciceronesrurales.com/manual-agroturismo/

37 Richards, G. (2015): “Creative Tourism: New Opportunities for Destinations Worldwide?” Presentation at the World Travel
Market - Conference on ‘Creative Tourism: All that you need to know about this growing sector’, November 3rd, 2015.
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h) Proactively communicate.

The guidelines also recommend actively communicating the image of the area and of its slow supply through
all imaginable media (press, internet, social networks, fairs and information points: local and abroad). The
“appeal given by the Slow Tourism concept” can be bene cious “even in the areas not included in the Slow
Tourism partnership”, as Zago (ed) (2011) states.

i) Develop a long-term relationship with customers/users.

The documents also talk about “developing customer loyalty” and, from the supply point of view, that could
be achieved throughout a deeper understanding of the needs and expectations of users. For that means, it
would be useful to:

« Develop more knowledge on the “pain points” and “gain points” of the tourist across the experience

« Conduct periodical research on the e ciency of the touchpoints to communicate with the tourist
throughout the year

« Develop a regular and personalized communication with users before, during and after the touristic
experience

« Facilitate spaces for open and transparent dialogue with clients and users at any point of the User
Experience Journey

2.4. An advance of other relevant ndings on Slow Tourism

Other relevant ndings, such as main destinations, examples applicable to pilot areas, International Fairs and
Innovative solutions will be presented in the following chapters (Chapters 4 to 7). Thus:

2.4.1. Main destinations in Slow Tourism

A list of signi cant local destinations that may have important lessons to o er to the Med Pearls project has
been selected and analyzed. Chapter 4 will be presenting the key benchmarks from: Isle of Wight (UK), Fethiye
(Turkey), Morges Region (Switzerland), Bohinj (Slovenia), Ajoun Forest Reserve (Jordan) and Seine-et-Marne
(France).

For each one, evidence will be presented on the approach they make to sustainability, tempo, emotion,
learning, and authenticity of the tourism, as well as the transport, activities, accommodation, and gastronomy
policies they provide.

2.4.2. Examples of Slow Tourism products applicable to pilot areas

In Chapter 5, a list of 6 Slow Tourism products from around the world will be detailed All of these have been
selected as they can be both adaptable and educational for the pilot areas within the Med Pearls project:

* DolceVita Bike Tours: a tour o ering travellers to plunge into the savage and pristine beauty of
southwestern Sardinia.

» Ecovoyageurs: a tour of three days in which visitors will explore Abruzzo in southern Italy.

» KmZero Tours: a package allows the visitor to enjoy and experience Tuscany region in a di erent and slow
way.
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» The Luberon Experience: a well-structured programme with the right level of exibility to o er visitors a
wide array of activities to discover the Provence.

* Responsible Travel: Food and Wine tour in Croatia and Slovenia designed for travellers who love to discover
the local gastronomy of destinations.

 Voyageurs du Monde: An eleven-day guided road trip in Portugal, to discover the rich heritage and
sweetness of life in the Portuguese hinterland.

2.4.3. ICT International Fairs

Chapter 6 o ers a list of events and international tourism fairs where ICT and innovative solutions for the
tourism industry are an integral part of the trade event. Events such as:

* Travel Forward London (London —¥K)

* Web Summit (Lisbon — Portuéfal)

* Travel Technology Europe (London —*UK)

* MENA ICT Forum (Dead Sea Road, J&rdan)

2.4.4. Innovative solutions

Chapter 7 in this report will portray a list of innovative solutions found in the eld of Sustainable Tourism:
 Ascape: accurate platform where professional VR creators upload their 360° travel videos for users to
consume via mobile app for both iOS and Android devices.

» Authenticitys: an online platform that designs and hosts experiences with local entrepreneurs to curate an
incredible time that will leave a positive impact in the city the tourists visit.

» Evaneos: an award-winning platform that allows travellers to create 100% tailor-made tours directly with a
local travel agent based in the destination.

» Nexto: an app designed by Slovenian developers that creates game-like learning experiences with virtual
reality.

» Routemotion: a service that collaborates with marketing representatives to create mobile apps that attract
and enhance tourism in the user’s local area.

» WhaiWhai guidebooks: unconventional guides for tourists and travellers who are looking for an out-of-the-
ordinary experience.

38 https://travelforward.wtm.com/
3 https://websummit.com/
40 https://ntm.traveltechnologyeurope.com/

41 https://www.menaictforum.com/
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3. EXECUTIVE SUMMARY

Slow Tourism began to be identi ed as an independent form of tourism in the early 2000s. It was born as

the result of an evolution in the logic of “slow food” and “Cittaslow”. Citizens concerned with preserving the
environment and their own mental and physical health, increasingly demanded ways to avoid acceleration and
stress during their holidays.

The Slow Tourism is also part of the great family of “Sustainable Tourism”, integrating a wide range of
activities, which di er from mainstream tourism by a greater personal awareness of the tourist and a
completely di erent management of time, intensity of activities and relationship with the environment and
with other actors involved (local community and other tourists).

We have assumed that the slow tourist comes mainly from countries that ful Il a twofold condition: a
consolidated culture of outbound tourism and a consolidated sensibility in the matter of sustainability. These
slow tourists do not necessarily stand out for having a di erent level of income than the mainstream ones.
They do stand out, however, for their use of tempos, and for preferring genuine experiences rather than the
standardized ones. All this must be considered when promoting Slow Tourism packages in di erent channels.

The supply of Slow Tourism must come up with proposals allowing the use of non-polluting and unhurried
means oftransport , either to reach the destination or to move there. They must also aeivities

that give the traveller the opportunity to deepen their relationship with the environment and people,
accommodation that is neither mass nor standardized, as well as a seag@séflonomy that is respectful

of local tradition and cultivated with sustainable criteria.

Sustainability in tourism is a mandatory requirement, to which authorities and industry have committed
themselves towards the 2030 horizon. Likewise, the number of people expressing their interest in developing
Sustainable Tourism activities grows around the world. Likewise, there are more and more success stories of
Slow Tourism, as well as its presence in the main international tourism forums and fairs.

The remaining Chapters of this research will focus on the Slow Tourism as a singular experience that
actively gives a role to sustainability, technology, authenticity, and tempo in the act of travelling, both

for users and providers. A Slow Tourism experience must always show consistency within the domains of
transport, activities, accommodation and gastronomy. Provided all of these are combined in the adequate
proportion, the slow traveler will have opportunities to discover a destination with a completely new, and fully
satisfactory perspective.
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CHAPTER 2:Criteria and requirements for Slow Tourism packages / products

Chapter 2 presents a technical factsheet of the most important criteria and requirements to be met to
create Slow Tourism packages and experiences that are highly attractive to Incoming Travel Agencies
and Tourists. The content of this chapter has been designed taking into account the pilot areas of
Med Pearls project, and consequently, it can inspire them.

The technical factsheet is classi ed in di erent sections, which present the traits that would conform

a perfect Slow Tourism package. These sections are transport, accommodation, activities and food. In
addition, there is a section devoted to general aspects such as the ones related to the package itself
or the DMC or Incoming Travel Agency o ering the package.

For a tour package to be considered Slow, it must meet a minimum of compulsory requirements. It
is considered that a Slow Tourism package has to be coherent and balanced, so compliance with a
minimum of 40% of requirements in each category is recommended. The more requirements the
package meets, the more “Slow Tourism philosophy” will be. Each category details the minimum
requirements to be met.

& () & ¥,
Transport Activities Accommodation Gastronomy

GENERAL

For compulsory requirements the box is ticked.

[VIThe package consists of a small group (a maximum of about 15 people) or individual travel experience
tour.

[Vl The package can be guided (local guide) or self-guided (with permanent assistance).

[VIThe DMC / Incoming Travel Agency thatre the package has a sustainable and responsible tourism
approach /promotion / philosophy.

[VIThe DMC / Incoming Travel Agency develops alliances with other local touristic stakeholders.

[VIThe DMC / Incoming Travel Agency o ering the package actively seeks to promote the image of the
packages and destination through various media platforms and means of communication.

[V]The DMC / Incoming Travel Agency promotes social equality in the contracted products and services from
local suppliers.

VI The package aims to minimize the impact on local resources and the environment.

[v]The DMC / Incoming Travel Agency o ering the package is preferably based on the same location where
the experience takes place or otherwise close enough to ensure smooth operation on the ground and links
with the local communities and value chain.

Fair working conditions have to apply to all stakeholders and employees involved in the package.

[1The experience takes place in areas with reduced tourism ows covering: rural, coastal and/or
mountainous areas; and also small towns or villages.

[1The package is promoted on websites and in sales channels with a sustainable perspective.

[ IThe DmMC/ Incoming Travel Agency is committed to developing a long-term relationship with their touristic
local stakeholders and suppliers.
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[ IThe DmMC/ Incoming Travel Agency encouragesdevelopment and life-long learning as part of
sustainability management system. All sta receive training in social and environmental policies.

[ IThe DmMC/ Incoming Travel Agency tour operator has implemented purchasing policies which favour
sustainable and local goods and services including building materials, capital goods, food, beverages and
consumables.

[ IThe DmMC/ Incoming Travel Agency communicates their actions concerning sustainable management,
social responsibility and ethics in labour relations.

[ IThe DmMC/ Incoming Travel Agency uses new technologies in its promotion and communication actions
(such as online brochures, online contact channels, etc.).

[ IThe DmMC/ Incoming Travel Agency has a modern and updated website in di erent languages (at least in
English).

[ IThe D™MC/ Incoming Travel Agency makes themselves available to provide information to customers
through conventional means but also social networks.

TRANSPORT

For compulsory requirements the box is ticked.
[VIThe package includes and promotes the use of sustainable means of transport.

[VIThe package includes at least one sustainable transportation such as bicycle or electric bike, Segway,
walking, electric vehicles or any other environmentally friendly means of transport.

[VIThe package presents itineraries in less travelled routes.
[]Sustainable means of transport are part of the experience and activities of the package.
[_]The DMC / Incoming Travel Agency takes actions to reduce or compensate CO2 emissions.

[ IThe DmMC/ Incoming Travel Agency provides information and facilitates the use of the local public
transportation.

[ IThe majority of transport suppliers put processes in place to minimise negative environmental impacts.

[ IThe DmMC/ Incoming Travel Agency organizes group transfers during the experience taking into account
the most e cient option.

[ IThe DmMC/ Incoming Travel Agency o ers luggage transfer for the participants undertaking a soft-mobility
route.

[ IThe DmMC/ Incoming Travel Agency has options for people with special accessibility requirements.

[ IFor self-guided tours, GPS or transport applications are provided.
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FOOD

For compulsory requirements the box is ticked.

Culinary products provided during the tour are local and/or come from local producers.
The package promotes gastronomy as part of the culture and tradition of the destination.
Information about origin, producers, typical dishes and quality of the food is provided.
LI The package includes culinary tastings and/or visiting local producers.

(] Products provided during the tour are seasonal, organic and fair-trade.

] Preferably restaurants or facilities related to gastronomy included in the package have recognitions and
accreditations such as fair-trade and organic labels or Designation of Origin recognition.

LI The package includes an activity of harvesting and/or buying at a local market.

[]service personnel and chefs are trained in the importance of communicating the origin and quality of the
products used.

LA suppliers involved are committed to minimizing a negative environmental impact and avoiding food
waste.

[ Menus provided are appropriate to the type of activity (i.e. hiking or cycling route) and the time of day
required for the activity (e.g. early breakfast for birdwatchers).

[ ] Refuse single-use plastic for reusable items (e.g. for picnic packages).
] Including a QR code in each menu or food in the menu list to check more information about the area of its
origin, nutritional facts and any relevant information.

ACTIVITIES

For compulsory requirements the box is ticked.

The activities of the package aim to protect and promote natural and cultural heritage (tangible and
intangible).

The activities of the package allow for a better understanding of the local identity.

The package includes a mix of activities from sevefréthese elds: nature, culture, wellness and
wellbeing or gastronomy.

Guides and activity providers are reputable local experts that treat the environment and local communities
with respect.

Responsible Tourism behaviour and values are encouraged throughout the activities.

[ ] The activities of the package allow visitors to connect with the local history and traditions of the
destination in many forms: local festivals and traditions, gastronomy, craftsmanship, etc.

[ ] The activities of the package include a learning component.

[ I The activities of the package involve the participation of local groups such as ethnic communities,
representatives of NGOs, opinion leaders, local institutions, etc.

[ The activities of the package allow time and space for participants for introspection and self-re ection.

[ IThe package avoids contrived and controversial cultural experiences that are not respectful with the local
culture.

LI The package includes a range of activity levels for all types of tourists.
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(] Activities of the package are experiences that suit the season when they take place.

[ ] itineraries and packages taking into consideration the needs of tauigh speci c accessibility
requirements are included in the o er of activities.

[] Activities build local pride and con dence and foster respect between tourists and hosts.

[ ]The DMC/ Incoming Travel Agency shall explain to the clients which are the rules of protected areas or any
information considered relevant in order to protect / respect the locals, the place and the environment.

[ IThe DmMC/ Incoming Travel Agency avoids the use of single use plastic items and makes clients aware of
not leaving waste in nature.

|:|Technology innovations are present through the use of Apps, Virtual Reality or other innovative solutions.

ACCOMMODATION

For compulsory requirements the box is ticked.

The properties are local and/or family-run businesses.

The types of accommodations are farmhouses, country homes, cottages, campings, small hotels, etc.
Properties work with local providers.

Properties are in contact with local producers, and buy and incorporate their local products into their daily
menu planning.

Properties o er a close and personalized service, taking the time to welcome customers and inform them
about the surroundings and the possibilities for activities in the area.

] Properties take actions about stimulating a change process, and encourage management and sta
members to innovate.

(] The reduced number of rooms of the properties allows a close and customised treatment.
L] Properties are surrounded by a natural/rural landscape.
L] Properties are accessible to customers with speci ¢ accessibility requirements.

L] Properties are prepared and / or certi ed to host specialized customers with speci ¢ technical
requirements: cyclists, hikers, birdwatchers.

] Properties communicate their actions concerning sustainability and recognitions in that sense.
LI The property possesses recognitions or awards regarding sustainability and responsible behaviour.
LI The property has a de ned policy of sustainability.

L] Properties o ered in the package carry-out training sessions to their employees in terms of Sustainability
and Slow Tourism.

L] Properties apply policies that encourage to hire local sta , both permanent and temporary employees.
[ IThe property has energy-saving policies, which are implemented and monitored.
LI The property has an active policy to reduce water consumption which is implemented and monitored.

LI The property has developed and implemented a solid waste reduction and recycling policy, with
quantitative goals to reduce non reusable or recyclable waste.

(] The common areas have LED screens to provide information about the area, the weather forecast or any
other useful information for the visitor.

Research study on Slow Tourism international trends and innovations



s

H#E ENI

EUROPEAN UNION

CHAPTER 3:Market
research on Slow Tourism
demand

Contents

France 3
o Germany 24
R Netherlands 44
T Sweden 63
B Switzerland 82
e United Kingdom 100

United States

Research Study on Slow Tourism International trends and innovations




3]

CHAPTER 3:Market research on Slow Tourism demand

FRANCE

France ranks globally in fth place for tourism expenditure and ranks second in the list of tourism
outbound markets towards the countries of the Med Pearls as a whole.

Holidays focused on the discovery and the respect of nature, avoiding tourist activities which
increase pollution and choosing soft mobility options, are becoming more and more popular.

French people are also known to enjoy local food and wine.

DEMOGRAPHICS — PEOPLE AND SOCIETY

e The French population stands at almost 68 million people. This data represents metropolitan France and
ve overseas regions (French Guiana, Guadeloupe and Martinique, Martinique, Mayotte and Reunion). The
population of metropolitan France is 62 millibn.

« France’s population growth rate is estimated to increase by 0.35% in 2020. The birth rate is higher than in
most European countries.

e The median age is 41.7 years. However, it is expected to increase to 45.9 years by 2050.

« Most of the population is concentrated in the north and southeast of France. Paris is by far the largest city,
with Lyon ranked a distant second.

e Thus, the urban population represents 81% of the total population. The most signi cant cities are Paris;
Lyon; Marseille-Aix-en-Provence; Lille; Toulouse and Bordeaux.

¢ Annual leave's average is 25 days for French employees.

ECONOMIC DATA - GDP

e During 2019, Real GDP in France grew by 1,3%. However, the current outlook for 2020 (with the ongoing
COVID-19 pandemic) indicates that the French economy will contract 8,2%. The forecast for 2021 is
positive: Real GDP is expected to grow by 724%.

TRIPS OVERSEAS

» The forecast by 2028 for the French outbound market for trips abroad of at least one night is 82 million trips.
¢ In 2018, France ranked globally in fth place for international tourism expenditure with 47.9 US$hn.
* In the same year, the number of outbound overnight visits were 54.5 million.

» The largest number of French tourists who travel overseas come from:
- Paris and its region (6.928 with more than 12 millions inhabitartts.
- Auvergne - Rhéne-Alpes (2.819).
- Grand Est Region
- Occitaine
- Provence-Alpes-Céte d’Azur.

* CIA World Factbook. (Population estimated in July 2020)

2 European Economic Forecast (2020)

3 UNWTO

4 Les déplacements touristiques des francais. 5e. partie. Mémento du Tourisme (2018)
5 Number of travels (in thousands), 2017

5 INSEE
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» The number of trips taken by French travellers averaged in 3.9 in 2017
- 2.7 trips for personal purposes

- 1.2 trips for business purposes
- They spent 2 weeks of summer holidays

* 56% of French travel overseas while 44% travel inside France

The dominant traveller type plant the bare minimum such as hotel and transpoftation
French summer holiday budget is €2,201

DESTINATIONS

« Europe is the preferred destination for French tourists. Almost 80% travel to European destinations.
« In 2018, the top overseas destinations wete:
1 Spain
Italy
United Kingdom
Portugal
Germany

Morocco

N o oA WN

Greece

TYPES OF VACATIONS

Seaside (62 %)
Countryside (24 %)
Mountains (23 %)
Tour (21 %)

City (15 %)

SEASONALITY AND NATIONAL PUBLIC HOLIDAYS

¢ According to a FranFinance repBrtin 2018 French people spent their summer holidays to travel in July
(26%) and in August (33%). April and May are also popular times to travel due to the Spring Holidays.

¢ The school holidays calendar varies in France. The country is divided in 3 bi§) #re@sans that those
whose children have school holidays, throughout the year, they also make a short three or four day trip.

7 European Travel and Tourism Trends Research Report. Expedia Media Solutions (2017)

8 Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey 19th. edition (2019)
® UNWTO

10 Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey 19th. edition (2019)
1 FranFinance (2018)

12 VVacances-scolaires.education (2020)
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« June and September are also two months to take holidays especially for the retired people.

¢ In a survey about French holidaymakers holidays intentions in 20i&sults showed that travel habits are
changing. 35,38% of respondents said that they would travel in September, especially those people aged
between 25 and 34 years old (Four out of ten respondents). The main reason is the price.

¢ In 2017, French travellers took more than 10 days for holidays.
¢ The National public holidays in 2020 &fe:

DATE NATIONAL PUBLIC HOLIDAYS

January 1 Jour de I'an

April 120 Paques

April 13" Le lundi de Paques
May ¥ La féte du travail

May 8" Féte de la Victoire 1945
May 2 L'Ascension

June 1 Le lundi de Pentecote
July 14 Féte Nationale
August 15" L’Assomption
November La Toussaint
December 258 Noél

BOOKING AND PLANNING

« According to theEuropean Travel and Tourism Trends Research Répapedia Media Solutions, 2017),
the decision making process sources used were:

SOURCES %
Reviews of places (TripAdvisor, ...) 75
Informative content from destinations and/or travel brands 72
Deals 70
Family & friends 65
Ads 50
Loyalty programme’§ 32

3 Ftude “Voyages Pirates”: I'écotourisme continue sa progression en France.  Minuit Douze (2020)
14 European Travel and Tourism Trends Research Report. Expedia Media Solutions, 2017

5 Time and Date

6 European Travel and Tourism Trends Research Report . Expedia Media Solutions (2017)
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¢ The same report says that online resources thati@nce decision making in online booking were:

SOURCES %
Search engines 57
Online Travel Agency 48
Travel review sites 48
Airline websites 24
Hotel websites 19
Daily deals sites / apps 20

¢ The online resources used to book travel on last trip taken by respondents were:

SOURCES %
Online Travel Agency 44
Search engines 38
Travel review sites 28
Comparison travel website 23
Airline websites 23
Hotel websites 12

« Below are the top ten travel websites visited by French pedple.

14000
12000
10000
2000
6000

4000

2000

Source: L’Echo Touristique

 Anticipation of booking
- 82% of French holidaymakers book their holidays one month or more in advance.

- The rest (18%) book less than one month in advance.

7 | ’Echo Touristique (2020)
18 Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey 19th. edition (2019)
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MEDIA AND SOCIAL MEDIA

* Broadcast media

The French watch TV for more than 3 hours on average eackday.

There are national public TV channels in all regions of France and also there is a channel for overseas
territories.

French TV o ers dedicated travel programs
Radio

There are 900 radio operators, over 100 major public or commercial radio stations and a large number of
smaller private ones. Hardly any of them have any dedicated travel programme but they still o er good
media opportunities and they have apps for smartphones and tablets to increase their audiencé reach.

6.2 million French people listen to the radio every day for an average of 2.46 hours gér day.
Newspapers
97% of the French population read at least one publication per month.

The main publishing houses are gathered in Paris and there are major regional dailiesCurs$t &ance
(circulation: 648,485).

There are 9 national dailies and 66 regional dailies in France. The biggest national newspapers include:
- Le FigaroCirculation 309,492

- Le MondeCirculation 288,435

- Le ParisienCirculation 193,428

- Les EchosCirculation 129,089

- L’Equipe (sports newspape@irculation 249,875.

Almost all newspapers have weekly travel or lifestyle sections and/or supplements with travel content
sourced internally (often the result of press visits) or produced by news agencies or freelance journalists.

Magazines??

There are more than 300 registered consumer magazines in France (50.9 million French people read a
magazine or a newspaper each month) with TV magazines having the highest circulation.

Some of the travel magazines are:

- Gea Circulation 181,915

- National Geographic Francd@irculation 63,408

- National Geographic KidSirculation 10.793

- NG Traveller Franc€irculation 50,000 per quarter
- Grands reportage<Circulation 42,000

- AR MagazineCirculation: 20,000

1% Médiamétrie
20 CSA

21 Médiamétrie
22 Médiamétrie
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* Online media
- 71% of French people read at least one media brand on a computer, a laptop or a tablet.

- The top 10 media brands all have over 5 million readers on computers, 3.5 million readers on mobile and 2.5
million readers on tablet computers.

- Travel blogs and vlogs are developing fast with hundreds of them available, most are amateur, but 20 to 30
travel blogs/vlogs are now professional. All of them include social media presences.

- The importance of YouTube has increased over the last couple of years in France and French vloggers are
very popular with millions of followers.

* Social media®

- The social media channels most used in France are Facebook, Youtube, Twitter, Google +, Instagram and
Snapchat.

- 35% of respondents like to keep in touch with their people at home and 30% like to post/upload their
holiday photos while travelling.

- 67% like to stay connected whilst they are on holiday and 64% regard a smartphone as essential whilst
they are on holiday.

- 80% of French travellers love to take photos when they are on holiday which is similar to many other
markets.

- 63% of French travellers have shared holiday photos online or would like to do so and 48% have shared
holiday video content or would like to do so.

- 35% enjoy writing reviews on social media of places they have been to on holiday.

USE OF SOCIAL MEDIA ON HOLIDAYS

To keep in touch with people at home I -5
! 44%

gy N 0%
To post / upload photos of my holiday 109%

Look for recommendations for places to eat or drink 1IN 19% 0%

| have not used social media at all on this type of holiday _119% 45%
Share with others where you are / what you are doing [ 17%
while on holiday 2
To let people know where | am at a given moment (e.0. | 13%

9%

checking in on Faceboaok) 25%
To help you plan [/ decide where fo go or what to see or | 14%
what to do 23%
Ask for advice on where to go or what to do N 1%2[)0__3
Share my own advice or recommendations about visiting | 7%
where | am 19%

Source: Visit Britain

2 Visit Britain / IPSOS 2016 survey
24 Visit Britain / IPSOS 2016 survey
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MEANS OF TRANSPORZF

MEANS OF TRANSPORT %
Plane 54
Car 30
Train 13

ACCOMMODATION

Many French travellers prefer to stay in a hotel. However, they also like to stay with family or friends or look
for alternative accommodations.

- Hotel 51%

- With family or friends 17%

- Alternative accommodations 17%

- Resort 9%

- Cruise 3%

- Other 2%

For those who choose alternative accommodations, French travellers love to stay in the following
establishments and participate in atypical activities suchas:

- Staying at a local’'s homes (31%)

- Backpacked around the world (27%)
- Camping in the wilderness (25%)

- Ecological trip (15%)

- Solidarity tourism (15%)

- Staying in a cabin in the nature (14%)

ARRIVALS OF FRENCH TOURISTS AT THE MED PEARLS COUNTRIES IN 2018

COUNTRY NUMBER OF TRAVELLERS %28
Spair® 11.343.649 +0,68%
Egypt 217.533 +44.79%
Greece 1.524.001 +7,34%
Jordan 48.399 +45,93%
Italy 7.640.667 +6,10%
Palestine N/A N/A

2 European Travel and Tourism Trends Research Report. Expedia Media Solutions (2017)

26 Furopean Travel and Tourism Trends Research Report. Expedia Media Solutions (2017)

27 Arrivals of non-resident tourists at national borders, by country of residence (https://www.e-unwto.org)
%05 2017-2018

29 4.166.047 French tourists visited Catalonia. Source: INE (Spanish National Institute of Statistics)
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FLIGHT CONNECTIVITY TO MED PEARLS DESTINATIONS

The follaving ight schedules re ect the situation during week 28 (July 6th — July 12th 2020) and are
therefore impacted by COVID-19 crisis.

« Weekly dir ect ights frequency to Catalonia (Barcelona International Airport):

FREQUENCY

AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE
Tille - Beauvais 13 Ryanair
Merignac - Bordeaux 13 Vueling
Merignac - Bordeaux 7 EasyJet
Guipavas 2 Vueling
Lesquin - Lille 2 Vueling
Saint-Exupéry - Lyon 12 EasyJet
Saint-Exupéry - Lyon 7 Vueling
Provence - Marseille 11 Vueling
Provence - Marseille 3 Air Senegal
Nantes Atlantique 15 Vueling
Nantes Atlantique 2 Volotea
Nice-Cote d’Azur 8 EasyJet
Nice-Cote d’Azur 21 Vueling
Charles de Gaulle 49 Air France
Charles de Gaulle 2 Pakistan International Airlines
Charles de Gaulle 14 EasyJet
Charles de Gaulle 28 Vueling
Orly - Paris 4 Transavia
Orly - Paris 70 Vueling
Saint Jacques - Rennes 4 Vueling
Entzheim - Strassbourg 2 Volotea
Blagnac - Toulouse 3 Vueling

» Weekly direct ights frequency to Egypt (Cairo International Airport):

FREQUENCY
AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE
Charles de Gaulle 7 Air France
Charles de Gaulle 14 EgyptAir
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* Weekly direct ights frequency to Thessaloniky Int’l Airport (Makedonia):

FREQUENCY AIRLINE

AIRPORT / CITY OF ORIGIN  \vEF|\ DIRECT FLIGHTS)

Tille 2 Ryanair
Merignac - Bordeaux 2 Ryanair

Orly - Paris 2 Transavia
Charles de Gaulle 3 Aegean Airlines
Charles de Gaulle - Air Francé

* Weekly direct ights frequency to Jordan (Queen Alia International Airport — Amman):

AIRPORT / CITY OF ORIGIN '(:V'\?,ESEIE(N&EECT FLIGHTS) AIRLINE
Saint-Exupéry - Lyon 1 Transavia

Orly - Paris 2 Transavia
Charles de Gaulle 7 Air France
Charles de Gaulle 7 Royal Jordanian

« Weekly direct ights frequency to Italy (Palermo - Alcantara):

FREQUENCY AIRLINE

AIRPORT / CITY OF ORIGIN  \wEF|\ DIRECT FLIGHTS)

Tille 3 Ryanair

Merignac - Bordeaux 1 Volotea

Merignac - Bordeaux 2 Ryanair

Lesquin — Lille 2 TUI Airlines Belgium
Saint-Exupéry - Lyon 2 Transavia
Saint-Exupéry - Lyon 3 EasyJet
Saint-Exupéry - Lyon 2 Volotea

Provence - Marseille 4 Ryanair
Mediterranée - Montpellier 2 Transavia

Nantes Atlantique 2 Volotea

30 Next scheduled departure for this airline will be July 15th 2020
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AIRPORT / CITY OF ORIGIN '(WESE&N&EECT FLIGHTS) AIRLINE
Nantes Atlantique 3 Transavia
Nantes Atlantique 3 EasyJet
Cote d’Azur - Nice 1 Volotea
Orly - Paris 13 Transavia
Orly - Paris 4 EasyJet
Charles de Gaulle 1 TUI Airlines Belgium
Charles de Gaulle 7 Air Francé
Entzheim - Strassbourg 1 Volotea
Blagnac - Toulouse 2 Volotea
Blagnac - Toulouse 2 Ryanair

* Weekly direct ights frequency to Italy (Fiumicino — Tuscia Sabina):

AIRPORT / CITY OF ORIGIN WE&E’\'&EECT FLIGHTS) AIRLINE
Campo dell Oro - Ajaccio - Alitalia®?
Merignac - Bordeaux 2 Air France
Saint-Exupéry - Lyon 8 EasyJet
Saint-Exupéry - Lyon 7 Air France
Provence - Marseille 7 Alitalia
Provence - Marseille 7 Ryanair
Provence - Marseille 4 Vueling
Mediterranée - Montpellier 2 Transavia
Nantes Atlantique 3 EasyJet
Cote d’'Azur - Nice 21 Alitalia
Céte d'Azur - Nice 11 EasyJet
Charles de Gaulle 43 Air France
Charles de Gaulle 28 Alitalia
Charles de Gaulle 9 Vueling
Orly - Paris 13 EasyJet
Orly - Paris 27 Vueling
Lourdes - Tarbes 1 AlbaStar
Blagnac - Toulouse 7 Alitalia
Blagnac - Toulouse 6 EasyJet

31 Schedule from July 13th 2020
32 Next schedule departure for this airline will be from August 2nd 2020 (2 ights weekly)
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* Weekly direct ights frequency to Tel Aviv Airport ~ 33:

FREQUENCY

AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE

Merignac - Bordeaux 2 EasyJet
Saint-Exupéry - Lyon 2 Transavia
Saint-Exupéry - Lyon 3 EasyJet

Provence - Marseille 6 El Al

Provence - Marseille 2 Ryanair

Nantes Atlantique 3 EasyJet

Cote d’Azur - Nice 1 Air Francé

Cote d’Azur - Nice 2 EasyJet

Cote d’Azur - Nice 4 El Al

Charles de Gaulle 21 Air France

Charles de Gaulle 6 Arkia Israeli Airlines
Charles de Gaulle 20 El Al

Charles de Gaulle 5 EasyJet

Charles de Gaulle 2 ASL Airlines France

Charles de Gaulle -

Blue Dart Aviatiof?

Orly - Paris 6 Transavia
Entzheim - Strassbourg 1 Arkia Israeli Airlines
Blagnac - Toulouse 3 EasyJet

TRAVEL EXHIBITIONS

The following travel exhibitions are some of the tourism-related events held in France that can be interesting

for Slow Tourism:

Salon Mondial du Tourisme

- Dates: 2020 edition was cancelled due to COVID-19. Next edition is expected to be held in March 18th —

21st 2021
- Venue: Paris Expo Porte de Versailles, Paris
- Website: https://www.salons-du-tourisme.com/Paris
IFTM Top Resa
- Dates: September 22nd — 25th 2020
- Venue: Paris Expo Porte de Versailles, Paris

- Website: https://www.iftm.fr/en-gb.html

33 Tel Aviv airport is the nearest airport to Palestine
34 This route operates from July 11th (2 ights per week)
35 No schedules for this airline after April 4th
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Salon du Randonneur

- Dates: March 19th — 21st

- Venue: Cité Internationale — Centre de Congres, Lyon

- Website: https://www.randonnee.org/

Salon Destinations Nature

- Dates: Due to COVID-19, 2020 edition was cancelled. In 2021, it will be held in March 18th — 21th
- Venue: Paris Expo — Porte de Versailles, Paris

- Website: https://www.destinations-nature.com/

Salon Primevere

- Dates: February 5th — 7th 2021

- Venue: Eurexpo, Lyon

- Website: http://salonprimevere.org/

Salon Vivez Nature

- Dates: January 2021 (last edition was held in January 24th — 27th 2020)

- Venue: Grande Halle de la Villete, Paris

- Website: https://www.vivez-nature.com/paris/

MEDIA

These are some of the existing media outlets that are interesting for Slow Tourism:

Le Figaro Voyagéhttps://www.le garo.fr/voyages)

M Le madhttps://www.lemonde.fr/m-le-mag/)

Les Echos Week-ertittps://www.lesechos.fr/weekend)

Passion Rand¢https://www. randonnee.fr/passion-rando/passion-rando-magazine.aspx)

Trek Magazinghttps://www.trekmag.com/kiosque)

ASSOCIATIONS

Below is a list of some interesting associations for Slow Tourism:
- Federation Francgaise de Randonnébfps://www. randonnee.fr/)
- Atout France® (http://www.atout-france.fr/)

- Réseau des Grand Sites de Fra(tutps://www.grandsitedefrance.com/)

36 Atout France is the French tourism development agency. Within its publications and reports a lot of information can be
found on the French tourism market
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SLOW TOURIST PROFILE

Since there are not publicly available studies about the French slow tourist pro le in particular, two pro les
which share some common aspects with the Slow Tourism pro le are presented here for reference: the hiker

traveller pro le and the explorer traveller pro le.
HIKER PROFILE

The main traits of a French hiker traveller pro le are:

Gender

60% 40%

More than a half are between

18 and 44 years old.

Y Motivation

- Discover of landscapes

- Pleasure of walking &

=
O

Choice of a destination
French hikers mainly look for a balance

between landscapes and climate.

~o

Group

2
=3

With partner / spouse 44%
With family 28%
With friends 23%

= Length of stay

One to seven days 7%
More than eight days 23%

@ Accommodation

Hotel 20%

Rented apartment 20%
Bed & Breakfast 16%
Camping 16%

Types of holidays
- Mountain  79%
- Seaside 31%
- Countryside 29%
- City-breaks 7%

Activities

- Slow ativities  62%
- Cultural activities 52%
- Sports adities 39%

Information sources

The main information sources are:

- Family and friends
- Hiking trails maps
- Tourism @es

37 L es clientéles du tourisme de randonée pedestre. Editions Atout France (2019)
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Depending on the intensity of the activity, hikers are divided in three groups:

1. Athletic hiker: Athletic hikers like intense and regular practice, giving special importance to the landscape

and the pleasure of walking. They also seek to immerse themselves in nature for the sensation of freedom,

evasion and self-improvement.

2. Hedonistic hiker: Hedonistic hikers are also active but less than athletics. They love enjoying nature, the
beauty of the landscapes, peace, tranquility as well as the possibility of sharing their experience with the

people who surround them.

3. Slow hiker: Although slow hikers are active, they prefer a less intense and regular practice of hiking
during the trip. Like the hedonists, enjoying nature, the beauty of the landscapes, peace, tranquility and the
possibility of sharing their experience with the people around them are the main motivations. Additionally,
they consider the walk as a good way to get to know the region, either from a cultural, heritage or

gastronomic point of view.

Group %
With a partner / spouse 41
With friends 32
With family 21
On their own 11
Types of holidays %
Medium mountain range 61
Countryside 29
High mountain range 27
Seaside 27
City-breaks 8
Seasonality %

Between July and August are the
preferred months to travel for
42% of the respondents.

Length of stay %
Four to seven days 43
Less than four days 42
More than seven days 15
Accommodation %
Halt / Rest house 25
Hotel 20
Bed & Breakfast 19
Rented apartment 15
Free space / bivouac 13
Camping (just land) 12
Camping 11

Means of transport

When they travel, the most
used means of transport is a car
(76%).

Group %
With a partner / spouse 51
With friends 21
With family 21
On their own 11
Types of holidays %
Medium mountain range 45
Seaside 35
Countryside 34
High mountain range 25
City-breaks 8
Seasonality %

26% of hedonistic hikers prefer
travel between July and August.

Length of stay %
Less than four days 53
Four to seven days 32
More than seven days 15
Accommodation %
Hotel 20
Camping 19
Rented apartment 18
Bed & Breakfast 17
Secondary residence 17
Camping (just land) 10

Means of transport

When they travel, the most
used means of transport is a car
(80%).

Group

With family 46
With a partner / spouse 42
With friends 12
On their own 8

Types of holidays
Medium mountain range 49

Seaside 45
Countryside 28
High mountain range 28
City-breaks 9
Seasonality

26% of slow hikers prefer travel
between July and August.

Length of stay

Four to seven days 47
More than seven days 35
Less than four days 18
Accommodation

Rented apartment 28
Hotel 20
Camping 21
Secondary residence 13
Camping (just land) 10
Others 10

Means of transport

When they travel, the most
used means of transport is a car
(84%).
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EXPLORER PROFILE
Introduction

French explorers are well-educated and often retired or approaching to retirement. They want to enjoy the
fruits of their labour by indulging in holidays lled with interesting activities and learning opportunities.
They are eager to explore the city as much as the natural landscapes. Although in their top three activities,
there is the experiencing of city life, these pro les t very well as a tourist that would be interested in
complementing the visit of a city with a less-known destination since they have a tendency to explore
beyond the obvious tourist’s sights.

The explorer traveller persona pro le

Gender
54% 46%

Age
g 47%

27%

4%10%12%II
- ®B N

18-24 25-34 35-44 45-54 65+

Income

Less a uent than other segments, the French explorer traveller makes the most of income and disposable
assets he/she has on hand.

Living
26% have kids, but 69% live with other adults only (45% with their partner).

Group

With another person 46%
Small family group

(fewer than ve people) 27%
Small group and friends

(fewer than ve people) 11%
On their own 9%

The personality / main traits of Explorer Travellers

- Mature - Open-minded - Enjoy outdoors
- High interest in culture, - Must-see cities - Embrace local cultures
arts and history at a relaxed pace

- Enjoy a variety of holidays from seaside,
lakes and mountains to gentle activities

%8 France Buzzseekers and Explorers’ survey. VisitBritain.com
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Information sources

Family & Friends 52

Tourism board sites / resources 33

Travel agents 32

Destinations

1. Spain

2. Italy

3. United Kingdom
4. Ireland

5. Canada

Activities
» Top three activities * Point of di erence®

- Challenge and / or action lled activities - Challenge and / or action lled activities
- Hands on learning activities - Experiencing city life
- Experiencing city life

Ideal Holidays

¢ Taking their time to enjoy things properly — especially natural beauty

¢ Seeing and understanding the authentic local culture — looking beyond the obvious tourists’ sights
¢ Chatting to the locals — taxi drivers, waiters etc.

¢ Spending a bit more to make sure they get as much as they can out of the trip

Respondent’s personal interests and feelings about travel

| know the type of thing I ike, and tend r 1005
to stick with that 47%
| enjoy spending time in the outdoors - 100%
and in natural landscapes 67%

| am comfiartable with whao | am — |
don’t care how others s=e me

!
[a]
]
d
o
&

-l

| prefer holidays at a slower and more - RO
relaxed pace 64%
| am happy with what | have mfi‘%
T B3%
| prefer stability :
prefer stabilit B0%

M Explorers W All French

% The points of di erence are those where this segment over-indexes most compared to the average for the market
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Customer Journey“°

EXPLORERS CUSTOMER JOURNEY
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ITINERARIES ANTICIPATION GROUND

Making the
most of a well
planned holiday

Happy
Fulfilled
Inspired

« Keen not to miss out
on their organised
activities—but also

willing to flex their

plans if an exciting
opportunity arises

Medium

Most activities will
have been pre
booked, but there
is scope to
enhance their
experience with
information

Leaflets in hotels
Paper guide book
(Routard)
Accommodation hosts
Local service staff

=

Depending on
duration of trip

Tips from service staff
and tour guides can be
enough to prompt a
spontaneous activity

* Some anxiety when
‘the plan doesn’t go to
plan’—e.g. missed
transport links

N

SHARE
& ADVOCATE

Sharing online
and offline

A> §[e eZ @

%%\, GE%P . éZ A EC}v
iA §Z U 8%+ (JE
AZ v §8Z C A vs 8§} PYI_

Generous
Proud
Expert

« Share their photos offin
front of the typical sight
with friends and family
Enjoy telling anecdotes
of their travels and very
enthusiastic in making
recommendations

Medium

Some photo sharing
via WhatsApp after
the trip with scope
to increase, but their
most significant
sharing is offline

WhatsApp

Offline catchups;
showing photos over a
cup of coffee ompero

™

Returning home-will send
photos to family and
friends on trip, but most
sharing is done at home,
either online or offline

« Lack of freewifi and
data roaming charges
mean that most sharing
is delayed until return
home

40 visitbritain.org
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FACTS ABOUT SUSTAINABILITY AND RESPONSIBLE / ECO / SLOW TOURISM IN FRANCE

* When choosing a destination, 68% of French holidaymakers want ‘unique experiences’ and ‘learning
something new’ and 56% of them look to immerse themselves in a foreign cttture.

53% of French people showed interest in Slow Tourism stating in 2017 that they would prefer to take

their time when they explore a country, region or city in line with a rise in Sustainable Tourism in Europe.

¢ 15% of French holidaymakers have already been on a ecological trip and 39% would be interedted in it.

« 16% of respondents say that the trip’s ecological footprint plays a vital role in choosing a destination.

» Seven out of ten of French will completely disconnect from their job while on holtélays.

« 59% prefer a vacation to relax and take it ed$y.

¢ In 2017, TUI Group issued a survey about sustainafiliiyhese are some of the results about France:

High engagement in sustainability — 64% of respondents are food thinkers (they buy local/seasonal
food).

33% are environmentally friendly buyers to reduce waste.
Hotels focus on food and energy saving.
Nearly one in ve French travellers (18%) have been on sustainable breaks.

More than seven out of ten French people say that they are prepared to make lifestyle compromises to
bene t the environment.

68% French respondents think that brands have more responsibility to make sustainable decisions than
as they do as individuals.

61% have a better image of holiday companies that actively invest in environmental or social initiatives.

72% of holidaymakers would book more environmentally sustainable holidays if they were more readily
available.

Nine out of ten respondents consider that it is important that everyone do their bit to reduce their
carbon footprint.

Protecting the diversity of animals and plants in the world is important for the 90% of the survey
participants.

France was part of the 2016 voluntary national review of the High-Level Political Forum on sustainable
development of the United Natiorfs.

4 | es déplacements touristiques des francais. 5e. partie. Mémento du Tourisme (2018)

42 Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey 19th. edition (2019)

43 Europ Assistance — IPSOS survey. Holiday Barometer 2019

4 Relaxing vs. adventure: Breaking down vacation preferences around the world online study. Growth from Knowledge (2017)
4 TUI Global survey on sustainable tourism. TUI Group (2017)

4 UN Sustainable Development Goals
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FRENCH CULTURAL VALUES

Cultural values help understand the central tendency of a group of people, a culture. These values are a tool
for inquiry, discovery, re ection, and dialogue. They o er a way to know ourselves and others better, and a
way to collaborate more e ectively.

Though these core values are ideals that are sometimes not fully realized on an individual or social level, they
represent beliefs and attitudes that drive personal behaviour, business practices, and political decisions.

Whether by following them or resisting them, the prevailing values of any given culture provide essential
clues to help us build relationships and accomplish our goals.

Savoir-vivre

The art of savoir-vivre (literally, knowing how to live) is important in all aspects of French life from using the
proper salutation in a business letter to dressing well or using the proper knife with a sh course. These
abilities mark one as a cultured individual who respects others and is worthy of respect.

Ra nement, savoir-faire, and savoir-vivreimply a certain idea of the way things are—or ought to be—said
and done, as well as how they should not be said and done.

For example, a good wine needs enough time to age properly and the right conditions to do so before it can
become a masterpiece.

Knowing how to live means favoring “quality over quantity,” where quality is not a luxury but a way of
life. Savoir-vivreincludes concepts of entertaining and taking care of people—as anyone who has had the
pleasure of being a guest at a French meal can attest.

France’s greatness, expressed through its history and culture, is a source of pride for the French people, even
if this pride is not always expressed explicitly. There is a rm, implicit belief that France is a model when it
comes to food, fashion, and culture, of course, but also social justice and security (e.g. health care, child care),
education, art, human rights, language, and literature.

Because they value and promote or impose what is French, and it is what they know and master best, some
French people can give the impression that they are arrogant or have a cultural superiority complex.

“Cartesian logic”

Respect for well-elaborated ideas is a key value in French society. They go about nding solutions to
problems in a methodical and thorough fashion, which they associate with being logical.

This deductive logic means the French generally provide a lot of context before getting to the heart of the
matter. The ability to elaborate the nuances of one’s argument, proposition or idea, and to welcome fervent
debate and con icting views, goes a long way in establishing the speaker’s credibility.

47 Cultural Detective website

Note: Some Information may vary due to COVID-19
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GERMANY

Germany ranks globally in third place for tourism expenditure and ranks rst in the list of tourism
outbound markets towards the countries of the Med Pearls as a whole.

Most Germans value the importance of reducing their own carbon footprint when travelling. Despite
loving sun and beach holidays, German holidaymakers love outdoor activities and spending holidays
surrounded by nature.

DEMOGRAPHICS — PEOPLE AND SOCIETY

¢ Germany has a population of 80 million peépl# is the most populous country in Europe.
e There are 16 federal states (“Bundeslander”).

« German population growth rate is estimated to decrease by -0.19% in 2020, having the second oldest
population in Europe.

¢ The median age is 47.8 years. However, it is expected to increase to 50.9 years by 2050.

¢ The denser populations with larger urban areas are, particularly in the far western part of the state of
North Rhine-Westphalia.

e Thus, the urban population represents 77,5% of the total. The most signi cant urban areas are the
capital, Berlin (3.5 million); Hamburg (1.5 million) and Cologne (1.2 million).

¢ Full-time employees have 30 days o per year. Additionally, they enjoy ten more days of public holidays.

ECONOMIC DATA - GDP

¢ During 2019, Real GDP in Germany grew 0.57%. However, the current outlook for 2020 (with the ongoing
COVID-19 pandemic) indicates that the German economy will contract 6.95%.

TRIPS OVERSEAS

¢ In 2018, German ranked second place on outbound overnight trips after United States (162,8 millich trips).

* In 2018, the Germans ranked globally in third place for international tourism expenditure with 94.2 US$bn,
after China and United States.

¢ In 2019, more than six out of ten German travellers had summer holiday*plans.
¢ In the same year, summer holiday budget was €2,467.

¢ The number of trips taken by German travellers averaged in 3.3 in 2017.

- 2.4 trips for personal purposes

- 1.1 trips for business purposes

- They spent an average of almost two weeks on summer holidays (1.8).

e 72% of German travel overseas while 28% travel inside Germany.

! Population estimated in July 2020. CIA World Factbook

2 Statista

SUNWTO

“Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey 19th. edition (2019)
5 European Travel and Tourism Trends Research Report. Expedia Media Solutions (2017)
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DESTINATIONS

¢ Europe is the preferred destination for German tourists.

* In 2019, the top overseas countries wefe:
Spain

Italy

Austria

Greece

France

Benelux

Croatia

Est of Europe

© 00 N O O A W DN

Nordic countries

10 Turkey

TYPES OF VACATIONS

Seaside (64 %)
City (23 %)
Countryside (22 %)
Tour (19 %)
Mountains (16 %)

SEASONALITY AND NATIONAL PUBLIC HOLIDAYS

e The most busy period to travel is during Q3. Nearly half of German tourists choose to travel on summer
holidays. Q2 is the second busiest period because of spring holidays.

« The National public holidays in 2020 &re:

DATE NATIONAL PUBLIC HOLIDAYS
January 1 Neujahrstag

April 100 Karfreitag

April 13" Ostermontag

May B Tag der Arbeit

May 25 Christi Himmelfahrt

June 1 P ngstmontag

October ¥ Tag der Deutschen Einheit
December 25 Erster Weihnachststag
December 26 Zweiter Weihnachststag

5 Reisemonitor
”Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey 19th. edition (2019)
8Time and Date
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BOOKING AND PLANNING

¢ According to theEuropean Travel and Tourism Trends Research R€pagpedia Media Solutions, 2017),

the decision making process sources used were:

SOURCES %

Reviews of places (TripAdvisor, ...) 79

Informative content from
destinations and/or travel brands

Deals 68
Family & friends 62
Ads 53

Loyalty programs 22

* The same report says that online resources that in uence decision making in online booking were:

SOURCES %
Online Travel Agency 61
Search engines 56
Travel review sites 47
Daily deals sites / apps 30
Airline websites 26
Hotel websites 23

« The online resources used to book travel on last trip were:

SOURCES %
Online Travel Agency 56
Search engines 39
Comparison travel website 31
Travel review sites 23
Airline websites 20
Hotel websites 18

« Anticipation of booking
- 81% of German holidaymakers book their holidays one month or more in advance.

- The rest (19%) book less than one month in advance.

9Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey 19th. edition (2019)
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MEDIA AND SOCIAL MEDIA

Broadcast media

TV is still dominating media consumption in Germany.

Germans watch TV for more than 3 hours on average pefday

There are few dedicated travel programmes on public and private German channels.
Radio

There are around 100 major radio stations in Germany and a large number of smaller private channels;
hardly any of them have any dedicated travel programmes.

56 million Germans listen to the radio on average 4 hours/day.
Newspapers

The German newspaper market is the biggest in Europe and ranks 5th worldwide: 40.6 million read a print
newspaper each day; another 11.5 million read a digital version.

Regional papers make up a large part of this market.

The main publishing houses are spread across the country with Berlin being one of the most prominent
media centres as well as Munich or Hamburg.

The biggest national titles includBILD, Siiddeutsche Zeitung (SZ), Frankfurter Allgemeine Zeitung (FAZ),
Handelsblatt and Die Welt, Frankfurter Rundschau (FR), Tagesspiglg@ILDbeing the highest-selling
tabloid in Europe (circulation: 1.3 million).

All newspapers have weekly travel or lifestyle sections with the content being a compilation of internally
produced travel features (often the result of press visits) and articles from news agencies and freelance
journalists.

Magazines
More than 27.8 million Germans read a magazine several times a week.

The top ve German travel magazines by circulation Reise und Preise, Geo Saison, Holiday and
Lifestyle, ADAC ReisemagazandAbenteuer Reisen

Online media

Growing usage of apps and mobile enabled websites (MEW) resulted in an increase in the number of
registered online media.

In 2019 Q2, the E-paper circulation was 1.7 million.
Travel blogs are less popular than in other European countries.
Instagram is most successful with 15 million Germans using Instagram stories daily.

YouTube is particularly popular amongst the 18-34 years old audience.

10 Statista
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USE OF SOCIAL MEDIA ON HOLIDAYS

To keep in touch with people at home — 1% 44%

To post / upload photos of my holiday _ 22% 499

Look for recommendations for places to eat or drink F 15% 30%

| have not used social media at all on this type of holiday —_— 47%

Share with others where you are / what you are doing F 1305
while on holiday 29%
To let people know where | am at a given moment (2.0 F 119%,
checking in on Facebook) 25%
To help you plan / decide where to go or what to see or F 11%
what to do 23%

Ask for advice on where to go or what to do F 11%2(]%

Share my own advice or recommendations about visiting F G0
where | am 19%

m Germany All markets

Source: Visit Britain

OUTBOUND ACTIVITIE®

The activities planned during summer holidays for Germans were:

ACTIVITY %
Relax 50
Family time 50
Discover new cultures 29
Enjoy home 24
Make new acquaintances 8

MEANS OF TRANSPOR®

MEANS OF TRANSPORT %
Plane 57
Car 31
Train 8

11 Visit Britain / IPSOS 2016 survey
2 Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey 19th. edition (2019)
13 European Travel and Tourism Trends Research Report. Expedia Media Solutions (2017)
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ACCOMMODATION

« German travellers strongly prefer to stay in a hotel.
- Hotel 66%

- Alternative accommodations 10%

- Resort 10%

- With family or friends 7%

- Cruise 4%

- Other 4%

« For those who choose alternative accommodations, German travellers love to stay in the following
establishments and use the following means of transpdrt:

- Renting an entire private home (34%)
- Renting a shared space in a private home (20%)
- Car-sharing (11%)

- Home exchange (9%)

BUDGET®

German holidaymakers spend their budget in:

Hotel 31%
Flight 17%
Food 16%
Attractions / Tour 10%
Transportation 8%
Shopping 8%

Alternative accommodation 6%
Other 4%

ARRIVALS OF GERMAN TOURISTS AT THE MED PEARLS DESTINATIONS IN 2018

COUNTRY NUMBER OF TRAVELLERS %7
Spair® 11.414.481 -4,06%
Egypt 1.707.382 +38,55%
Greece 4.381.448 +18,23%
Jordan 74.174 +50,78%
Italy 13.518.339 +21,96%
Palestine 2.646 N/A

14 Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey 19th. edition (2019)
15 European Travel and Tourism Trends Research Report. Expedia Media Solutions (2017)

16 Arrivals of non-resident tourists at national borders, by country of residence (https://www.e-unwto.org)

1795 2017-2018

181.413.212 German tourists visited Catalonia in 2018. Source: INE (Spanish National Institute of Statistics)
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FLIGHT CONNECTIVITY TO MED PEARLS DESTINATIONS

The following ight schedules re ect the situation during week 28 (July 6th — July 12th 2020) and are
therefore impacted by COVID-19 crisis.

« Weekly direct ights frequency to Catalonia (Barcelona International Airport):

AIRPORT / CITY OF ORIGIN  (RERENSIEE ot FLiGHTS) AIRLINE
Frankfurt Main 7 Ryanair
Frankfurt Main 56 Lufthansa
Frankfurt Main 1 TUI Flight
Munich 41 Lufthansa
Munich 21 Vueling
Dusseldorf 18 Eurowings
Dusseldorf 10 Vueling
Stuttgart 16 Eurowings
Stuttgart 12 Vueling
Tegel Berlin 14 Vueling
Kdéln Bonn 11 Eurowings
KéIn Bonn 9 Ryanair
Hamburg 7 Eurowings
Hamburg 7 Ryanair
Hamburg 7 Vueling
Schonefeld Berlin 14 Ryanair
Schonefeld Berlin 13 EasyJet
Hannover 7 Vueling
Nurnberg 5 Vueling

» Weekly direct ights frequency to Egypt (Cairo International Airport):

AIRPORT / CITY OF ORIGIN (FV@E e FLIGHTS) AIRLINE
Frankfurt Main 14 Lufthansa
Frankfurt Main 7 EgyptAir
Munich 7 EgyptAir
Munich 7 Lufthansa
Schonefeld Berlin 6 EgyptAir
Hannover - TUly
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* Weekly direct ights frequency to Egypt (Hurghada International Airport):

FREQUENCY

AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE

Frankfurt Main 5 Condor

Frankfurt Main 4 SunExpress Deutschland
Frankfurt Main 6 TUly

Frankfurt Main 1 FlexFlight

Munich 5 Condor

Munich 4 TUly

Munich 1 FlexFlight

Dusseldorf 5 Condor

Dusseldorf 7 SunExpress

Dusseldorf 5 TUly

Dusseldorf 3 FlexFlight

Stuttgart 4 Condor

Stuttgart 4 SunExpress

Stuttgart 2 TUly

Stuttgart 1 FlexFlight

Tegel Berlin - TUly

Tegel Berlin 2 EasyJet

Tegel Berlin 2 FlexFlight

Kéln Bonn - SunExpress Deutschlaid
Kéln Bonn 2 FlexFlight

Hamburg 5 Condor

Hamburg 1 FlexFlight

Hamburg - TUly

Schonefeld Berlin 1 FlexFlight

Hannover 3 Condor

Hannover 4 SunExpress Deutschland
Hannover 2 TUly

Hannover 1 FlexFlight

Nurnberg 1 FlexFlight

Nurnberg 2 TUly

Leipzig Halle 6 Condor

Leipzig Halle 4 SunExpress Deutschland
Leipzig Halle 1 FlexFlight

Paderborn Lippstadt 1 TUly

19 No schedules for this ariline after April 30th 2020
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» Weekly direct ights frequency to Thessaloniky Int'l Airport (Makedonia):

AIRPORT / CITY OF ORIGIN '(:\EE e FLIGHTS) AIRLINE
Frankfurt Main 7 Aegean Airlines
Frankfurt Main 2 Condor
Frankfurt Main 7 Lufthansa
Schonefeld Berlin 6 Ryanair
Schonefeld Berlin 8 EasyJet

Tegel Berlin 2 Aegean Airlines
Bremen 2 Ryanair
Dortmund 2 Ryanair
Dusseldorf 7 Aegean Airlines
Dusseldorf 8 Eurowings
Frankfurt Hahn 2 Ryanair
Hamburg 5 Eurowings
Allgau 3 Ryanair

Munich 14 Aegean Airlines
Munich 6 Eurowings
Munich - Lufthansa
Nurnberg 3 Aegean Airlines
Nurnberg 2 Ryanair
Stuttgart 7 Aegean Airlines
Stuttgart 9 Eurowings
Niederrhein 3 Ryanair

» Weekly direct ights frequency to Jordan (Queen Alia International Airport — Amman):

FREQUENCY
AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE

Tegel Berlin 4 Royal Jordanian

Frankfurt Main 7 Lufthansa
Frankfurt Main 5 Royal Jordanian
Allgau 2 Ryanair

Munich 3 Royal Jordanian
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* Weekly direct ights frequency to Italy (Palermo - Alcantara):

AIRPORT / CITY OF ORIGIN '(:\EE KLY DIRECT FLIGHTS) AIRLINE
Schonefeld 2 Ryanair

KéIn Bonn 2 Eurowings
Kéln Bonn 2 Ryanair
Dusseldorf 3 Laudamotion
Frankfurt Main 2 Lufthansa
Frankfurt Hahn 3 Ryanair
Allgau 2 Ryanair
Munich 8 Lufthansa
Nurnberg 2 Ryanair
Stuttgart 3 Eurowings
Sttutgart 2 Laudamotion
Niederrhein 3 Ryanair

* Weekly direct ights frequency to Italy (Fiumicino — Tuscia Sabina):

AIRPORT / CITY OF ORIGIN '(:\EE KLY DIRECT FLIGHTS) AIRLINE
Tegel Berlin 7 Alitalia
Tegel Berlin 14 EasyJet
KéIn Bonn 7 Eurowings
Dusseldorf 10 Eurowings
Frankfurt Main 11 Alitalia
Frankfurt Main 42 Lufthansa
Hamburg 5 Eurowings
Munich 14 Alitalia
Munich 32 Lufthans&?®
Stuttgart 10 Eurowings

20 Next schedule departure for this airline is October 27th 2020
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* Weekly direct ights frequency to Tel Aviv Airport

AIRPORT / CITY OF ORIGIN (F\EE S FLIGHTS) AIRLINE
Schonefeld 11 El Al
Schonefeld 4 EasyJet
Schonefeld 7 Ryanair
Tegel Berlin 7 EasyJet
Tegel Berlin - Ryanaif?
Dusseldorf 3 El Al
Frankfurt Main 21 Lufthansa
Frankfurt Main 11 El Al
Allgau 2 Ryanair
Munich 19 Lufthansa
Munich 9 El Al
Nurnberg - Ryanaif®

TRAVEL EXHIBITIONS

The following travel exhibitions are some of the tourism-related events held in Germany that can be

interesting for Slow Tourism:
ITB Berlin

- Dates: March 10th — March 13th 2021

- Venue: Messe Berlin

- Website: www.itb-berlin.de

Reise & Freizeit

- Dates: February 21st — 22nd 2020
- Venue: A10 Center Berlin / Wildau

- Website: www.reisemarkt-wildau.de

KulturReisemesse

- Dates: February 15th — 16th 2020
- Venue: Koppel 66, Hamburg

- Website: www.kulturreisemesse.de

TourNatur

- Dates: September 04th — 06th 2020

- Venue: Messe Arena, Dusseldorf

- Website: https://www.tournatur.com/en

2 Tel Aviv airport is the nearest airport to Palestine
22 There are no schedules for this airline after March 15th 2020
2 There are no schedules for this airline after March 13th 2020
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MEDIA

These are some of the existing media outlets that are interesting for Slow Tourism:
- BILD(https://www.t-online.de/themen/bild-zeitung)

- Tagesspiegefhttps://www.tagesspiegel.de/)

- Reise und Preisghttps://www.reise-preise.de/)

- Abentuer Reiserfhttps://www.abenteuer-reisen.de/)

- Fahrzeit.s{https://www.fahrzeit.si/)

ASSOCIATIONS

Below is a list of some interesting associations for Slow Tourism:

- Slow Food Germarittps://www.slowfood.com/nazioni-condotte/germanyy/)
- Deutscher Alpenverein (DAfHttps://www.alpenverein.de/)

- Naturfreunde(https://www.naturfreunde.de/)
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SLOW TOURIST PROFILE

Since there are not publicly available studies about the German slow tourist pro le in particular, two pro les
which share some common aspects with the Slow Tourism pro le are presented here for reference: the hiker

traveller pro le and the explorer traveller pro le.
HIKER PROFILE
The main traits of a German hiker traveller pro le are:

Gender

54% 46%

Age @0
ErE
56% are between 18 and 44 years old.

@

44% are 45 years old and more.

Socio cultural level

)
)

Three out of ten are middle-high class.

P Motivation

- Discover of landscapes
- Pleasure of walking
- Cultural interest

Lo Choice of a destination AN
German hikers mainly look for a balance
between landscapes and climate and
pragmatic aspects such as price,
accommodation, etc.

Group Q
am ]

With partner / spouse 52%

With family 30%

With friends 17%

= Length of stay

One to seven days 68%
More than eight days 32%

Accommodation

- Hotel 46%
- Rented appartment 22%
- Bed & Breakfast 13%

Types of holidays

- Mountain 60%
- Seaside 37%
- Countryside 34%
- City-breaks 18%
Activities

- Slow ativities 75%

- Cultural activities  64%
- Sports adities 42%

Information sources

The main information sources are:
- Family and friends
- Hiking trails maps

- Tourism o ces

24 | es clientéles du tourisme de randonée pedestre. Editions Atout France (2019)
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Depending on the intensity of the activity (soft, medium or hard), hikers are divided in three groups:

1. Athletic hiker: Athletic hikers like intense and regular practice, giving special importance to the landscape
and the pleasure of walking. They also seek to immerse themselves in nature for the sensation of freedom,

evasion and self-improvement.

2. Hedonistic hiker: Hedonistic hikers are also active but less than athletics. They love enjoying nature, the
beauty of the landscapes, peace, tranquility as well as the possibility of sharing their experience with the

people who surround them.

3. Slow hiker: Although slow hikers are active, they prefer a less intense and regular practice of hiking
during the trip. Like the hedonists, enjoying nature, the beauty of the landscapes, peace, tranquility and the
possibility of sharing their experience with the people around them are the main motivations. Additionally,
they consider the walk as a good way to get to know the region, either from a cultural, heritage or

gastronomic point of view.

Group %
With a partner / spouse 54
With family 24
With friends 22
On their own 7
Types of holidays %
Medium mountain range 48
Countryside 37
Seaside 30
High mountain range 23
City-breaks 18
Seasonality %

29% travel between July and
August.

Length of stay %
Four to seven days 51
More than seven days 25
Less than four days 24
Accommodation %
Hotel 44
Rented appartment 23
Bed & Breakfast 15
Camping 11
Camping (just land) 10

Means of transport

When they travel, the most
used means of transport is a car
(63%)).

Group %
With a partner / spouse 48
With family 36
With friends 13
On their own 9
Types of holidays %
Countryside 37
Seaside 36
Medium mountain range 30
City-breaks 22
High mountain range 17
Seasonality %

25% of hedonistic hikers prefer
travel between July and August.

Length of stay %
Four to seven days 43
Less than four days 39
More than seven days 18
Accommodation %
Hotel 48
Camping 15
Rented appartment 15
Secondary residence 13
Bed & Breakfast 11
Others 10

Means of transport

When they travel, the most
used means of transport is a car
(64%).

Group %
With a partner / spouse 50
With family 33
With friends 13
On their own 10
Types of holidays %
Seaside 48
Countryside 30
Medium mountain range 29
City-breaks 19
High mountain range 16
Seasonality

32% of slow hikers prefer travel
between July and August

Length of stay %
Four to seven days 46
More than seven days 39
Less than four days 15
Accommodation %
Hotel 47
Rented appartment 22
Camping car 11

Means of transport

When they travel, the most
used means of transport is a car
(57%).
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EXPLORER PROFIIZE

Introduction

Explorers in Germany are well-educated and well-travelled, they know what they want and base their
decisions on their experiences. Their goal is to deepen their knowledge and learn as much as they can from
their holiday. Therefore, everything is carefully thought of in advance but there’s always space for some
last-minute additions if it'll enhance their opportunity to comprehend the local culture. They enjoy visiting the
famous iconic places however they are also very keen in experiencing nature.

The explorer traveller persona pro le

Gender

51% 49%

Age
43%
36%
204 7% 11% I
- ®m R
18-24 25-34 35-44 45-54 65
Income

Incomes and nancial status typically modest, but overseas experiences a key priority.

Living
14% have kids, but 83% live with other adults only (51% with their partner).

Group

With another person 59%
Small family group

(fewer than ve people) 18%
On their own 9%

Small group and friends
(fewer than ve people) 7%

The personality / main traits of Explorer Travellers

- Mature - Open-minded - Enjoy outdoors
- High interest in culture, - Must-see cities - Embrace local cultures
arts and history at a relaxed pace

- Enjoy a variety of holidays from seaside,
lakes and mountains to gentle activities

2 German Buzzseekers and Explorers’ survey. visitbritain.org
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Information sources

Family & Friends 46

All-in-one travel websites 37

Movies, books, magazines, TV 36

Destinations

1. Spain

2. Italy

3. Netherlands

4. France

5. Sweden

6. United Kingdom

Activities

¢ Top three activities  Point of di erence*®

- Trying local food and drink specialties - Experiencing rural life and scenery
- Exploring history and heritage - Visiting a park / garden

- Visiting famous / iconic places

Ideal Holidays

Filled with opportunities to deepen their knowledge
« Exploring the historical and iconic sites

Following the well-researched plan
e Trying out the local food and drink o er
 Visiting parks and rural life

Respondent’s personal interests and feelings about travel

| know the type of thing | like, and - 1005
tend to stick with that 66%

| enjoy spending time in the - 100%
outdoors and in natural lendscapes 68%

| prefer holidays at a slower and - 5%
meore relaxed pace 81%
| am comfortable with who lam—1| - 04%,
don’t care how others see me 76%
it 91%
| don't like to take on too much at - 75%
once B60%

W Explorers m All Germans

26 The points of di erence are those where this segment over-indexes most compared to the average for the market
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Customer Journey

EXPLORERS CUSTOMER JOURNEY

BOOKING

W Q 9% () o

PASSIVE ACTIVE @ EXPLORING  BUILD GROWING | ON THE SHARE
INSPIRATION ~ IDEATION :  OPTIONS  ITINERARIES ANTICIPATION GROUND : & ADVOCATE

| Follow the plan and
Last preparations (packm%,njoy the ride

Plan the best holiday

It's about finding the

It's a given that| possibl i
) Pl be visitin p balance between Planning all the optid rememl‘Jenng passports)
g
=z comfort and cost, full | h nd we're ready
= the UK at some ... taking action carefully to select the
o point in the & control. best option and avoid Relive the
(a) future any future issues memories by
sharing with family.
LZD “I want to make sure |
§ o . “So nice to figure out Really vlmponam o pllan hav_e explored every_ “Lots to do but excited “While we are here, we |,
| might go there in the everything properly ,I'm | option before we decide | want to remember and
ghtg rything properly P!
=z " where to go and what to - b -~ about the upcoming must make the most of I n
= future... . " going to take my time and exactly what we can fit in . . , share my trip with others’
do, ongoing process’ holiday’ every thing we can do’
I check every detail — Il also want to research
= about the culture”
Q )
Z . s . Excited
= Insplred}o broaden up _ Optl_mlsuc &»excwted Fogqssed Pleasurable Excitement Mild excitement Happy Nostalgic
their horizons and by their Taking positive control  Efficient Happy Some stress Bus Relaxed
H memories. Enjoy the Determined Determined Focussed : -
discovery process. Focussed Logical Determined tension Determined Happy
L : A bit stresseé-lots to do
Want to be inspired | Want : Value is important Need help planning Check in printouts | ¥  Not much to do at Inviting friends over
%) by something that + personal need to have enougt logistics to fit in as Pack things this stage, mainly for dinner to share
a) evokes memories recommendations time to compare many activities as Lookup news check that their experiences
L from their youth. ¥ Unbiased reliable things to do at possible everything flows and
L information different locations what that they enjoy their
z and book in advance. how long are the plans
Choice of hotel is activities
secondary Best combination
>
~ Medium High Medium High Very Low Low Low
P Important to Not much
E capture their possibility to
o attention and keep Interesting Not much space for influence on social
() the image alive, so Opportunity to opportunity to help Great opportunity Trip is planned and last minute media given privacy
that when the show different them select the for VB to influence the focus is on additions as the concerns but could
o
o opportunity arises, location and best options and in terms of getting everything majority of things find ways to
o English breaks are cultural provide good activities and ready for the have been usually encourage wider
top of mind. experiences package deals tailored plans departure planned in advance advocacy
« Family & Friends * Google-‘top 10 things | « Tour operators « TripAdvisor * People « Local tourist « Scrapbook of the trip
[O) * TV programmes to do in xxx’ « Travel agency « VisitEngland « Google maps information bureau
Z « Advertising « Travel guides * Google « Travel agents * Hotel staff
%) « Tvdocumentaries « Travel agents « Calls to the ferry « Tour operators « Leaflets in hotels
) « brochures company a0 P
~~
G 5 {
=2
<
o After the
%) .
0l trip
=
': Longer depending
on their plans
() | Collection of ideas and | Confidence that they have Make sure that they have Make sure that they have Scheduled time to depart| Local recommendations
X | scraps, mental notes and| all the information that properly researched and | properly researched and could inspire them to try
(Lg scrapbooks ready to be | they need, family chosen the best option | chosen the best option something new
consulted when the consensus.
Q
= | situation allows. -]
@ s
. i
) « Family constraints « The amount of « Find suitable solutions | « Difficulties in selecting | « Remembering * Running out of time « Concerned with privacy
hd + Budget and time information available is  that work for the whole|  priorities for everyone everything, passports, | * Lack of family
L « Political situation overwhelming, family tickets etc.. consensus
E « Difficulty in deciding « Dealing with
x who to trust unsatisfied family
<
[a]

members ii

;:

Source: Visit Britain
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FACTS ABOUT SUSTAINABILITY AND RESPONSIBLE / ECO / SLOW TOURISM IN GERMANY

* 57% of Germans prefer a vacation to relax and take it éasy.

« Seven out of ten German holidaymakers will disconnect from thef® job.

e In 2017, TUI Group issued a survey about sustainafililjhese are some of the results about Germany:
- Wide range of sustainability behaviours:

- Germans invest in A-rated appliances, they are energy conscious people (46%), and looking for
environmentally friendly labels.

- High engagement in sustainability — 59% of respondents are food thinkers (they buy local/
seasonal food).

- More than eight out of ten respondents are recyclers / re-users.

- 37% are environmentally friendly buyers to reduce waste.

- Nearly one in ve German travellers (17%) have been on a sustainable break.
- Hotels focus on food, energy saving, renewable energy and eco-cleaning.

- Almost seven out of ten (67%) Germans say that they are prepared to make lifestyle compromises to
bene t the environment.

- 70% German respondents think that brands have more responsibility to make sustainable decisions than
as they do as individuals.

- 59% have a better image of holiday companies that actively invest in environmental or social initiatives.

- 60% of holidaymakers would book more environmentally sustainable holidays if they were more readily
available.

- Eight out of ten respondents consider that it is important that everyone do their bit to reduce their
carbon footprint.

- Protecting the diversity of animals and plants in the world is important for the 86% of the survey
participants.

¢ Germany was part of the 2016 voluntary national review of the high-level political forum on sustainable
development. The country has renewed it for 2021.

GERMAN CULTURAL VALUES

Cultural values help understand the central tendency of a group of people, a culture. These values are a tool
for inquiry, discovery, re ection, and dialogue. They o er a way to know ourselves and others better, and a
way to collaborate more e ectively.

Though these core values are ideals that are sometimes not fully realized on an individual or social level, they
represent beliefs and attitudes that drive personal behaviour, business practices, and political decisions.

Whether by following them or resisting them, the prevailing values of any given culture provide essential
clues to help us build relationships and accomplish our goals.

27 Relaxing vs. adventure: Breaking down vacation preferences around the world online study. Growth from Knowledge (2017)
28 Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey 19th. edition (2019)

22 TUI Global survey on sustainable tourism. TUI Group (2017)

30 UN Sustainable Development Goals

31 Cultural Detective website
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Directness

Many Germans prefer a direct and explicit style of communication. They tend to say what they mean and
mean what they say, leaving very little room for interpretation of the content.

Honesty and (perceived) objectivity are of utmost importance, including when it comes to disagreeing with
someone or addressing a con ict. The truth should be told “without makeup”.

They are not used to considering non-verbal aspects of communication such as tone of voice, gestures,
silences, or who is speaking, when decoding a message, and therefore, might come across as too direct.

Rationality

German work culture tends to be very task-oriented. Tasks are completed and problems solved by gathering
all the necessary data and then implementing a carefully thought-out plan or solution.

A reasoning style based only on facts, gures, logic, and rational arguments may seem one-sided, narrow-
minded, or even ine ective to people coming from cultures that take a more holistic approach.

Sense of order

A focus on structure, systems, planning, and schedules is prevalent in most sectors of society, including
personal and work life. Rules and regulations create order and structure and are generally accepted in public
and personal spheres. There tends to be a “right” way to do things and a “wrong” way.

The sense of order prevalent in German society is also re ected in how Germans view time and punctuality.
The concept of time shared by most Germans is fairly rigid and their workday is tightly structured. Punctuality
is of utmost importance. Meetings are expected to begin and end on time. For many people, being “on time”
means arriving ve minutes early. Projects are run based on milestones and deadlines. Deadlines are usually
upheld, and missing a deadline is seen as a lack of professionalism.

Note: Some Information may vary due to COVID-19

Research study on Slow Tourism international trends and innovations



43| CHAPTER 3:Market research on Slow Tourism demand

REFERENCES

CIA World Factbook
https://www.cia.gov/library/publications/the-world-factbook/

Statista
https://lwww.statista.com/statistics/375203/gross-domestic-product-gdp-growth-rate-in-germany/

UN World Tourism Organization
https://www.e-unwto.org

Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey 19th. edition
(2019)
http://www.europ-assistance.ch/holiday _barometer_2019.pdf

European Travel and Tourism Trends Research Report. Expedia Media Solutions (2017)
https://info.advertising.expedia.com/hubfs/Content_Docs/Rebrand-2018/European%20Travel%20Trends-
Small.pdf?hsCtaTracking=16af8478-6de2-4c6e-b08f-88e6eb5b57b4%7Cbb0d6939-27ef-4d54-add1-
2fc9b7531720

Time and Date
https://www.timeanddate.com/

Flights From
https://www. ightsfrom.com/

Relaxing vs. adventure: Breaking down vacation preferences around the world online study. Growth
from Knowledge (2017)

https://www.g .com/blog/2017/04/relaxing-vs-adventure-breaking-down-vacation-preferences-around-
the-world

Les clientéles du tourisme de randonée pedestre. Editions Atout France (2019)
Visit Britain
https://www.visitbritain.org/

TUI Global survey on sustainable tourism. TUI Group (2017)
https://lwww.tuigroup.com/en-en/media/press-releases/2017/2017-03-07-tui-survey-sustainable-tourism

UN Sustainable Development Goals
https://sustainabledevelopment.un.org/memberstates/germany

Cultural Detective website
https://www.culturaldetective.com/

Research study on Slow Tourism international trends and innovations



44

CHAPTER 3:Market research on Slow Tourism demand

NETHERLANDS

The Dutch are, generally speaking, interested in making contact with locals, learning about their culture
and customs, practicing outdoor activities, and in tasting local food and drink. The Netherlands ranks
fth in the list of tourism outbound markets towards the countries of the Med Pearls as a whole.

The Netherlands is one of the rst countries to survey national e orts to achieve the 17 Sustainable
Development Goals.

DEMOGRAPHICS — PEOPLE AND SOCIETY

Netherlands has a population of 17 million people.

The Netherlands is divided in four regions (North, East, South and West Netherlands) which are divided into
12 provinces.

Dutch population growth rate is estimated to increase 0.37% in 2020.

The total median age is 42.8 years. The median age for Dutch male is 41.6 years old and the one for
women is 44 years old (estimation for 2020). By 2040 the median age is expected to be 46.3 years old.

Randstad is the most densely populated region. It comprises the cities of Amsterdam, Rotterdam,
The Hague and Utrecht. The north tends to be less dense, though sizable communities can be found
throughout the entire country.

Thus, the urban population represents 92,2% of the total. Nowadays, the major urban areas are the capital
of the Netherlands, Amsterdam with 1.149.000 people and Rotterdam with 1.010.000 people.

ECONOMIC DATA - GDP

Despite the economically uncertain times, the Netherlands remains in good shape. According to Dutch
Government, the nances are healthy. The GDP grew 1.3% in 2019 and 0.2% irf 2020.

TRIPS OVERSEAS

The forecast by 2028 for the Dutch outbound market for trips abroad of at least one night is 49 million trips.
In 2018, the number of outbound overnights visits were 33.5 million.

Netherlands ranked globally in fteenth place for international tourism expenditure with more than US$21.1
bn in 2018.

In 2017, the 10 most visited destinations overseas wére:

Germany 18%
France 14%
Spain 12%
Belgium 7%
Italy 7%
Austria 6%
United Kingdom 5%
Greece 4%
Portugal 3%
United States 2%

! Population estimated in July 2020. CIA World Factbook
2 Government of the Netherlands
3 NBTC-NIPO Research
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* In 2019, Dutch travellers chose the same top three destinations: Germany (16%), France (12%) and Spain
(12%).

» However, when they travelled more than eight days, the main destination were Spain (14%), France (12%)
and Germany (8%).

» In 2018, more than eight out of ten Dutch went on at least one holiday. Dutch holidaymakers travel
frequently with an average of 3 times per person per year. The Dutch consider holidays as a spending
priority.

* Visitors between 45 — 64 years old spent on holidays an average of €1,687 per year.
» The average annual leave in the Netherlands is 25 days.
» The main factors to choose a destination dre:
- Price
- Safety
- Nature
- Gastronomy
- Nice ambiance
» Seasonality and national public holidays

- Netherlands is divided in three big areas to make holidays: six weeks during July and August). They also
have Autumn holidays and Christmas break. There is a school break from King'’s birthday (April 27th) to
mid-May.

- The National public holidays in 2020 &re:

January 1 New Year’s Day
April 13" Easter Monday
April 27 King's Birthday
May 5" Liberation Day
May 2T Ascension Day
June 1 Whit Monday

November 2%

Christmas Day

December 26

Boxing Day

4 Holland Travel Marketing
5 www.timeanddate.com
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BOOKING AND PLANNING

B50%
B0%

40%

Share of the holidays booked anline

20%

0%
18 to 25 years 25 to 35 years 35 to 45 years 45to 55 years 55 to b5 years 65 to 75 years 75 years and
older

® 2016 @ 2017 2018 @ 2019
Source: Statista (2020)

18 to 25 years 60,1% 25to 35 years 71,1%
35 to 45 years 69,2% 45 to 55 years 64,6%
55 to 65 years 51,1% 65 to 75 years 36,3%

75 years and older 11,7%

¢ In 2019, seven out of ten Dutch people between 25 and 35 years old booked their holidays online and is
the highest share comparing to the rest of age groups. Overall, the share of online booking increased whitin
nearly every age group from 201%.

6 Statista (2020)
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An official tourist organization website or sacial media site for the counfry or destination

A special offer or price deal you saw advertized offline e.g. in a newspaper, magazine or on TV

Below there is a graphic about in uences on destination chdice:

Taking to friends ! relatives / colleagues
Information from search engines [e.g. Google]
Looking at prices of holidaysfflights on price comparison websites i +
Websites providing fraveller reviews of destinations [2.g. TripAdvisor] E—
Talking to friends or family in your social netwark (e.g. via Facebook ! Twitter} "
An accomrodation provider hotel website — s
A travel guidebook i 354,
Travel agent or tour eperator website 3
Travel blogs ! forums W]
Travel programme on TV ;
A special offer or price deal you saw advertised online
Travel agent or tour eperator brochure

B

An official tourist brochure for the country / city / region ] %

A travel feature / arficke in a mapazine or newspaper

Direct advice from a fravel agentitour operator (face-to-face, over the phone)
Images or videas your friends or familty have posted to social media ¥ 5%

Images ! information in online adverts o

‘ =
7
=
]

o

n

Images or videos from a photolvideo sharing social network site % 1At
Travel app
Images | information in adveris in a mapgazine or newspaper
Articles on an online encyclopasdia e g Wikipadia, Wikitrawel
Imapges / information in TV adverts k, 1%
Seeing social media posts from celebrifies talking about their holiday destinations
Imapges / information on billboards | poster adverts
Travel programme on radic
Information in radio adverts - %

z L o =
+ ol 7] ™
o
]

m Netherlands All markets

Source: Visit Britain

MEDIA AND SOCIAL MEDIA

Broadcast media ®
The Dutch watch broadcast media for three hours per day including on-demand viewing channels.

There are some travel shows on Dutch TV: 3 op Reis, Reizen Waes, Verborgen Dorpen, Erica op Reis,
Floortje naar het einde van de Wereld, or Rail Away.

Radio

The Dutch spend on average 2 hr and a half on listening to media each day, a share which has decreased at
the expense of online music services.

There are 6 public and 14 commercial radio stations, but no dedicated travel shows on Dutch radio.
Newspapers®

The average time the Dutch spent on reading is 42 mins. per day. 67% of this time is spent on reading print
copies and the remaining 33% on digital reading.

There are nine national newspapers in the Netherlands. The biggest publications are Telegraaf (390,000),
Algemeen Dagblad (322,000) and Volkskrant (219,000). In addition, there are 18 regional papers; many of
them have local editions of the paper.

Nearly all Dutch newspapers (90%) are owned by the Belgian publishers Persegroep and Mediahuis.
Almost all newspapers have weekly travel or lifestyle sections and/or supplements with travel content
sourced internally (often the result of press visits) or produced by news agencies or freelance journalists.

7 Visit Britain / IPSOS 2016 survey
8 Carat factbook
9 Media: tijd (2018)

Research study on Slow Tourism international trends and innovations



48 |

CHAPTER 3:Market research on Slow Tourism demand

» Magazines

- The Netherlands has a very extensive print media landscape with around 1,200 consumer magazines.
- 472 million magazines are printed each year.

- 80% of the Dutch population (11.4 million people) read magazines.

- Top Dutch travel magazines are REIZ & Magaklagonal Geographic Traveler, Lonely Planet Traveller and
Columbus Travel.

* Online media'°

- Nearly all Dutch print publications have an online representation. 5.9 million people visit one or more of
these digital platforms of magazines once a month and 37% reaches the magazine brands through social
media.

- The amount of Dutch travel blogs and vlogs has grown exponentially over the last years. Image-led
content, like posts on Instagram, has the most in uence on travel behaviour.

- Most Dutch in uencers share their content in English, so they have a global rather than a local reach.

- 11.5 million Dutch people have installed WhatsApp on their smartphones. 8.3 million of those use the
messaging app daily.

- WhatsApp is used more than Facebook (10.8 million) and YouTube (8 million

USE OF SOCIAL MEDIA ON HOLIDAYS

To keep in touch with people at home I 0%

44%
To post / upload photos of my holiday TR 35;';%

Look for recommendations for places to eat or drink I 15% 30%

| have not used social media at all on this type of | ::°:
holiday 29%

Share with others where you are / what you are doing || N 3%
while on holiday 20%

To let people know where | am at a given moment [ NN 22
(e.g. checking in on Facebook) 25%
To help you plan / decide where to go or what to see || NI 14%
or what to do 23%

Ask for advice on where fo go or what to do M 5% 20%

Share my own advice or recommendations about Il 6%
visiting where | am 19%

m Netherlands All markets

Source: Visit Britain

10 Newcom Research & Consultancy
11 Visit Britain / IPSOS 2016 survey
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TYPES OF HOLIDAYS WHEN DUTCH HOLIDAYMAKERS TRAVEL TO EURBPE

TYPES OF HOLIDAYS % IN 2018
City-breaks 19

Nature / Active holidays 19
Cultural trips 5

Winter sports 5

MEANS OF TRANSPORT WHEN DUTCH HOLIDAYMAKERS TRAVEL TO EURBPE

MEANS OF TRANSPORT % IN 2018
Plane 53

Car 35

Others 8

Coach 4

ARRIVALS OF DUTCH TOURISTS AT THE MED PEARLS COUNTRIES IN 2018

COUNTRY NUMBER OF TRAVELLERS %?®
Spairt® 3.848.545 +3,89%
Egypt 189.679 +24.96%
Greece 1.014.998 +7,16%
Jordan 19.376 +36,63%
Italy 2.163.791 +3,01%
Palestine N/A N/A

2 NBTC-NIPO Research. Trends & ontwikkelingen op de Nederlandse vakantiemarkt (2018)

13 NBTC-NIPO Research

4 Arrivals of non-resident tourists at national borders, by country of residence (https://www.e-unwto.org)
1596 2017-2018

16 733.605 Dutch tourists visited Catalonia in 2018. Source: INE (Spanish National Institute of Statistics)
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FLIGHT CONNECTIVITY TO MED PEARLS DESTINATIONS

The following ight schedules re ect the situation during week 28 (July 6th — July 12th 2020) and are
therefore impacted by COVID-19 crisis.

« Weekly direct ights frequency to Catalonia (Barcelona International Airport):

AIRPORT / CITY OF ORIGIN  (RERN SibecT FLIGHTS) AIRLINE
Schiphol 14 Transavia
Schiphol 36 KLM
Schiphol 27 Vueling
Schiphol 8 Val Air
Eindhoven 11 Transavia
Rotterdam 7 Transavia

« Weekly direct ights frequency to Egypt (Cairo International Airport):

FREQUENCY
AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE

Schiphol 7 Egypt Air

« Weekly direct ights frequency to Egypt (Hurghada International Airport):

FREQUENCY
AIRPORT / CITY OF ORIGIN (WEIgKLY DIRECT FLIGHTS) AIRLINE

Maastricht 4 Corendon Dutch Airlines

» Weekly direct ights frequency to Thessaloniky Int’l Airport (Makedonia):

FREQUENCY
AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE
Schiphol 9 Transavia
Eindhoven 3 Ryanair

» Weekly direct ights frequency to Jordan (Queen Alia International Airport — Amman):

FREQUENCY
AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE
Schiphol 4 Royal Jordanian
Schiphol 3 Transavia
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* Weekly direct ights frequency to Italy (Palermo - Alcantara):

FREQUENCY

AIRPORT / CITY OF ORIGIN  \wEF| ¥ DIRECT FLIGHTS)

AIRLINE

Rotterdam 2 Transavia

* Weekly direct ights frequency to Italy (Fiumicino — Tuscia Sabina):

FREQUENCY

AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE
Schiphol 14 Alitalia
Schiphol 35 KLM
Schiphol 7 EasyJet
Schiphol 12 Val Air
Rotterdam 2 Transavia
» Weekly direct ights frequency to Tel Aviv Airport: 7

AIRPORT / CITY OF ORIGIN '(WES}‘(J&N&EECT FLIGHTS) AIRLINE
Schiphol 10 Transavia
Schiphol 3 Arkia Israeli Airlines
Schiphol 7 KLM
Schiphol 11 El Al
Schiphol 5 EasyJet
Eindhoven 3 Transavia

TRAVEL EXHIBITIONS

The following travel exhibitions are some of the tourism-related events held in Netherlands that can be
interesting for Slow Tourism:

Vakantiebeurs Utrecht

- Dates: January 14th — January 17th 2021

- Venue: Royal Dutch Jaarbeurs Exhibition & Convention Centre, Utrecht
- Website:www.vakantiebeurs.nl

Flets & Wandelbeurs

- Dates: February 19th — 20th 2021

- Venue: Jaarbeurs, Utrecht

- Website: https://www. etsenwandelbeurs.nl

17 Tel Aviv airport is the nearest airport to Palestine
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MEDIA

These are some of the existing media outlets that are interesting for Slow Tourism:

De Telegraf(https://iwww.telegraaf.nl/)

Algemeen Dagbla¢https://iwww.ad.nl/)

REIS & Magazir(éttps://lwww.reis-magazine.nl/)

Kampioen(https://www.anwb.nl/kampioen)

ASSOCIATIONS
Below is a list of some interesting associations for Slow Tourism:

- Slow Food — Netherlandhttps://slowfood.nl/)

- ANVR(Netherlands Travel Trade Association) (https://www.anvr.nl/default.aspx)

- Natuurmonumenten(https://www.natuurmonumenten.nl/)

Research study on Slow Tourism international trends and innovations



53| CHAPTER 3:Market research on Slow Tourism demand

SLOW TOURIST PROFILE

Since there are not publicly available studies about the Dutch slow tourist pro le in particular, two pro les
which share some common aspects with the Slow Tourism pro le are presented here for reference: the hiker
traveller pro le and the cycler traveller pro le.

HIKER PROFILE
The main traits of a Dutch hiker traveller pro le are:

Gender

55% 45%

@ Age 880  Group

37% are between 18 and 44 years old. - With partner / spouse 51%
63% are more than 45 years old. - With family 29%
- With friends 17%

< Motivation

- Discover of landscapes 51% 3552 Length of stay
- Pleasure of walking 51% - Four to seven nights 39%
- Relax 37% - Eight to fourteen nights  33%
- Looking for quiet places 28% - Less than four nights 15%
- Culture discovery 27% - More than 15 nights 13%
- Do activities with
relatives and / or friends 25% @ Accommodation
- Hotel 40%
IQ  Choice of a destination - Rented apartment 21%
- Landscapes 64% - Camping (tent) 12%
- Accommodation 42% - Camping (bungalow,
- Climate 40% mobile home) 11%
- Price 36% ﬁ"_ Types of holidays
- Activities and visits’ o er 30% - Mountain 530
- Hiking trails o er 25% - Seaside 30%
- Gastronomy 18% - Countryside 23%
- City-breaks 22,50%
%’ Booking
- Between one to three months  43% J0- Seasonality
 Less than one month 27% : During July and August, 35% of Dutch
hikers travel. Spring time (May and
- Between three and six months 24% June) 31% is another busy period of
- More than six months 6% time for this segment.

18 | es clientéles du tourisme de randonée pedestre.  Editions Atout France (2019)
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estinations nformation sources
1. France The main information sources are:
2. Germany - Family and friends
3. Austria - Social media
4. ltaly - Touristic guides
5. Spain
) Means of transport
A% Activities - Car or moto bike 71%
- Slow activities ~ 76% - Plane 20%
- Cultural activities 65% -Coach 10%
- Sports activities 32% -Train 9%

- Camping car 7%

Depending on the intensity of the activity, hikers are divided in three groups:

1. Athletic hiker: Athletic hikers like intense and regular practice, giving special importance to the landscape
and the pleasure of walking. They also seek to immerse themselves in nature for the sensation of freedom,
evasion and self-improvement.

2. Hedonistic hiker: Hedonistic hikers are also active but less than athletics. They love enjoying nature, the
beauty of the landscapes, peace, tranquility as well as the possibility of sharing their experience with the
people who surround them.

3. Slow hiker: Although slow hikers are active, they prefer a less intense and regular practice of hiking
during the trip. Like the hedonists, enjoying nature, the beauty of the landscapes, peace, tranquility and the
possibility of sharing their experience with the people around them are the main motivations. Additionally,
they consider the walk as a good way to get to know the region, either from a cultural, heritage or
gastronomic point of view.
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Age
36% are between 18 and 44
years old.

64% are more than 45 years old.

Group %
With a partner / spouse 50
With friends 23
With family 20
On their own 9
Types of holidays %
Medium mountain range 42
City-breaks 31
Seaside 24
Countryside 23
High mountain range 15
Seasonality

30% of the respondents travel
between July and August.

Motivations %
Pleasure of walking 58
Discover of landscapes 53
Culture discovery 34
Relax 32

Do activities with
relatives and / or friends 27

Looking for quiet places 24
Choice of a destination %

Landscapes 64
Hiking trails o er 39
Accommodation 36
Activities and visits’ o er 32
Climate 30
Price 30
Gastronomy 22
Booking %
Between one to three
months 42

Less than one month 32

Between three and
six months 24

More than six months 6
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Age
39% are between 18 and 44
years old.

61% are more than 45 years old.

Group %
With a partner / spouse 48
With family 28
With friends 19
On their own 10
Types of holidays %
Medium mountain range 39
Seaside 27
City-breaks 24
Countryside 23
High mountain range 11
Seasonality

33% of hedonistic hikers prefer
travel between July and August.

Motivations %
Pleasure of walking 50
Discover of landscapes 46
Relax 36

Looking for quiet places 29

Do activities with
relatives and / or friends 22

Culture discovery 21
Choice of a destination %
Landscapes 61
Accommodation 52
Price 42
Climate 38
Activities and visits’ o er 26
Hiking trails o er 20
Gastronomy 19
Booking %
Between one to

three months 41
Less than one month 32
Between three and

six months 20

More than six months 7

Age
38% are between 18 and 44
years old.

62% are more than 45 years old.

Group %
With a partner/ spouse 52
With family 37
With friends 14
On their own 5
Types of holidays %
Medium mountain range 39
Seaside 35
Countryside 21
City-breaks 17
High mountain range 11
Seasonality

40% of slow hikers prefer travel
between July and August.

Motivations %
Discover of landscapes 49
Pleasure of walking 48
Relax 40

Do activities with
relatives and / or friends 30

Looking for quiet places 29

Culture discovery 27
Choice of a destination %
Landscapes 61
Climate 46
Accommodation 43
Price 39
Activities and visits’ o er 29
Hiking trails o er 17
Gastronomy 16
Booking %
Between one to

three months 45
Between three

and six months 29

Less than one month 19
More than six months 6
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Length of stay %
Four to seven days 48
More than seven days 29
Less than four days 23
Accommodation %
Hotel 55
Rented apartment 13
Bed & Breakfast 10

Means of transport

When they travel, the most
used means of transport
is a car (64%).

Length of stay %
Four to seven days 42
More than seven days 36
Less than four days 22
Accommodation %
Hotel 46
Rented apartment 21
Camping (bungalow,

mobile home) 11

Means of transport

When they travel, the most

used means of transport is a car
(68%).

Length of stay %
More than seven days 55
Four to seven days 36
Less than four days 9
Accommodation %
Hotel 34
Rented apartment 23
Camping (bungalow, mobile
home 16
Camping (tent) 13
Secondary residence 10

Means of transport

When they travel, the most
used means of transport is a car
(76%).
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CYCLER PROFILE

Introduction

Cycling is part of the daily life in the Netherlands. With more 19 million bicycles the Netherlands has the
highest bike-density in the world.

The Dutch see cycling as a comfortable and reliable way of transport: 84% has a positive opinion about
cycling. Of all regular cyclists, 95% has a positive attitude towards cycling and even among the non-cyclists
more than 50% consider cycling as positi¥e.

Cycling means peace, no irritations, being on your own, no delays, always on time and cheap. Also,
independence and exibility are mentioned as important advantages.

Cycling is not only popular as a transport mode; it's also a popular leisure activity for 52% of the population,
with more than 197 million day trips per year (more than one hour) in 2013. In 2014, 1,5 million Dutch

went for a cycling holiday according to research from NBTC-N|JBOwhich 1,3 within the Netherlands.
300.000 people went on a cycling holiday abroad.

In the Netherlands, cycling as an activity is part of 3,9 million holidays (of in total 14 million holidays). 28%
of this is considered as a cycling holiday where more than half of the days are spent on cycling.

The Dutch cycling tourist is typically between 30 and 49 years old, travelling with two persons and
belonging to the higher social class. Furthermore, theme-based holidays are becoming more and more
popular, according to research from NBTC-NIPO in 2015: Cultural, hiking and cycling holidays are the most
popular.

The potential market is big: 1,1 million Dutch are planning a cycling holiday in the next 3 years; this is 8% of
the total population. 640.000 Dutch went on a cycling holiday in the past three years (5%). Numbers and
deeper insight regarding cycling holidays abroad are unfortunately not available.

Dutch cyclists usually travel to their destination by car, bus, train, plane etc. and are therefore not de ned
as cycling tourists.

The development of E-bikes should be mentioned as well. Sales have increased a lot in the previous years,
from 2% market share in 2009 to 28% in 2015.

Target groups

This report has identi ed three types of cyclist tourist groups:

1. Tourists who want to experience a destination in a more active way. Not necessarily experienced cyclists,

but with a relatively active lifestyle.
Cycling might not be the main goal, but being active might be a sub goal. This target group would consider
an e-bike.

2. Active tourists and families, speci cally looking for an active holiday. Also interested in other activities, but

the cycling tour is the main part of the holiday and also seen as a challenge.

3. Sportive cyclists with cycling/training as the main focus. This target group is looking for challenging routes

and destinations. Cycling possibilities are the most important when choosing a destination. Road cyclists
and mountain bikers are included here.

1% Knowledge transfer project: Cycling tourism report. Innovation Norway (2016)
20 Trendrapport recreatie, toerisme en vrije tijd. CBS/NBTC-NIPO (2015)
21 NBTC-NIPO (2015). De etsvakane in Nederland
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Tour operators

» The bigger tour operators mainly focus on tour cycling, while the specialized tour operators also o er more
adventurous or physically demanding tours.

» Most tour operators sell both individual tours and group tours, often also tailor made on request. Some
also o er single tours.

» Summer is the main season for all tour operators, for some tour operators o ering road cycling products in
the Mediterranean countries the season starts earlier, in February, March or April.

« All tour operators make visible on their website how demanding the tours are (in general divided into ‘easy’,
‘moderate’ and ‘hard’). This makes it possible for the consumer to identify which tours are suitable. Most tour
operators also explain how these categories should be understood. Some tour operators o er thematic tours,
this seems to appear mostly in connection to ‘soft-biking’ products such as culture, enogastronomy or history.
Tours for sportive cyclists could be seen as a theme in itself (road cycling/mountain bike).

» Most tour operators do not mention working sustainable speci cally, but cycling is sometimes mentioned
as a sustainable way of transport/going on holiday on their websites.

* When it comes to destinations, focus is mainly on Europe with a wide range of countries o ered. Some
specialized tour operators o er destinations outside Europe, these products are considered as very niche.

E-bikes

» More and more people own an e-bike and sales have increased the past few years. The tour operators
expect that the increase of e-bikes will be a future driver for the demand in cycling tourism, and might
create new opportunities.

» E-bikes make a cycling tour or holiday accessible for a broader target group. It gives some extra ‘con dence’ to
those who are less trained/used to cycling, and can be a solution in case of di erent levels in a group. So far, the
demand is mainly seen for soft-biking products but also e-mountain bikes are becoming available more easily.

Activities during a cycling holiday
» Cycling is the main activity when booking a cycling holiday, according to all tour operators.

» In general, there is also some interest for hiking, cultural activities and food. In some cases, other activities
could be implemented in the programme and customize it according to customer’s needs.

Accommodation

» Cycling tourists appreciate good middle-class hotels with a good breakfast.
» Camping are for the more adventurous customers.

Local food and sustainability

» Local food is seen as a welcome addition to a cycling holiday, something tourists look forward to after a day
on the bike. They have the feeling they deserve good food and need to recover.

» Most important is that it is tasteful, well prepared, ecological and locally produced and preferably
homemade. Breakfast is also an important requirement when choosing accommaodation.

 Sustainability is not speci cally asked for probably because cycling itself is already seen as a sustainable
way of travelling.
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Willingness to pay for services

Luggage transport and food are the services tourists are most willing to pay for. People ask about these
aspects speci cally before they book and these can be considered as one of the prevailing aspects. Good
accommodation comes closely after that.

Good quality of rental bikes is very important, but most people prefer bringing their own bike.

Wi-Fi as a service that tourists want to pay for. Wi-Fi is very important but at the same time nowadays
more or less considered as a public good where accommodations should not ask a fee for.

Booking behavior

Bookings for standard packages (both individual or group tours) are typically done by individuals who travel
alone, together or are part of a small group consisting of friends or family. This can be a group on its own,
or a smaller group within a bigger group. Booking is done online, but also by phone or sometimes even by
visiting the tour operator. Bigger groups often request a tailor-made package.

Bike rental/own bikes

Many tourists prefer bringing their own bike, especially for the more sportive products (road cycling/
mountain bike). Bike rental is always o ered. The choice for renting a bike or not is also very much
dependent on the mode of transport.

When travelling by plane tourists might rather rent a bike on the destination than bringing their own,
because of practical reasons and the extra costs that would be involved.

Number of bike holidays

Most cycling tourists go on a cycling holiday once a year. For fanatic road cyclists and mountain bikers this
might be more often, but often mainly for training/racing purposes.

Important success factors

The destination has to create facilities for cycling tourism on the spot, such as routes, maps, information
about the terrain and what to expect of information about for example cultural/historical sights.

There is also a need for accommodation, food, rental bikes and, one of the most important facilities,
luggage transport.

Huge advantages for a destination are stunning nature and a guarantee for good weather. ‘Good’ weather
would mean low chances on rain and comfortable temperatures (not too cold and not too warm).

Best destinations

France is the most popular destination. Germany, Denmark and Netherlands.
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FACTS ABOUT SUSTAINABILITY AND RESPONSIBLE / ECO / SLOW TOURISM IN NETHERLAND

e 75% of Dutch travellers prefer to relax and take easy vacatfon.

¢ In 2017, TUI Group issued a survey about sustainabilifyhese are some of the results about
Netherlands:

- Recycling and reducing energy usage are most common sustainable be-haviours (74%).

- Low engagement in sustainable food — 41% of respondents are food thinkers (they buy local/seasonal
food).

- Four out of ten are energy conscious.

- 19% are environmentally friendly buyers to reduce waste.

- Hotels focus on food, energy saving and renewable energy. Hotel guests adopt sustainable behaviours.
- Very few Dutch travellers (5%) believe they are going on sustainable breaks.

- Almost seven out of ten Dutch (67%) say that they are prepared to make lifestyle compromises to
bene t the environment.

- 59% of respondents think that brands have more responsibility to make sustainable decisions than as
they do as individuals.

- 53% have a better image of holiday companies that actively invest in en-vironmental or social initiatives.

- 48% of Dutch travellers would book more environmentally sustainable holidays if they were more readily
available.

- Eight out of ten respondents consider that it is important that everyone do their bit to reduce their
carbon footprint.

- Protecting the diversity of animals and plants in the world is important for the 85% of the survey
participants.

* Netherlands was part of the 2017 voluntary national review of the high-level political forum on
sustainable developmerit.

22 Relaxing vs. adventure: Breaking down vacation preferences around the world online study. Growth from Knowledge (2017)
22 TUI Global survey on sustainable tourism. TUI Group (2017)
24 UN Sustainable Development Goals

Note: Some Information may vary due to COVID-19
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DUTCH CULTURAL VALUES

Cultural values are helpful in understanding a central tendency of a group of people, a culture. These values
are a tool for inquiry, discovery, re ection, and dialogue. It 0 ers a way to better know ourselves and others,
and a way to collaborate more e ectively.

Though these core values are sometimes ideals that are not fully realized on an individual or social level, they
represent beliefs and attitudes that drive personal behavior, business practices, and political decisions.

Whether by following them or resisting them, a culture’s prevailing values provide important clues to help us
build relationships and accomplish our goals.

Individualism

Each person should accept full responsibility for both the positive and negative consequences of their
choices and actions.

The Dutch have a desire to know “why” things are done the way they are done, through examination of
intentions, risks, and consequences. They expect to make decisions on their own.

One asks for help if help is needed, and expects others to do the same.
Pragmatism

Most Dutch use linear thinking and a functional approach. They favor practicality and e ciency. Things are
concrete.

Dutch tend to be monochronic, doing only one thing at a time, and are very time conscious.
Soberness and a dislike of unnecessary waste or excess are standard attitudes.

Vendors make customers aware of what they are buying, thinking that if they do so, fty percent of the
responsibility of the sale is with the buyer.

Direct communication — Low context

They value direct communication. Politeness may cover up the truth. Dutch tend to distrust anyone who does
not give opinions directly.

Linear and direct communication is used, and an identical message is sent, regardless of the status of the
person receiving the message.

Thus, Dutch can seem disrespectful and lacking in diplomacy. Non-verbal messages are subtle and not
frequent.

The Dutch are often unable to read the context of a situation and unable to understand indirect
communication. They tend to be impatient.

Egalitarianism
All people are equal regardless of hierarchy, status, seniority, or sexual orientation.

Managers, subordinates, and customers are treated the same way.

2 Cultural Detective website
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SWEDEN

Swedes are frequent travellers and big spenders when they go on holidays. They look for warm
climate countries and for cultural and unique travel experiences.

Swedish holidaymakers are aware of the climate change. How they travel and sustainability are key
factors when going on holidays.

DEMOGRAPHICS — PEOPLE AND SOCIETY

» The Kingdom of Sweden has a population of 10 million people.

« Swedish population growth rate is estimated to increase by 0.79% in 2020.

¢ The median age is 41.1 years. However, it is expected to increase to 43.9 years by 2040.
* Sweden is divided into 21 counties.

« Most Swedes live in the south where the climate is milder and there is also a better connectivity to
mainland Europe and also all along the Baltic Sea coast, in the east part of the country. Less populated
areas are found in the interior areas of the north of Sweden.

¢ Thus, the urban population represents 88% of the total. The most signi cant urban area is the capital,
Stockholm. Its population is 1.633 million.

¢ Swedish employees have 25 days of annual leave and 11 public holidays. More senior job positions tend to
have 30 days of annual leave.

ECONOMIC DATA - GDP

e Sweden’s GDP will contract between 6,06% and 9,7% (with the ongoing COVID-19 pandemic). However,
the predictions for 2021, GDP may grow between 1,7% and 4,6%.

TRIPS OVERSEAS

¢ The forecast for the Swedish outbound market is 21 million trips abroad with at least one overnight stay by
20283

« International tourism expenditure is more US$b 15.3. Sweden rank globally in 20th place.

* Swedes travel with:

- Family 50%
Friends and relatives 25%
Friends 13%
Group 2%
Work colleague 1%

¢ In 2017, Swedes made 42 million domestic leisure trips and 19 million overseas trips.
* One out of ten of Swedes are notable to a ord a holiday.
* Young women is the group that travel the most, especially those who are between 16 and 24 years old.

! Population estimated in July 2020. CIA World Factbook
2 Riksbank
3 Oxford Economics
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DESTINATIONS

« In 2019, the top overseas countries were: 4
1 Spain

2 Denmark

3 Norway

4 Germany

5 United Kingdom

* Reasons to choose a destination °

There are ve important factors when Nordic tourists choose a holiday destination:
- Culture and local people

- Cleanliness

- Active holidays

- Shopping

- Restaurants

» What will they be looking for? ¢

- Unique experiences that have not been tried before will become more popular. This could be a culinary
experience, such as cooking local meals. Remote destinations are also expected to become more popular.
Nordic tourists want experiences that give new perspectives in their lives.

- Sustainability, wellness and authenticity
Nordic tourists will be more climate conscious in terms of sustainability and they will also search for travel
forms that include wellness activities. In addition, authentic experiences will be popular such as meeting
local people in their local surroundings and participating in volunteer activities.

¢ Types of vacations ’

- Visiting family / friends / relatives (41 %)
- Seaside (36 %)

- Wellness / Spa / Health treatment (29%)
- Culture (25 %)

- Nature (22 %)

- City-breaks (18 %)

- Sport-related activities (13%)

- Speci ¢ events (12%)

4UNWTO

The Nordic Outbound Travel Market. Medie Ministeriet (2011)
8 The Nordic Outbound Travel Market. Medie Ministeriet (2011)
”Flash Eurobarometer 2014
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* Reasons to return to the same destination for a holiday

FACTORS %

Natural features 35

Cultural and historical attractions 35
The quality of the accommodation 22
Activities / services available 21
How tourists are welcomed 18
General level of prices 17

Accessible facilities for people with special needs 2

¢ Seasonality and national public holidays

- July is the most popular month to go on holidays. May and August are as well a busy months. During
spring and autumn, Swedes also like to go on holidays They always look for warm destihations.

MONTH %
January

February 4
March

April 8
May 11
June 8
July 16
August 11
September 10
October 9
November

December 5

8\Vagabond Resebarometer, 2018
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¢ The National public holidays in 2020 are: °

January 1 New Year's Day
January 8 Epiphany

April 10" Good Friday
April 13" Easter Monday
May ¥ Labour Day
May 2 Ascension Day
May 3T Whit Sunday
June 6 National Day
June 2@ Mid-summer Day
October 3F All Saint's Day
December 25 Christmas Day

December 26 Boxing Day

CUSTOMER JOURNEY

In 2017, Google published a research based into the online behaviour of business and leisure Swedish
travellers.

Swedes prove to be among the most brand-agnostic of Nordic travellers, with 56% of respondents saying
that they start their customer journey without knowing which company or brand they are going use for
their booking.

Swedish travellers are also among the most responsive to online advertising, with 43% reporting that they
have researched a potential trip after seeing an online ad.

81% of Swedish travellers had used online tools at some point in their customer journey.
57% of Swedish travellers would use a search engine to explore a new destination.

56% of Swedish travellers started their customer journey without knowing which company/brand to book
with.

43% of Swedish travellers had researched a destination, igth, hotel or vacation as a result of seeing an
online ad.

12% of Swedish travellers had watched a travel related video.
42% of Swedish travel video watchers said videos had inspired them to think about planning a vacation.
35% of Swedish travel video watchers said videos had inspired them to think about a new destination.

31% of Swedish travel video watchers said videos had in uenced where they decided to travel.

°Time and Date
10 The Nordic Travel habits. Google (2016)
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BOOKING AND PLANNING

- The most in uential sources when making a holiday destination choicé are:

Talking to friends / relatives / colleagues |

o

Information from search engines [e.g. Google]
Looking at prices of holidaysfflights on price comparison websites
Wehsites providing traveller n = nf destinations [8 g TripAdvisnor]

Talking to friends or family in your sodal network (e.g. via T ! Twitter)

An accommodation provider! hotal website
A Travel guidebook

Travel agent of lour operator website

|

Travel bloge / forume PP

Travel programme on TV

A spedial offer or price deal you saw advertised onling
Travel Agent o Inur Operainr brnchue ™ save

An official lourist organisation website or social media site for the country or destination
An official tourist brochure for the country [ city / region

A travel teature [ article In a Magazing of newspaper

Direct advice from a travel agenttour operator (face-to-face, over the phone)

Images or videos your Inends or lamily have posled lo social media

|II|HTJP.F\ [ Information in onling Advens

A special offer or price deal you saw advertised offline €.g. in a newspaper, magazine or on TV
Images or videoe trom a pholo/video sharing social nelwork site

Travel app

Mz .

I

&

Images / information in adverts in a magazine or newspaper

Articles on an online encyclopaedia e.g. Wikipedia, Wikitravel

Images [ information in TV adverts

Seaing social madia posts from calabrities talking about their holiday destinations

Images / informaltion on billboards | poster adverts
Travel programme on radio
Information in radio adverts

Rl

m Sweden All markets

Source: Visit Britain

MEDIA AND SOCIAL MEDIA

* Broadcast media *?

- Public service television Sveriges Television broadcasts through three main channels which make up about
35% of the Swedish television market.

- About 82% of all Swedes waitch television an average of two hours daily.

- Comparing it with other European countries, Swedes spend less time watching traditional television.
* Radio

- Sveriges Radio is the dominant player with 56% share of the radio audience market.

- The average time spent listening has declined to a daily average of 1h 40 minutes in 2019.

* Magazines?'®

- There are more than 4500 periodicals in the Swedish market including many small titles.

- The readership of periodicals is stable: 36% of Swedes read some popular magazine/week while
organisational press is read by around 10% of Swedes/week.

- Swedish consumer travel magazines inclidgabond, Allt Om Resor and Res

11 Vagabond Barometer (2018)
12 Nordicom- Sveriges. Mediabarometer (2018)
3 Nordicom- Sveriges. Mediabarometer (2018)
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* Newspapers
- 55% of adults in Sweden read at least one newspaper a day.

- There are about 150 printed papers in Sweden, almost all with an online edition. Roughly 60 are published
only once or twice a week with a low circulation.

- Dailies published in the three metropolitan areas of Stockholm, Géteborg and Malmé
- Some of the newspapers have travel sections e.g. Svenska Dagbladet publishes one every Sunday
* Online media ®

- The Internet is now seen as the most important information source for Swedes ahead of TV, daily
newspapers and radio.

- The use of social networks continues to increase (83% currently), now 65% use it daily, higher than the
average in Europe which is currently 56%.

- Facebook, Instagram and Youtube are the most used networks. 74% of Swedes have a Facebook account.
Twitter has decreased in use.

- Print goes digital: Almost eight out of ten Swedes read newspapers only, ve of ten reads blogs and
almost three of ten reads e-books at least sometimes.

- Aftonbladet.seis the biggest news source in the Nordics with 3,554,000 readers per day.

USE OF SOCIAL MEDIA ON HOLIDAYS

0
To keep in touch with people at home _ 48%

To post / upload photos of my holiday

: .
Look for recommendations for places to eat or drink | Sl

| have not used social media at all on this type of || NN 30%
holiday | 29%

Share with others where you are / what you are doing || NG 256%
while on holiday | 29%

To let people know where | am at a given moment | N 21%
(e.g. checking in on Facebook) 25%
To help you plan / decide where to go or what o see 18%
or what to do | 23%
ay
Ask for advice on where to go or what to do - 9%

Share my own advice or recommendations about - 9%,
visiting where | am | 19%

B Sweden All markets
Source: Visit Britain / IPSOS survey (2016)

14 Nordicom- Sveriges. Mediabarometer (2018)
15 Svenskama och internet
16 Visit Britain / IPSOS survey (2016)
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¢ The social media channels most used in the Swedish market are Facebook, Youtube, Google+, Instagram,
Twitter and Snapchat.

« Almost half of the respondents keep in touch with people at home and about one in three like to post/
upload their holiday photos.

« Six out of ten like to stay connected while they are on holiday and 67% regard a smartphone as an
essential element during their holidays.

* 60% of Swedish travellers love to take photos when they are on holiday.

* 72% of Swedish travellers have shared holiday photos online or would like to do so and 51% have shared
holiday video content or would like to do so.

< About half of the Swedish have already used location technology to nd places to visit and a further 28%
are interested in using it.

¢ Only about one in ve enjoy writing reviews on social media of places they have been to on holiday and
37% place trust in reviews on social media from other tourists.

OUTBOUND ACTIVITIES

ACTIVITY %
Eat & drink 33
Attractions and museums 29
Relax 24
Discover new places 20
Nature 17
Culture 17
Contact with locals 16
Shopping 15

MEANS OF TRANSPORY

MEANS OF TRANSPORT )
Plane 64
Car 13
Coach 5
Ferry 5
Train 3
Cruise 3
Car rental 2
Camper van 1

7 Vagabond Barometer (2018)
8 Vagabond Resebarometer (2019)
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ACCOMMODATION

- Hotel, B&B, guest houses and hostels 56%

- Friends and family House 14%
- Rented cottage or appartment 12%

- Own holiday home or apartament 5%

- Cruise 4%

- Camping 4%

ARRIVALS OF SWEDISH TOURISTS AT THE MED PEARLS COUNTRIES IN 2018

COUNTRY NUMBER OF TRAVELLERS %t
Spairf? 2.042.965 -8,99%
Egypt 70.861 +47.13%
Greece 508.794 +3,13%
Jordan 11.717 +21,38%
Italy 489.840 -3,54%
Palestine N/A N/A

FLIGHT CONNECTIVITY TO MED PEARLS DESTINATIONS

The following ight schedules re ect the situation during week 28 (July 6th — July 12th 2020) and are
therefore impacted by COVID-19 crisis.

« Weekly direct ights frequency to Catalonia (Barcelona International Airport):

AIRPORT / CITY OF ORIGIN '(:\EE e FLIGHTS) AIRLINE

Landvetter 3 Norwegian Air Intl.
Landvetter - Vueling?®

Landvetter 3 Ryanair

Arlanda 13 Norwegian Air Intl.
Arlanda 1 Norwegian Air Shuttle
Arlanda - SAS*

Skavsta - Ryanaif®

1% VVagabond Resebarometer, 2019

20 Arrivals of non-resident tourists at national borders, by country of residence (https://www.e-unwto.org)
2105 2017-2018

22212.329 Swedish tourists visited Catalonia in 2018. Source: INE (Spanish National Institute of Statistics)
2 No schedules for this airline after March 15th

24 No schedules for this airline after April 13th

% No schedules for this airline after March 26th
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* Weekly direct ights frequency to Egypt (Cairo International Airport):

There are no direct ights.

« Weekly direct ights frequency to Egypt (Hurghada International Airport):

There are no direct ights.

* Weekly direct ights frequency to Thessaloniky Int'l Airport (Makedonia):

AIRPORT / CITY OF ORIGIN '(WE A FLIGHTS) AIRLINE
Landvetter 2 Ryanair
Arlanda 7 SAS
Skavsta 2 Ryanair

« Weekly direct ights frequency to Jordan (Queen Alia International Airport — Amman):
There are no direct ights.

« Weekly direct ights frequency to Italy (Palermo - Alcantara):

FREQUENCY
AIRPORT / CITY OF ORIGIN (WESKLY DIRECT FLIGHTS) AIRLINE
Arlanda 2 Norwegian Air Shuttle
Arlanda 3 SAS

« Weekly direct ights frequency to Italy (Fiumicino — Tuscia Sabina):

FREQUENCY
AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE
Arlanda 11 Norwegian Air Shuttle
Arlanda 8 SAS

* Weekly direct ights frequency to Tel Aviv Airport: 26

FREQUENCY
AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE

Arlanda 3 Norwegian Air Shuttle

2 Tel Aviv airport is the nearest airport to Palestine
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TRAVEL EXHIBITIONS

The following travel exhibitions are some of the tourism-related events held in Sweden that can be
interesting for Slow Tourism:

Orebro Outdoormassa

- Dates: May 2021

- Venue: Behrn Arena, Orebro

- Website: www.outdoormassa.se
Explore Outdoor

- Dates: March 13th — 15th 2020

- Venue: Stockholmassan, Stockholm

- Website: www.allamassor.se/event/explore-outdoor

MEDIA

These are some of the existing media outlets that are interesting for Slow Tourism:
- Svenska Dagbladghttps://www.svd.se/)
- Aftonbladet (https://www.aftonbladet.se/)

Vagabond(https://lvagabond.info/)

- Allt Om Resof¢http://alltomresor.prenservice.se/)

Res(https://res.sel)

ASSOCIATIONS

Below is a list of some interesting associations for Slow Tourism:

- Slow Food Swedefhttps://www.slowfood.com/nazioni-condotte/sweden/)
- Naturturismforetagen(https://naturturismforetagen.se/om-oss/)

- Kolonitradgardforbundefthe Association of Allotment Gardens (https://kolonitradgardsforbundet.se/)

TRAVEL TRENDY
Sustainability

2019 is the year when Swedes’ travel habits have become part of the sustainability issue. Both the media
and social media have had a greater focus on how our journeys a ect the climate, where especially the airline

has been questioned. Interest in train travel has increased avalanche.

The survey shows that what the Swedes are primarily willing to do to reduce their climate impact is to

recycle to a greater extent. Eating less meat and buying more locally produced are also high on the list. At
the bottom of the list is the option to give up their travel completely, only 1% of Swedes are willing to stop
travelling. However, 81% of Swedes believe that they cannot continue travelling as they have done before.

27 Resia. Resiabarometern (2019)
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There are few Swedes who can imagine paying more for the train than for the ight when travelling in

Europe. When comparing the cost of a train trip with a ight out in Europe, the train is usually more expensive
than the ight, which may be a contributing explanation for the fact that the ight is still so dominant. More
than a third of Swedes believe they want to pay less for the train than they pay for the ight. 18% say that
they can pay the same price for the train as for the ight, and just as many believe that they cannot pay
anything at all to travel by train because they do not intend to change the ight at all. Only a small proportion
of Swedes can imagine paying more for the train.

The older group is more critical to take the train. They will not pay more for a train journey when they prefer
to y. That gure is twice as high as in the youngest group.

Half of the Swedes believe that the reason they do not take the train instead of the ight is that it takes far
too long and then also requires more vacation days. Here, there is a di erence between the age groups. The
oldest group has the least trouble with it taking time. Not very surprising as they usually have more time in
that group than the other groups.

A relatively large number of Swedes believe that it is too complicated to book trains compared to ights at
present

Another challenge to travel by train is the price. According to research, many Swedes nd expensive to
travel by train compared to ying. This is especially evident in the younger age group where price is seen as
a problem to a greater extent than in other groups. The challenge of the train companies is to synchronize
themselves in a common system.

At present, the train takes longer than the ight and, in many cases, costs even more.

62% of Sweden’s women are prepared to change their travel habits to reduce their climate impact. Among
men, the same gure is 55%. In terms of age, the gure is higher in those in the younger group. The least
willing to make changes is in the oldest group (56-79 years).

Travelling is enrichment

As many as 78% of Swedes agree that by travelling, they become more open-minded, more tolerant, less
afraid of foreign cultures. They want to escape everyday life and focus on recovery and adventure. To stop
travelling is therefore not the solution for a more sustainable world and to be a sustainable person. Only 1%
of those surveyed believe that they should stop travelling to make the world a better place.
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For the Swedes, the most important when travelling is:
1-To discover new places / new experiences

2-To spend more quality time with loved ones

3-To relax and do nothing

4-Getting to escape everyday life

5-To have an active holiday

6-Sunbathing and swimming

7-Getting to eat and drink well

8-Getting disconnected from social media

9-Discovering new attractions and places (more seniors than young people)

Spend time with the loved ones

A large part of the Swedes believe that in order to feel good, they want to spend more quality time with
loved ones on holiday. This is signi cantly more important for Swedish women than for Swedish men. Among
the di erent age groups, time with loved ones is most important for those between the ages of 35 and 55.

To relax and do nothing is important for Swedes. Most importantly, it is for those between 35 and 55 years
and at least for those in the older group (56-79 years). Here, the di erence in the survey is signi cant, which
may have to do with the fact that in many cases you are connected and can be reached almost 24 hours a
day in the two younger age groups.

Digital detox

52% of respondents say that they have no need for digital detox during holidays. Nearly a third respond that
it is obvious to them to be disconnected. 13% feel that they would like to be disconnected but nd it di cult
to succeed. There are signi cantly more women than men struggling to disconnect.

The middle age group (35-55 years) is the least one that they need to be completely disconnected. Among
those who are not disconnected but who would like to be, the gure is higher among those who are between
15 and 34 years.

About two-thirds of Swedes believe that they spend less time with their phone / iPad / laptop on holiday
compared to everyday life. One fth spends about the same amount of time, while only 5% use the screens
more on vacation than in everyday life.

Among those who responded that they have less screen time during the holidays than in everyday life, the
gure is signi cantly higher among women than men (more than twice).

Types of tourists
The survey has identi ed di erent types of tourists:
e “The Cultural’

There are slightly more women than men. In terms of age, the gure is highest in the oldest age group and lowest
in the middle. Most cultural Swedes live there in Western Sweden and at least in Central Norrland and Smaland.
Among the big cities, Gothenburg citizens are most interested in culture, while Malmé residents have the least
need for culture during the holidays.
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* “The conscious”

The gure is the same among women and men, and relatively similar between the age groups, although
the middle group has a slightly higher gure. Most consciously Swedes live in Northern Central Sweden
and the least ones in Southern Sweden and Eastern Central Sweden. Among the major cities, the most
environmentally conscious ones live in Stockholm and least in Malmé.

¢ “The adventurer”

Among those who have chosen this option, it is relatively equal between the sexes. In terms of age, the
number, not surprisingly, is lowest among those between the ages of 56 and 79. Most adventurers live in
Central Norrland and Northern Central Sweden and at least in Smaland where no one identi es with this type
of trip at all.

* “Party lovers”

Among the few who have chosen this choice, there are slightly more men and slightly more among the
youngest and middle group. In the oldest group, no one identi es with the “Party lovers”. Most of them live in
Smaland and Central Norrland, while in the other parts of the country 0% identify with this type of travel.

SLOW TOURIST PROFILE

Since there are not publicly available studies about the Swedish slow tourist pro le in particular, in this
section, it is described the explorer traveller pro le that have aspects in common with the slow tourist one.

EXPLORER PROFIIZE
Introduction

Swedish explorers are mainly singles, couples and empty nesters. They are exible travellers looking to
unwind and relaxed pace which allows them enjoy the natural landscape.

They are also mature and open-minded with high interest in culture, arts and history. Comfortable in themselves,
they are looking for stability and familiarity to unwind, although are interested in trying local food.

They have a strong interest in coastal areas as well as lakes and mountains places, spa and wellness holidays
or themed group travel.

The explorer traveller persona pro le

Age

37%  34%

16%
40 9% I
— | |
65+

18-24 25-34 35-44 45-54

Income

This group has a good income, but is more likely to keep their holiday budget.

28 Swedish Buzzseekers and Explorers’ survey. visitbritain.org
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Group

With a partner or spouse 46%
With my partner or spouse

and children 28%
With a friend 9%
Alone 6%

The personality / main traits of Explorer Travellers

- Mature - Open-minded - Enjoy outdoors
- High interest in culture, - Must-see cities - Embrace local cultures
arts and history at a relaxed pace

- Enjoy a variety of holidays from seaside,
lakes and mountains to gentle activities

Information sources

Oneself via provider 32
Oneself via online booking site 27
Travel Agent 25

Destinations

1. Denmark

2. Spain

3. Germany

4. Norway

5. United Kingdom

Activities
» Top three activities

- Experiencing coastal life, scenery and beaches
- Trying local food and drink specialties
- Experiencing rural life and scenery

Ideal Holidays

» Scenic natural landscapes

» Coastal life and beaches

» With one’s partner

» Slow-paced and comfortable

» Sampling local food and drinks
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EXPLORER PROFILE

Respondent’s personal interests and feelings about travel

| know the type of thing I like, and - 100%
tend to stick with that 61%
| enjoy spending time in the

outdoors and in natural landscapes m‘i’
g

100%

| am comfortable with who | am = |
don’t care how others see me

o
100%
%
| prefer stability -Dgﬁ%
(1]
| am happy with what | have -’?Efﬁ%
a
| prefer holidays at a slower and - %
maore relaxed pace 76%

B Explorers B All of Sweden

FACTS ABOUT SUSTAINABILITY AND RESPONSIBLE / ECO / SLOW TOURISM IN SWEDEN

¢ In 2019, Nordic Council of Ministers published a report about sustainable policies in Nordic countries as well
as the opportunities and challenges for the tourism seétor.

« Six out of ten of Swedes say that climate change is an aspect that has a ected when they tfavel.

* In 2017, TUI Group issued a survey about sustainabililyjhese are some of the results about Sweden:
- 51% of respondents are food thinkers (they buy local/seasonal food).

- Only 25% are environmentally friendly buyers to reduce waste.

- However, 64% Swedish have recycled behaviours.

- Hotels focus on food, renewable energy and eco-cleaning.

- Few Swedish travellers (6%) have been on sustainable breaks.

- Almost seven out of ten Swedes say that they are prepared to make lifestyle compromises to bene t the
environment.

- 63% Swedish respondents think that brands have more responsibility to make sustainable decisions than
as they do as individuals.

- 41% have a better image of holiday companies that actively invest in environmental or social initiatives.
- 55% of holidaymakers would book more environmentally sustainable holidays if they were more readily available.

- Almost eight out of ten respondents consider that it is important that everyone do their bit to reduce their
carbon footprint.

- Protecting the diversity of animals and plants in the world is important for the 90% of the survey participants.

2 Nordic Tourism Policy Analysis. Nordic Council of Ministers (2019)
30 VVagabond Resebarometer (2019)
31 TUI Global survey on sustainable tourism. TUI Group (2017)
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» Sweden was part of the 2017 UN voluntary national review of the high-level political forum of sustainable
development?

Flygskam — Flight shame

Flygskamor ight shame has become a buzzword referring to feeling guilt over the environmental e ects of
ying, contributing to a trend that has more and more Swedes, mainly young, opting to travel by train to ease
their consciencé®

The trend has also seen the rise of another buzzword to express pride in avoiding airtagsielyt, or “train-
bragging®

Spearheading the movement for trains-over-planes is Sweden’s own Greta Thunberg, the 16-year-old climate
school striker who refuses to v, travelling by rail to the World Economic Forum in Davos and the climate
summit in Katowice, Poland.

In March 2019, the World Wildlife Foundation published a survey indicating that nearly one in ve Swedes had
chosen to travel by rail rather than by air in order to minimise their environmental impact. The trend was most
noticeable among women and young people.

In December 2019, in Sweden’s leading travel magazine Vagabond said 64% of those who travelled abroad
less in 2018 did so because of climate reasons.

National rail operator SJ reported a 21 percent boost in business travel in winter, and the government
announced plans to reintroduce night trains to major European cities before the end of its mandate in 2022.

Bookings for rail travel in Sweden are up substantially over 2019:

—8J Traffic Growth Swedish Airport Traffic Growth

109

Y
. Y,

Source: Morgan & Stanley

Consequently, Sweden'’s airline and airport operators have seen passenger numbers decline whilst rail
operators have seen their numbers boostéd.

32 UN Sustainable Development Goals
3 Travel Wire News (2019)

34 Schroders (2019)

35 Schroders (2019)
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Fewer Flyers

Passenger numbers at Swedavia's airports have declined for seven months SChrC)ders
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m Change in total passengers, year on year

Source: Schroders (2019)

SWEDISH CULTURAL VALUES

Cultural values help understand the central tendency of a group of people, a culture. These values are a tool
for inquiry, discovery, re ection, and dialogue. They o er a way to know ourselves and others better, and a
way to collaborate more e ectively.

Though these core values are ideals that are sometimes not fully realized on an individual or social level, they
represent beliefs and attitudes that drive personal behaviour, business practices, and political decisions.

Whether by following them or resisting them, the prevailing values of any given culture provide essential
clues to help us build relationships and accomplish our goals.

Respect

Most Swedes tend to understand respect as “correct behaviour”. They have the conviction that all
people should be treated correctly, with as little interference in their private lives as possible. This kind of
“correctness” tends to result in an orderly society, where written and unwritten rules govern almost every
aspect of human interaction, with little or no room for spontaneity or unconventional solutions.

Not getting personally involved in someone else’s life, or not o ering help, can be interpreted as not caring or
as lacking compassion, although the intent may be the opposite.

Rationality
There is a Swedish axiom that can be translated into English as “facts speak for themselves”.

On the one hand, because of this rationality, Swedes have historically been critical of their own country
and achievements. Yet, at the same time and for the same reasons, even today some Swedes believe that
Sweden is in some ways superior to most other nations.

Rational, clear, factual, and logical arguments are considered to be the most acceptable both in private life
and in business interaction.

Any attempt to add emotional arguments tends to be perceived as a weakness. They are often perceived as
cold, aloof, narrow-minded, and, sometimes, unreasonable.

36 Cultural Detective website
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Agreement

One of the absolute ideals of the Swedish workplace is samforstdnd (common understanding). Its aim is to
involve everyone in the decision-making process, to assure each person’s buy-in and, ideally, satisfaction. This
process requires much time and e ort, and the outcome is not guaranteed.

Most Swedes, however, are willing to accept a decision and abide by it loyally even if, in their perception, it is
only 70-80% optimal, if everybody else buys into it and if they were actively involved in the decision-making
process all along the way.

The entire process of seeking common understanding may be viewed by others as slow (which it is) and a
waste of time.

REFERENCES

CIA World Factbook
https://www.cia.gov/library/publications/the-world-factbook/

Riksbank
https://lwww.riksbank.se/en-gb

Oxford Economics
https://lwww.oxfordeconomics.com/

UN World Tourism Organization
https://www.e-unwto.org

Flash Eurobarometer (2014)
chrome-extension://oemmndcbldboiebfnladdacbdfmadadm/https://ec.europa.eu/commfronto ce/
publicopinion/ ash/ _392_en.pdf

Vagabond. Resebarometern (2018)
http://www.vagabond.se/artiklar/nyheter/20180321/resebarometern-2018-stor-granskning-av-svenska-
folkets-resvanor/

Time and Date
https://www.timeanddate.com/

The Nordic traveller travel habits. Google (2016)
https://www.thinkwithgoogle.com/intl/en-154/insights-inspiration/research-data/the-nordic-traveller-travel-
habits/

Nordicom- Sveriges. Mediabarometer 2018
https://www.nordicom.gu.se/en/latest/news/media-barometer- rst-results-2018

Svenskarna och internet
https://svenskarnaochinternet.se/
Visit Britain
https://www.visitbritain.org/

Vagabond Resebarometern (2019)
http://www.vagabond.se/artiklar/artiklar/20190409/resebarometern-2019/

Note: Some Information may vary due to COVID-19

Research study on Slow Tourism international trends and innovations



81| CHAPTER 3:Market research on Slow Tourism demand

Flights From
https://www. ightsfrom.com/

Resia. Resiabarometern (2019)
https://www.resia.se/resiabarometern-2019

Swedish Explorers’ survey
https://www.visitbritain.org/understanding-our-customer-segments

Nordic Tourism Policy Analysis. Nordic Council of Ministers (2019)
https://www.norden.org/en/publication/nordic-tourism-policy-analysis

TUI Global survey on sustainable tourism. TUI Group (2017)
https://lwww.tuigroup.com/en-en/media/press-releases/2017/2017-03-07-tui-survey-sustainable-tourism

UN Sustainable Development Goals
https://sustainabledevelopment.un.org/memberstates/sweden

Travel Wire News (2019)
https://itravelwirenews.com/ ight-shame-has-swedes-rethinking-air-travel-7-1331330/

Schroders (2019)
https://lwww.schroders.com/en/uk/tp/markets2/markets/ ygskam-the-very-real-impact-of-climate-change-
on-swedish-airlines/

Cultural Detective website
https://www.culturaldetective.com/

Research study on Slow Tourism international trends and innovations



82|

CHAPTER 3:Market research on Slow Tourism demand

SWITZERLAND

The exibility of their work calendar and their high income among other aspects, make Swiss
travellers highly valued tourists for all destinations.

The Swiss are well-experienced travellers who look for quality products in quality destinations. They
are also committed to the environment and love outdoor activities.

DEMOGRAPHICS — PEOPLE AND SOCIETY

« Switzerland has a population of 8,4 million pedple.

» Switzerland is a federal republic with 26 cantons.

¢ German Swiss represents 64% of the population, French Swiss 19% and Italian Swiss-Romansh 9%.
« Swiss population growth rate is estimated to increase by 0.66% in 2020.

¢ The median age is 42.7 years.

¢ Northern and western areas of Switzerland are the most populated. However in the south part of the
country, because of the higher Alps, the density of population is low.

e Thus, the urban population represents 73,9% of the total. The major urban areas are Zurich (1.395 million)
and Bern (430.000), Switzerland’s capital.

ECONOMIC DATA - GDP

« In the last quarter of 2019, GDP increased 0,3%. In the Q1 of 2020, GDP contracted By 2,6%.

TRIPS OVERSEAS
« The forecast to 2020 for the Swiss outbound market for trips abroad of at least one night is 26.5 million trips.
« Switzerland rank globally in 21st place for international tourism expenditure with US$16bn.

¢ In 2015, almost nine out of ten took at least one overnight trip of one or more nights away from home. Of
the average three overnights trips per person, 66% were abtoad.

! Population estimated in July 2020. CIA World Factbook

2 According to Merriam Webster dictionary, canton is a small territorial division of a country such as one of the states of the
Swiss confederation

3 https://www.focus-economics.com/country-indicator/switzerland/gdp

4Reisen der Schewerizer Wohnbevolkerung 2015
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¢ Frequency of private travel (minimum three nights)

5 trips
% and more
13%

Source: Morgan & Stanley

- 82% of the Swiss make at least one private trip with at least three overnight stays once a year.
¢ In 2017, the average number of trips per Swiss was 2,76.

« In 2018, the average expenditure per day in 2018 was US$185,3.

¢ In 2019, 62% of Swiss have summer holiday pfans.

¢ 34% of overnight trips taken by the Swiss in 2015 were domestic.

* 40% of the trips abroad had neighbouring countries as a destination (Germany, Italy and France were the
most popular out of these). A further one in ve trips went to other destinations within Europe and 7%
outside Europé.

e Four in ve Swiss travellers look to relax and ‘switch o’ while they are on holiday and many love exploring
foreign destinations and cultures.

¢ In 2019, the holiday budget is almost €3,000 (€2,856).
¢ The statutory minimum period of leave is four weeks for employees and apprentices over the age of 20 .
« Five weeks for employees and apprentices up to the age of 20.

¢ This minimum period of leave may be increased by contractual agreement. Collective labour agreements often
provide for longer periods of leave, especially for employees with a speci ed number of years of service and/
or of a certain agé&

* The most visited destinations overseas ate:

- France

- ltaly

- Germany

- Spain

- Austria

- United Kingdom

5 Allianz (2017). Booking and travel behaviour of the Swiss population study

5 UNWTO

7 Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey (2019)
8 Reisen der Schewerizer Wohnbevélkerung 2015

¢ Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey (2019)
0 CIA World Factbook

1 UNWTO (2016)
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REASONS FOR TRAVELLIN®

relaxation
80

getting in touch with a

spending time with kids country and st people

spending time with friends. change of scenery
visiting relatives adventure
forgetting obligations. spending time with partner

escaping from the
everyday stress

Source: Allianz 2017 — Swiss booking behaviour

TYPES OF HOLIDAYS

In the same year, Europ Assistance and IPSOS issued a ref@utroner holiday plans among Europeans and
Americans|In this survey, the types of holidays for Swiss holidaymakers are:

1. Seaside

2. City-breaks

3. Countryside

4. Tour

5. Mountains

This survey’s results say that Swiss are interested by new types of activities. It also includes accommodation
as part of the experience:

ACTIVITY %
37

Staying at a local's home

Camping in the wilderness 30
Staying in a cabin in the nature 28
Backpacked around the world 23
Solidarity tourism 16
Ecological trip 15

Why holidays are important to the Swiss

Relax and 'switch off’ _ 9%

Get to know new destinations

65%

Change from daily routine _ 64%
Spend time with partner _ 52%

0% 50% 100%
m Share of Swiss who stated this motivation

Source: Kuoni Ferienreport (2015)

12 Allianz (2017). Booking and travel behaviour of the Swiss population study
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What do Swiss holidaymakers enjoy?

Explore foreign cities _ 67%
Get to know foreign destinations/cultures _ 66%
Soak up some sun _ 65%
Bathe in the sea || 2>
Try foreign food _ 62%
Explore nature. countryside and wildlife _ B0%
55% 60% B5% 70%
m Share of Swiss who stated this activity

Source: Kuoni Ferienreport (2015)

¢ Holidays are very important or important to 77% of the Swiss and most would not do without them.
* More than one in two (55%) 18-29 year olds say they think holidays are indispensible.

« The top motivation for taking a holiday is relaxation and ‘switching o ‘, with almost 4 out of 5 Swiss saying
that this is important to them during their holiday; among 18-29 year olds, this was even higher (84%).

¢ The Swiss have a love for exploring the unknown when they are abroad. Two thirds especially enjoy
getting to know foreign cities, countries and cultures.

« Swiss women have a higher propensity to enjoy shopping when they are on holidays (41%) than men (30%).

* They in turn have a higher propensity to enjoy active sports when travelling (18%) than their female
counterparts (11%).

SEASONALITY AND HOLIDAYS

« In 2017 66% of Swiss citizens planned to go on a holiday during the summer (above average for Europeans)
with more than two in ve planning to take two weeks, 25% one week and 18% three wéeks.

¢ Most of the trips are concentrated between May and October. High season is between June and August.

¢ School holidays depend on the canton.

13 Allianz (2017). Booking and travel behaviour of the Swiss population study
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¢ Holidays in 202G#

January 1 New Year's Day (All)

January 2 Berchtold Day (Most regions)
January 8 Epiphany (Many regions)

March 19 Saint Joseph’s Day (Many regions)
April 10 Good Friday (Most regions)

April 13" Easter Monday (Most regions)
May Bt Labour Day (Many regions)

May 21 Ascension Day (All)

May 32 Pentecost (All)

June ¥ Pentecost Monday (Most regions)
June 11 Corpus Christi (Most regions)
August 1% Swiss National Day

August 15" Assumption of Mary (Most regions)
September 2@ Swiss Federal Fast (Most regions)
November All Saints’ Day (Most regions)
December 8 Immaculate Conception (Many regions)
December 25 Christmas Day (All)

December 26 St. Stephen’s Day (Most regions)

BOOKING AND PLANNING

Travel inspiration sources *°

Travel inspiration happens all the time as there are many sources which in uence Swiss people in their
choice. It tends to be less important for short-notice trips.

There are regional di erences notable in Switzerland showing that in the French- and Italian-spoken parts
travel inspiration is even more important than in the German-spoken parts.

Online sources as well as family and friends are the most in uential sources of travel inspiration for the
Swiss. Nearly two out of ve Swiss use travel brochures. Travel experts are more important for those Swiss
aged 50+ compared to the all-age-group average.

More than half of 30-39 year olds get inspiration from their work colleagues — an above-average share. 40-
49 year olds and single parents have an above-average propensity to be in uenced by their children.

Visual content — primarily photos — is the most impactful source of inspiration, cited by three out of four
Swiss respondents, followed by stories someone tells about their experiences.

Swiss women respond slightly more to imagery than their male counterparts. For the younger generation up to
40 years of age videos play an above average role with nearly two out of ve feeling inspired by this source.

4 Time and Date
15 Kuoni Ferienreport (2015)
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B0% &67%
0 53%
60% 39% s
40% 27%
o = - ;.
0%

Internet Family and Travel Print/digital Travel

friends  brochures media agency

m Overall importance of sources for travel inspiration

80% 68%
55%
60% - 46% 41%
0,
20%
s [
Friends Family Partner Work Travel experts
members colleagues
m|mportance of people for travel inspiration
75%
80% "
B60% 48% 47%
20 - - = —
-
o —
Photos S.0. talking Food Videos Text
about his'her
experience

B Content which serves as travel inspiration

Source: Kuoni Ferienreport (2015)

« Time of booking ¢

- In 2017, half of the Swiss booked their holidays more than two months in advance;
- 27% do so up to two months prior to their trip;

- 13% less than four weeks in advance;

- 4% less than two weeks prior to their trip;

- 6% booked last minute.

16 Allianz (2017). Booking and travel behaviour of the Swiss population study
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- <2 weeks, 4%
- last minute, 6%

0% 10% 20% 30% A0 50%

Source: Allianz 2017 — Swiss booking behaviour

Booking sources ¥’
Most Swiss booked online in 2016, followed by about one in ve who used a travel agency.

Almost the same proportion said it varied and one in ten preferred to organise a trip or holiday themselves.
This has made the Internet the number one booking channel for Swiss private trips for several years in a
row.

90% of the Swiss who book online use their PC or laptop; only 7% use a mobile website on a smartphone
or tablet and very few an app on a smartphone or tablet.

When asked which websites they use when they are booking online (respondents could state more than
one), 64% of Swiss said they book directly with a provider of the products/services and a similar 66% use
online travel agencies or booking platforms. 19% use a travel agency and 9% sharing economy platforms.

The most important reasons for chosing to book via a travel agency was the quality of the consultation
(69%) followed by personal relationships which was stated by nearly half, even more than those who
stated the price (38%).

MEDIA

- The Swiss media landscape is characterised as multilingual (German-, French- and ltalian-spoken media),

with a few strong public broadcasters and a number of widely read free newspapers. Many Swiss also
consume media from neighbouring countries Germany, France and Italy in their respective languages.

Broadcast media

Daily TV consumption is highest in the Italian-spoken parts of Switzerland with an average of 171 min.,
followed by 144 min. in the French-spoken areas and 124 min. in German-spoken parts. Streaming of
content online is also an increasing way of on consumption.

In the TV landscape foreign channels hold a market share between 61% (German-spoken) and 70%
(French-spoken), leaving a smaller share to the Swiss channels.

Commercial TV on a national level exists only in the German-speaking parts. There are further regional
channels which broadcast in their respective languages.

Most of the dedicated travel programmes would be produced by foreign channels based in the
neighbouring countries.

17 Buchungs- und Reiseverhalten der Schweizer Bevilkerung by Medienkonferenz SRV / Allianz Global Assistance (2016)
18 Reuters Institute/University of Oxford Digital News Report Switzerland, European Journalism Centre Media Landscapes
Switzerland, Bundesamt fiir Statistik ‘Medienangebot und -nutzung 2016 (aktualisierte Version)
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* Radio

- There are six radio studios and four regional studios which are multilingual and cultural. They hold more
than two thirds of Swiss radio consumption.

- Daily radio consumption is highest in the Italian-spoken parts with an average of 104 min., followed by 102
min. in the German-spoken areas and 83 min. in French-spoken parts.

* Newspapers

- Circulation of newspapers and other print media titles has seen a decline in recent years while the number
of titles published has remained broadly stable. Many of the titles of on-line/digital editions.

- The two free papers 20 Minuten and Blick am Abend have the highest circulation of daily newspapers in
German-spoken parts, followed by Blick, Tages-Anzeiger and Die Nordwestschweiz. Sunday dailies include:
Sonntags Blick and Sonntags Zeitung and Schweiz am Sonntag.

- The most popular French-spoken dailies are (by readership): 20 minutes (free), Le Matin and 24 Heures,
Sunday paper: Le Matin Dimanche.

- The most popular Italian-spoken dailies (by readership): Corriere del Ticino plus, La Regione Ticino, 20
Minuti (free). Sunday papers: Il Ca é della Domenica and Il Mattino della Domenica (both free).

» Social media
- The use of social media has increased in Switzerland in recent years in line with many other markets.

- Whatsapp, Facebook, Google+, Instagram and Snapchat have the highest share of daily usage by Swiss
people. Social networks like LinkedIn, Twitter and Pinterest have a higher propensity to be used every few
days or less frequently.

- Facebook is the most important social network for travel in uence and image-led platforms like Instagram
and Pinterest are also popular sources for inspiration among Swiss people, especially for the younger age
groups.

- Three out of four Swiss holidaymakers have posted online reviews: 68% of a hotel, which is the most
popular type of accommodation used for this market, 54% of a restaurant, 46% of a seasonal rental, 41%
of an airline and 40% of a tourist attraction.

Whatsapp

9% I
Facebook I4‘m
Google+
LinkedIin

Instagram

Twitter

Pinterest %I %

0% 20% 40% 60% 80% 100%
m3 times adav or more W1 or 2 times a dav mEverv few davs

Source: EY Social Media Usage — Digital Nations: Switzerland (2017)
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ARRIVALS OF SWISS TOURISTS AT THE MED PEARLS COUNTRIES IN 2018

COUNTRY NUMBER OF TRAVELLERS %?°
Spairf* 1.884.783 -8,47%
Egypt 110.405 +46.42%
Greece 520.814 +16,01%
Jordan 8.096 +32,96%
Italy 3.215.894 -2,83%
Palestine N/A N/A

FLIGHT CONNECTIVITY TO MED PEARLS DESTINATIONS

The following ight schedules re ect the situation during week 28 (July 6th — July 12th 2020) and are
therefore impacted by COVID-19 crisis.

« Weekly direct ights frequency to Catalonia (Barcelona International Airport):

AIRPORT / CITY OF ORIGIN (F\EE A FLIGHTS) AIRLINE
Geneva 29 EasyJet
Geneva 14 Vueling
Geneva 5 Swiss
Zurich 32 Swiss
Zurich 17 Vueling
Basel 20 EasyJet
Basel 6 Vueling

« Weekly direct ights frequency to Egypt (Cairo International Airport):

FREQUENCY
AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE
Zurich 4 Swiss
Geneva 5 Egypt Air

19 Arrivals of non-resident tourists at national borders, by country of residence (https://www.e-unwto.org)
2094 2017-2018
21 245,387 Swiss tourists visited Catalonia in 2018. Source: INE (Spanish National Institute of Statistics)
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* Weekly direct ights frequency to Egypt (Hurghada International Airport):

AIRPORT / CITY OF ORIGIN FV%ESEIE(NDCI\IQECT FLIGHTS) AIRLINE

Basel 1 FlexFlight
Zurich 3 Germania
Zurich 7 Edelweiss Air
Zurich 1 FlexFlight

« Weekly direct ights frequency to Thessaloniky Int'l Airport (Makedonia):

AIRPORT / CITY OF ORIGIN FﬁES&J&N&ﬁECT FLIGHTS) AIRLINE

Basel 4 EasyJet
Geneva 2 Swiss

Zurich 7 Swiss

Zurich 2 Aegean Airlines

* Weekly direct ights frequency to Jordan (Queen Alia International Airport — Amman):

FREQUENCY
AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE
Zurich 1 Royal Jordanian
Geneva 2 Royal Jordanian

* Weekly direct ights frequency to Italy (Palermo - Alcantara):

FREQUENCY
AIRPORT / CITY OF ORIGIN (WESKLY DIRECT FLIGHTS) AIRLINE
Geneva 2 EasyJet
Zurich 8 Swiss

* Weekly direct ights frequency to Italy (Fiumicino — Tuscia Sabina):

AIRPORT / CITY OF ORIGIN (F\EE N ECT FLIGHTS) AIRLINE
Geneva 7 EasyJet
Geneva 20 Alitalia
Basel 4 EasyJet
Zurich 21 Swiss
Zurich 13 Alitalia

Research study on Slow Tourism international trends and innovations



92|

CHAPTER 3:Market research on Slow Tourism demand

* Weekly direct ights frequency to Tel Aviv Airport: 2

AIRPORT / CITY OF ORIGIN %:\EE e FLIGHTS) AIRLINE
Geneva 5 EasyJet
Geneva 5 El AL
Zurich 14 Swiss
Zurich 2 Israir
Zurich 12 El Al
Basel 4 EasyJet

TRAVEL EXHIBITIONS

The following travel exhibitions are some of the tourism-related events held in Switzerland that can be
interesting for Slow Tourism:

The Holiday Fair Bern / Salon des vacances

- Dates: January 7th — 10th 2021

- Venue: Messe Bern, Bern

- Website: https://www.ferienmesse.ch/en/fea-en.aspx
Salon des voyages Quo Vadis

- Dates: February 5th — 7th 2021

- Venue: Généve

- Website: https://www.salondesvoyages.ch/
Grenzenlos

- Dates: January 22th — 24th 2021

- Venue: Messe St. Gallen, St. Gallen

- Website: https://www.olma-messen.ch/de/willkommen
Suisse Caravan Salon

- Dates: October 22nd — 26th

- Venue: Messe Bern, Bern

- Website: https://www.suissecaravansalon.ch/fr/scs-fr.aspx

MEDIA

These are some of the existing media outlets that are interesting for Slow Tourism:
- Blick(https://www.blick.ch/)

- Tages — Anzeigéhttps://www.tagesanzeiger.ch/)

Le Matin(https://www.lematin.ch/)

Wander Magazinghttps://www.wander-mag.com/)

Wandern & Reisen Magaziftétps://www.reisen-magazin.at/wandern.html)

2 Tel Aviv airport is the nearest airport to Palestine
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ASSOCIATIONS
Below is a list of some interesting associations for Slow Tourism:
- Slow Food Schweithttps://www.slowfood.ch/de/slow-food)

- Swiss Hiking Trail Federatidhttps://www.schweizmobil.ch/en/hiking-in-switzerland/more-wl/swiss-
hiking-trail-federation.html)

- BIO Hotelghttps://www.biohotels.info/de/bio-hotels/?PHPSESSID=dn82797 1cnhvjgc8pu8ddfu6f2)

SLOW TOURIST PROFILE

Since there are not publicly available studies about the Swiss slow tourist pro le in particular, this section
refers to the data coming from a study performed by the Sotomo Institute of Opinion Studies.

Sotomo Institute of Opinion Studies published a survey based on the meaning of nature and outdoor
activities in Swiss people daily lives.

The study shows that nature is a place of escape and regeneration, a refuge.
Below is a summary of Swiss respondents behaviour:
The Swiss associate nature with harmony and rest, but neither asceticism nor the renunciation of comfort.

Hiking is seen as an activity to counterbalance the pressure exerted by an increasingly competitive and
digitalised society. In Switzerland, hiking is de nitely a popular sport, considered a relaxing activity in the
same way as reading, listening to music or television.

Randonner, se balader en pleine nature

Lecture, télévision, musique, ordinateur
Discussions, échanges avec d'autres personnes

Se promener, flaner

Activités manuelles (p. ex. cuisiner)

&

Sport
Ne rien faire

Manifestations (p. ex. cinéma, théatre)

Spiritualité, méditation, religion

=
-
o
ra
=]
&)
=]
i
=]
4]
=)
@
fo]

Pourcentage

*Hiking in the nature; rea ng, watching TV, listening to music, computer; discuss with other people; walking; manual
activity; sports; do nothing; cinema or theater; meditation, religion.

Source: “La nature, lieu d’évasion et de régénération dans le contexte djune Société toujours plus compétitive et
digitalisée. La Suisse en comparaison internationale”. Sotomo (2019)

Not being reachable at all times is seen as a positive aspect of a stay in nature. However, it is clear that
respondents do not really escape from their digital daily lives.

Nearly three out of four Swiss women say they can e ectively free themselves from stress and pressure.
Nature is even more important place to relax than the “home”. At the same time, Switzerland is a country
where individuals are particularly prone to stress - mainly related to the world of work, but also the ubiquity
of the smartphone and being reachable at all times.
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FAVOURABLE ENVIRONMENTS TO RELEASE STRESS AND TENSIONS

IN THE NATURE

AT HOME
AROUND HOME

INSIDE ACTIVITIES
OUTSIDE (IN A CITY, VILLAGE)

]

IN ANOTHER PLACE

8

40 60 80

Pourcentage

Source: “La nature, lieu d’évasion et de régénération dans le contexte djune Société toujours plus compétitive et
digitalisée. La Suisse en comparaison internationale”. Sotomo (2019)

Swiss women are more likely to see this constant stress having an impact on their health. One reason for this
is that individuals in Switzerland are particularly close to nature in their living environment and frequently go
to nature. The study also shows that people who visit nature several times a week are not systematically less
stressed, but they feel much less the negative e ects of stress on their health.

Evolving in nature is considered by respondents to be a key activity to relieve pressure and stress. Thus, hiking
is by far the most popular outdoor activity.

According to them, the two essential factors for a successful hike are pleasant weather and attractive natural
landscapes.

Other factors are:

Le beau temps

Un paysage attrayant

Une bonne signalisation, de bons sentiers
Les accompagnants

Un itinéraire vane

Des villages et des endroits charmants

Une bonne accessibilité en transports publics

La gastronomie (restaurant, hétel, etc.) m

Une bonne accessibilité en voiture

Un itinéraire qui représente un défi physique

=]

20 40 60 80

Pourcentage

*Good weather, nice landscapes, good hiking trails, hiking mates, varied itinerary, nice countryseide villages and places,
good accessibility, gastronomy (restaurant, hotel, etc), good accessibility by car, an itinerary which represents a physical
challenge.

Source: “La nature, lieu d’évasion et de régénération dans le contexte djune Société toujours plus compétitive et
digitalisée. La Suisse en comparaison internationale”. Sotomo (2019)
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Swiss nature lovers are the undisputed queens and kings of the hike. Not only do Switzerland have more
active hikers than other countries, but hikers walk longer and travel with a greater gradient (on average, three
hours per day) than in other countries.

Many of them turn o their mobile phones while hiking, or even don’t take them. In addition, a large
proportion of respondents consider the prolonged absence of telephone signal during a hike to be positive.

Instead of being afraid to miss something, it seems that it is the joy of missing something that prevails here.
Going into the wild is a form of digital detoxi cation. However, in the end, there is no complete withdrawal
from everyday life here either.

For most respondents, the mobile phone is still a popular companion during a nature trip. It is there for
emergencies, but also for taking and sending pictures of the natural environment, as well as guidance aid.

A third of them have already chosen a hiking destination based on photos taken by other hikers. More than
half of them have also already sent their photos to someone.

Accommodation

Refuge de montagne avec eau chaude
Hétel de montagne

Camping-car en pleine nature

Sous tente en pleine nature

Refuge de montagne sans eau chaude
Dans la nature sous le ciel &toilé

Sous tente sur un terrain de camping

!
8

En voiture en pleine nature

o

20 40 60

Pourcentage

*Mountain hut with hot water, Mountain hotel, camping-car, free camping area, mountain hut without hot water, bivouac,
camping, in a car in wilderness.

Source: “La nature, lieu d’évasion et de régénération dans le contexte djune Société toujours plus compétitive et
digitalisée. La Suisse en comparaison internationale”. Sotomo (2019)

Research study on Slow Tourism international trends and innovations



96 | CHAPTER 3:Market research on Slow Tourism demand

Most popular activities

Jogging
Cyclisme sur route
o
Sports aquatiques (p. ex. kayak, surf) ﬂ—
Escalade. alpinisme n“
0

20 40 60 80

Pourcentage
. Encore aujourd’hui . Déja pratiqué
*Hiking, trekking; swimming, diving; jogging; road cycling; mountain biking; aquatic sports (kayak, surf); climbing.
Still applicable today; already practiced.

Source: “La nature, lieu d’évasion et de régénération dans le contexte djune Société toujours plus compétitive et
digitalisée. La Suisse en comparaison internationale”. Sotomo (2019)

The three main activities by age group

Randonnée, trekking |

Natation, plongée |

sogang TN

0 20 40 60

Pourcentage

e Pess -5

Source: “La nature, lieu d’évasion et de régénération dans le contexte djune Société toujours plus compétitive et
digitalisée. La Suisse en comparaison internationale”. Sotomo (2019)
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FACTS ABOUT SUSTAINABILITY AND RESPONSIBLE / ECO / SLOW TOURISM IN SWITZERLAN(

The Swiss have been sensitive to protecting their environment.

Switzerland even has volunteer “mountain cleaners,” who sweep the landscape looking for garbage that
careless tourists have left behirfé.

The country is also looking to the future, installing solar panels and recommending rail travel over ying.

Swiss ecologists must guard against the impact of unbridled ski-lift development and exhaust fumes from
motorized tra c, especially transalpine trucking.

Additionally, the Swiss fear the spread of vacation apartments.

In famous touristic resorts, visitors are urged not to drive cars into the area, but take eet of buses to move
around.

For a true eco-friendly holiday, consider a stay on a Swiss farm, getting close to nature. Prices are lower than
at most hotels, and they even have the option of working in the elds.

30% of Swiss prefer camping in the wilderness and almost the same percentage (28%) staying in cabin in the
nature?

15% booked an ecological trip.

Switzerland was part of the 2018 voluntary national review of the high-level political forum on sustainable
developmeng®

SWISS CULTURAL VALUES

Cultural values help understand the central tendency of a group of people, a culture. These values are a tool
for inquiry, discovery, re ection, and dialogue. They o er a way to know ourselves and others better, and a
way to collaborate more e ectively.

Though these core values are ideals that are sometimes not fully realized on an individual or social level, they
represent beliefs and attitudes that drive personal behaviour, business practices, and political decisions.

Whether by following them or resisting them, the prevailing values of any given culture provide essential
clues to help us build relationships and accomplish our goals.

The values are divided in three groups:
1. German Swiss cultural values
Decency

German Swiss live by a basic code of behavior that regulates the myriad activities of daily life. This code is not
optional or a matter of being polite or impolite, but is seen as essential to the ordering and quality of life.

German Swiss will generally be embarrassed (and apologetic) if for some reason they are found in violation of
this code.

Punctuality
Switzerland is known the world over for the precision of its timepieces and concern with punctuality.

Within Switzerland, the German Swiss are particularly known for the precision of their internal “time pieces.”

2 Frommer’s

24 Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey (2019)
% UN Sustainable Development Goals

26 Cultural Detective website
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2. French Swiss cultural values
Hierarchy
Although very consensus-oriented as are most Swiss, the French Swiss have a high respect for hierarchy.

Most Swiss have grown up recognizing collective hierarchy and de ning the ideal manager as a democratic
team leader who will incorporate the opinions of his team in his decision-making process. In the French part of
Switzerland a certain autocratic/charismatic authority is still respected and at times even expected.

French Swiss tend to work more for a leader and a cause rather than to take up a role or work for a task or
objective. They tend to be sensitive to elements of respect, trust, a nity, and personal relationships but also
value demonstrated formality when dealing with their superiors or subordinates.

The respect for hierarchy can cause people who don't share this value to believe the French Swiss are
passive.

Professional distance

Although most Swiss promote a sense of “professional distance” at work, the French Swiss usually prefer to
work and/or do business with people they know or appreciate personally.

3. ltalian Swiss-Romansh cultural values
Politeness

In very small communities in which seemingly everybody knows everybody, politeness is of outmost
importance because family honour is perceived to be at stake.

Maintaining appearances

The Italian Swiss and Romansh communities have grown increasingly aware of their economic dependence
on tourism but perceive this development as a threat to their traditional lifestyle.

As more and more young people leave these regions for Switzerland's larger cities, use of both Romansh
and lItalian continues to dwindle; the vast majority of Italian Swiss use Italian and/or Ticinese only amongst
themselves, defaulting to German with others.

Many members of these communities feel the need to defend their land, property, and identity.

REFERENCES

CIA World Factbook
https://lwww.cia.gov/library/publications/the-world-factbook/

Merriam Webster Dictionary online
https://mww.merriam-webster.com/dictionary/canton

Economic Forecasts from the World’'s Leading Economists. Country Indicator (2020)
https://lwww.focus-economics.com/country-indicator/switzerland/gdp

Reisen der Schewerizer Wohnbevdlkerung 2015
https:/iwww.bfs.admin.ch/bfs/de/home/statistiken/kataloge-datenbanken/publikationen.
assetdetail.1640396.html

Note: Some Information may vary due to COVID-19
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Allianz (2017). Booking and travel behaviour of the Swiss population study
https://www.allianz-partners.com/en_CH/press-and-media/studies.html
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Assistance (2016)Chttps://www.allianz-part-ners.com/content/dam/onemarketing/awp/azpartnerscom/ch/
pdf_docs/20160908 Buchungs-_und_Reiseverhalten_2016_SRV_Final.pdf

Switzerland - Reuters Institute Digital News Report (2016)
http://www.digitalnewsreport.org/survey/2016/switzerland-2016/

Media Landscapes. Expert Analyses of the state of media (2019)
https://medialandscapes.org/country/switzerland
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https://lwww.bfs.admin.ch/bfs/de/home/statistiken/kultur-medien-informationsgesellschaft-sport/medien/
medienangebot-nutzung.html
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https://eydigitalnations.ey.com/switzerland/

Flights From
https://lwww. ightsfrom.com/

“La nature, lieu d’évasion et de régénération dans le contexte djune Société toujours plus compétitive
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UNITED KINGDOM

The UK outbound tourism market trends expect an increasing number of holidaymakers who will seek
out authentic experiences. Similarly, the concern about the impact of holidays on local communities
and the environment will also grow. Two of the main trends to look out for are slow travel and a
growing focus on the impact caused by tourism. Most of the British population value the importance
of reducing their own carbon footprint.

UK ranks third in the list of tourism outbound markets towards the countries of the Med Pearls as a
whole.

DEMOGRAPHICS — PEOPLE AND SOCIETY
¢ United Kingdom has a population of 65 million peéple.
« United Kingdom is made up of England, North Ireland, Scotland and Wales.

- There are also dependent areas (non-independent entities associated in some way with a particular
independent state):

- Anguilla

- Bermuda

- British Indian Ocean Territory

- British Virgin Islands

- Cayman lIslands

- Falkland Islands

- Gibraltar

- Montserrat

- Pitcairn Islands

- Saint Helena

- Ascension and Tristan da Cunha

- South Georgia and the South Sandwich Islands

- Turks and Caicos Islands
« British population growth rate is estimated to increase by 0.49% in 2020.
» The median age is 40.6 years.

« The core of the population lies in and around its capital, London. There are signi cant clusters found in
central Britain around Manchester and Liverpool, in the Scottish lowlands between Edinburgh and Glasgow,
Southern Wales in and around Cardi, and far eastern Northern Ireland centered on Belfast.

» Thus, the urban population represents 83,9% of the total. The most signi cant urban areas are the
capital, London (9.3 million); Manchester (2.7 million); West Yorkshire (1.8 million); Glasgow (1.6 million) and
Southampton / Portsmouth (928.000).

! Population estimated in July 2020. CIA World Factbook
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ECONOMIC DATA - GDP

The UK economic growth for 2020 was to remain modest on the basis of the swift passage of a Brexit deal,
although forecasters were gloomier about prospects if there was a no-deal Brexit.

However, Gross Domestic Product of United Kingdom fell 2% in the rst quarter of 2020 compared to the
previous quartet. The constraint is due to the direct e ects of the coronavirus (COVID-19) pandemic, and the
government measures taken to reduce transmission of the virus.

TRIPS OVERSEAS

¢ In 2018, outbound overnight trips were 72 million trips.
¢ In 2019, more than six out of ten British travellers (64%) had summer holiday®lans.
¢ In the same year, summer holiday budget was €2,151.
» The number of trips taken by British travellers averaged in 3.5 in 2017.
- 2.7 trips for personal purposes
- 0.8 trips for business purposes
- They spent an average of almost two weeks on summer holidays (1.7).
* 68% of Brits travel overseas while 32% travel inside United Kingdom.

« Eight out of ten English travellers over 70 travel with their partners. However, only 20% do it between 18
to 25 years old.

e 76% of Brits will completely disconnect from their job on holidays.

 British employees have four- ve weeks o per year.

DESTINATIONS

* The top destinations in 2019 were:

COUNTRY %
Spain 38
France 23
USA 18
Italy 17
Germany 15
Greece 13
Portugal 11
Netherlands 8
Turkey 6

2 Focus Economics. Economics Forecasts from the World's Leading Economists (2020)

3 Countryeconomy.com

4 UNWTO

5 Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey 19th. edition (2019)
8 European Travel and Tourism Trends Research Report . Expedia Media Solutions (2017)

7 UK and Irish holiday habits survey. Travel Department (2019)

8 ABTA Holiday Habits Report (2019)
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Europe remains the number one choice for British holidaymakers travelling abroad, with 84% visiting the
continent in 2019.

Spain continues to be the most popular destination for UK holidaymakers, with more than a third (38%)
taking a trip. However, the latest market data for packages showed bookings to Spain for summer 2019
were slightly down on last year, following several years of notable growth.

With bookings to Turkey, Tunisia, Bulgaria and Egypt all signi cantly up on summer 2018, it suggests
that some Brits who may have enjoyed several years of holidaying in the Western Med were branching
out to other destinations.

Long haul travel is increasingly popular: 25% of people said they ew to Asia — a 10% increase from
2018 (15%) and a 4% rise in those who went to North America (26% compared to 22%).

6% of people went to South America — with nearly twice as many 25-34 year old visiting this year (13%,
up from 7%). The top destinations within South America were Mexico (72%), Argentina (29%) and Chile
(20%).

There was also a notable increase in the number of 18-24 year old travelling to Africa, up from 6% in
2018 t0 11% in 2019.

TYPES OF VACATIONS

City and beach breaks continue to be the nation’s top two favourite types of holiday, with most people
taking at least one of the two in the past 12 months (68% combined).

In 2019, the number of people taking beach holidays remains consistent with the previous year — 41%
compared to 40% in 2018, whereas city breaks have seen a dip in popularity. While they are still UK
holidaymaker's favourite type of holiday, the number of people taking one in 2019 (46%), is a slight
decrease from 2018 (48%) and 7% down since 2017 (53%).

While classic holiday types, such as beach breaks are still very popular, people are diversifying their
choices and increasingly taking experience led breaks, with the option of ‘getting away from it all’ also
being a strong motivation for some holidaymakers.

Lakes and mountain trips are growing in popularity (11% in 2019 vs 8% in 2018) and 7% of people took
a camping trip or holiday ‘o the beaten track’, rising to 10% of 55-64 year old for the latter.

Adventure holidays have also seen an increase in popularity with 18-24 year old — 13% took in 2019
compared to 6% in 2018.

All-inclusive holidays have also seen an increase — both 2019 and for those planning 2020’s holiday.
Almost a fth of people have taken one in 2019 (18%) — 3% up on the previous year and the highest
gure since 2016. More people are also planning an all-inclusive holiday in 2019 than in 2018 (21% vs
18%), suggesting that value for money and the ability to budget were increasingly strong drivers for
some holidaymakers.

9 ABTA Holidays Habits Report 2019
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** or a home swap, home stay, couch sur ng
Source: ABTA Holidays Habits report (2019)

SEASONALITY AND NATIONAL PUBLIC HOLIDAYS

- Summer holidays are the high season. However, British travel other periods according to school holidays
calendar: February half term, Easter holidays, Summer half term, Autumn break and Christmas.

- The National public holidays in 2020 &te:

DATE NATIONAL PUBLIC HOLIDAYS

January New Year's Day

April 10" Good Friday

May 8" Early May Bank Holiday
May 25" Spring Bank Holiday
December 258 Christmas Day
December 28 Boxing Day

December 28 Bank Holiday

10 Time and Date
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BOOKING AND PLANNING

- According to the European Travel and Tourism Trends Research Report (Expedia Media Solutions, 2017),
the decision making process sources used were:

SOURCES )
Reviews of places (TripAdvisor, ...) 88
Deals 88
Informative content from destinations and/or travel brands 81
Family & friends 66
Ads 48
Loyalty programs 33

- The same report says that online resources that in uence decision making in online booking were:

SOURCES %
Travel review sites 68
Search engines 62
Online Travel Agency 59
Airline websites 32
Hotel websites 27
Daily deals sites / apps 20

- The online resources used to book travel on last trip were:

SOURCES %
Online Travel Agency a7
Search engines 31
Airline websites 29
Travel review sites 27
Comparison travel website 23
Hotel websites 18

- Anticipation of booking

- 82% of British holidaymakers book their holidays one month or more in advance.

- The rest (18%) book less than one month in advance.

11 Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey 19th. edition (2019)
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MEDIA AND SOCIAL MEDIA

Broadcast media 12

Online content delivery and the emergence of global video providers, notably Net ix and YouTube, are
driving fundamental shifts in viewing habits and industry structures.

The internet is massively increasing the choice available to UK viewers. More than half of UK households
now have their TV connected to the internet and eight in ten adults have a smartphone, which they are
increasingly using to watch video.

Around half of UK households now subscribe to at least one subscription video-on-demand (SVoD)
service and UK adults watch, on average, about half an hour of YouTube per day.

Broadcast television, and public service broadcasting in particular, remains valued and accounts for the
majority of people’s viewing, but its use is falling as viewers take up online services.

People watched on average 3 hours 12 minutes of broadcast television in 2018, but this was 49
minutes less than in 2012, and the fall in younger viewers has been much steeper. Four in ten viewers
now say that online video services are their main way of watching television and Im.

Radio

Live radio remains popular, with listening to UK-wide commercial stations particularly strong. In Q1 2019,
89% of UK adults listened to at least ve minutes of live radio each week. This varies by age: 90% of
over-64s listened each week compared to only 80% of 15-24s (down from 88% ten years ago).

Commercial radio revenues remained resilient in 2018. Total revenues remained the same year on year,
as increases in both national advertising and sponsorship o set a fall in reported local advertising
revenues.

Digital listening continues to grow, with online an increasingly important factor. The overall digital share
of listening across the UK continues to grow and now stands at 56% in Q1 2019, up from 53% in Q4
2018. This includes digital audio broadcasting (DAB), online and TV set listening.

Online media / social media 3

In April 2020 the most used social media were:

- Facebook: 45.240.000 users
- Messenger: 30.320.000 users
Linkedin: 29.100.000 users

- Instagram: 25.010.000 users

2. Ofcom. Media nations UK report (2019)
13 Napoleon.cat (2020)
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During their trip, Brits document / take photos #fia:

With my phone - -f'ﬁl

By sharing/posting
to social media

With my camera

With a journal/diary

| don't like to take photos
or record my trip

D B B B b B

Source: UK and Irish holiday habits survey. Travel Department (2019)

OUTBOUND ACTIVITIE®

The activities planned during summer holidays for Brits were:

ACTIVITY %
Relax 52
Discover new cultures 52
Family time 43
Enjoy home 12
Make new acquaintances 7

And the most important considerations they take when travelling*are:
- Activities | will be doing on my trip
- The cultural experience
- Lowest price
- Deals and / or special o ers
- A once in a lifetime experience
- Going somewhere | can take memorable photos
- A place where | can vacation with friends
- Outdoor activities

- Feeling pampered during my vacation

14 UK and Irish holiday habits survey. Travel Department (2019)
15 Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey 19th. Edition (2019)
6 European Travel and Tourism Trends Research Report. Expedia Media Solutions (2017)
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MEANS OF TRANSPORT

MEANS OF TRANSPORT %
Plane 65
Car 19
Train 11

ACCOMMODATION

- British travellers strongly prefer to stay in a hotel.
- Hotel 67%
- With family or friends 9%
- Resort 8%
- Alternative accommodations 6%
- Cruise 2%

- Other 8%

- For those who choose alternative accommodations, British travellers love to stay in the following
establishments and use means of transport such’as:

- Renting an entire private home (44%)
- Renting a shared space in a private home (15%)
- Home exchange (10%)

- Car-sharing (8%)

BUDGET

British holidaymakers spend their budget in:

Hotel 31%
Flight 20%
Food 16%
Attractions / Tour 10%
Transportation 10%
Shopping 7%
Alternative accommodation 3%
Other 3%

17 Holiday Barometer among Europeans & Americans. IPSOS / Europ Assistance survey 19th. Edition (2019)
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ARRIVALS OF BRITISH TOURISTS AT THE MED PEARLS COUNTRIES IN 2018

COUNTRY NUMBER OF TRAVELLERS %*°
Spair® 18.502.722 -1,62%
Egypt 435.722 +36.44%
Greece 2.942.763 -1,97%
Jordan 50.449 +20,46%
Italy 6.006.577 +13,54%
Palestine N/A N/A

FLIGHT CONNECTIVITY TO MED PEARLS DESTINATIONS

The following ight schedules re ect the situation during week 28 (July 6th — July 12th 2020) and are
therefore impacted by COVID-19 crisis.

« Weekly direct ights frequency to Catalonia (Barcelona International Airport)

AIRPORT / CITY OF ORIGIN (WEEKE\I(?E(I??LIJEEC,\'II'CIJ_IGHTS) AIRLINE
Heathrow 58 British Airways
Gatwick 8 Norwegian
Gatwick 42 EasyJet
Gatwick 50 Vueling
Standsted 28 Ryanair
Edinburgh 7 Ryanair
Edinburgh 4 Vueling
Luton 21 EasyJet
Luton 7 Ryanair
Birmingham 9 Ryanair
Birmingham 7 Vueling
Birmingham 2 Jet2
Bristol 14 EasyJet
Glasgow 2 Jet2
Glasgow 3 EasyJet
Leeds 2 Jet2
Newcastle 5 EasyJet
Liverpool 7 Ryanair
Liverpool 11 EasyJet
Nottingham 7 Ryanair

18 Arrivals in destination countries (https://www.e-unwto.org)
1905 2017-2018
201n 2018, 2.106.301 British tourists visited Catalonia. INE (Spanish National Institute of Statistics)
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* Weekly direct ights frequency to Egypt (Cairo International Airport):

FREQUENCY
AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE
Heathrow 7 British Airways
Heathrow 14 EgyptAir

* Weekly direct ights frequency to Egypt (Hurghada International Airport):

AIRPORT / CITY OF ORIGIN (WEEKI'_:\I(QE(I??UEECI\']I'CIZLIGHTS) AIRLINE
Gatwick 4 TUI Flight
Gatwick 4 EasyJet
Stansted - EasyJet

Stansted 1 TUI Flight
Manchester 4 TUI Flight
Manchester 3 EasyJet

Birmingham 3 TUI Flight
Bristol 1 TUI Flight
Bristol 1 EasyJet

Cardi 1 TUI Flight
Nottingham 1 TUI Flight

* Weekly direct ights frequency to Thessaloniki (Makedonia):

AIRPORT / CITY OF ORIGIN (WEEKE\I(QE(IDF;IJEECI\#CIJ_IGHTS) AIRLINE
Birmingham 1 Jet2
Edinburgh 1 Jet2
Leeds Bradford 2 Jet2
Stansted 2 Jet2
Stansted 7 Ryanair
Gatwick 9 British Airways
Gatwick 9 EasyJet
Luton 3 EasyJet
Luton 2 Wizz Air UK
Manchester 3 EasyJet
Manchester 3 Jet2
Manchester 2 Ryanair
Newcastle 1 Jet2
Nottingham 1 Jet2

21 No Schedule available after 27th of March 2020
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« Weekly direct ights frequency to Jordan (Queen Alia International Airport — Amman):

FREQUENCY

AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE
Heathrow 7 Royal Jordanian
Heathrow 7 British Airways
« Weekly direct ights frequency to Italy (Palermo - Alcantara):

AIRPORT / CITY OF ORIGIN (WEEKII_:\I(?E(I??LIJEECI\'II'CIILIGHTS) AIRLINE
Liverpool 2 EasyJet
Stansted 7 Ryanair
Luton 3 EasyJet
Gatwick 7 EasyJet
Heathrow 5 British Airways
Manchester 2 Ryanair

« Weekly direct ights frequency to Italy (Fiumicino — Tuscia Sabina):

AIRPORT / CITY OF ORIGIN (WEEKII_:\l(QIIIE)(I??LIJEEC,\'II'CIILIGHTS) AIRLINE
Birmingham 4 Jet2
Bristol 7 EasyJet
Cardi - Vueling?
Glasgow 2 Jet2
Leeds Bradford 2 Jet2
Gatwick 7 British Airways
Gatwick 25 EasyJet
Gatwick 20 Vueling
Luton 6 EasyJet
Heathrow 21 Alitalia
Heathrow 41 British Airways
City 6 British Airways
Manchester 7 Jet2
Manchester 4 EasyJet
Newcastle 2 Jet2

22 No schedules for this airline after June 20th 2020
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* Weekly direct ights frequency to Tel Aviv Airport %

AIRPORT / CITY OF ORIGIN (WEEKIl_:YRE(I??LIJEIE:,\'II'CFYLIGHTS) AIRLINE
Heathrow 19 British Airways
Heathrow 11 El Al
Heathrow 7 Virgin Atlantic
Luton 11 El Al
Luton 13 EasyJet
Luton 7 Wizz Air UK
Stansted - EasyJet
Stansted 5 El Al
Gatwick - EasyJef
Manchester 3 EasyJet
Manchester 3 El Al

TRAVEL EXHIBITIONS

World Travel Market

- Dates: November 2nd — 4th 2020

- Venue: ExCel London

- Website: https://london.wtm.com/

The British Tourism and Travel Show

- Dates: March 24th — 25th 2021

- Venue: NEC, Birmingham

- Website: https://www.tourismshow.co.uk/
Rutland Bird Fair

- Dates: August 18th — 23th 2020 (virtual fair)
- Venue: Rutland Water, Rutland County

- Website: https://birdfair.org.uk/

MEDIA
These are some of the existing media outlets that are interesting for Slow Tourism:

- Sunday Times Travel Magazitetps://www.magazine.co.uk/magazines/the-sunday-times-travel-
magazine-magazine-5804)

- Condé Nast Travelldhttps://www.cntraveller.com/)

Active Traveller(https://www.active-traveller.com/magazine)

Olive Magazinéhttps://www.olivemagazine.com/)

% Tel Aviv airport is the nearest airport to Palestine
24 No schedules for this airline after March 28th 2020
25 No schedules for this airline after March 28th 2020
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ASSOCIATIONS
Below is a list of some interesting associations for Slow Tourism:
- National Trust(https://www.nationaltrust.org.uk/)

RSPBhttps://www.rspb.org.uk/)

- Slow Food International — UHKttps://www.slowfood.org.uk/)

- Global Sustainable Tourism Courlttps://www.gstcouncil.org/)

SLOW TOURIST PROFILE

Since there are not publicly available studies describing the UK slow tourist pro le in detail, along the
following lines there is a section with some characteristics of the British slow tourist pro le, including habits
and trends, complemented with key trends on Sustainable and Slow Tourism in the United Kingdom for 2020.

Two “Customer Journey” of tourist pro les which share some common aspects with the Slow Tourism one:
“free and mini breakers” travellers and “aspirational family fun” travellers, are also included.

Below are characteristics of British slow tourists’ pro le, habits and trends:

¢ Britons are becoming increasingly aware of the environmental and social impacts of their holidays and
factor this into the buying process when choosing who to travel with and where to%tay.

¢ Half (50%) of people now say that the green credentials of a travel company are important or essential
when choosing a holiday, and this has been rising over recent years, up 5% since 2018 alone to its highest
level ever.

« More than six in ten people (62%) also want travel companies to ensure their holidays help the local people
and economy.

« The two areas of greatest concern for people are waste and plastic pollution and the treatment of animals.
Two-thirds (66%) of people say they are concerned with how animals are treated. Two thirds (66%) of
people also say they are concerned about waste and plastic.

¢ In the survey, 54% also stated their concern about the impact of climate change with those aged 25-34
most likely to be concerned (57%).

¢ Sustainability has been on the agenda for many travel businesses for quite some time. Companies
are considering the environmental and social impacts of their tourism products — including developing
excursions which support local communities and working with local authorities to manage tourist ows
in destination - to put them at the heart of their planning and decision making. More and more hotels
are also joining Travelife — an accreditation scheme for accommodation providers who are committed to
sustainability.

26 ABTA Holiday Habits Report, 2019
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How animals are treated

Waste and plastic pollution

Preservation of
culture and heritage

Nature conversation
(such as protecting national parks)

The mpactof overtoursm I

The impact of climate change

Water stress

o e shis g v, T
dntinatigm !hF::y visit 4%

The sustainable
practices of my hotel

The impact of flying

@ concerneD NEUTRAL NOT CONCERNED

Source: ABTA Holiday Habits Report 2019

Sustainable / Slow key trends in United Kingdom for 2020

- The rise of slow travel

In the digital age when everything happens at pace, an emerging trend is seeing holidaymakers
choosing to slow down the tempo and experience destinations on a deeper level — making more genuine
connections with local people and cultures along the way.

Slow travel is as much about enjoying the journey as it is the destination and involves making a conscious
e ort to take in the sights and sounds, rather than worrying about sharing them on social media.

Even on a shorter trip, a less packed itinerary takes the pressure o having to visit all the usual tourist
hotspots and instead focuses on having more meaningful experiences.

Responsible Travel is an online platform that provides holidays speci cally tailored for slow travel where
the emphasis is on experiencing the country at a more relaxed pace, rather than rushing through a
checklist of things to do.

Tour operators have seen increased interest in its railway holidays, including a 22-day Trans-Siberian
railway trip, providing the chance for passengers to sit back, unwind and take in the breathtaking
scenery.

With more time in one destination, slow travel can potentially reduce the journey footprint, and provides
travellers with the chance to support more locally run businesses such as restaurants, guesthouses and
community projects — resulting in a positive impact on the local economy and community. Add to this the
fact that ABTA's latest Holiday Habits Report reveals 62% of people want travel companies to ensure
their holidays help the local people and economy, it suggests that slow travel has a bright future ahead.

Increased focus on the environmental impacts of tourism

Consumers are increasingly aware of the environmental and social impact of their holidays. For example,
ABTA's latest Holiday Habits report shows that half (50%) of people now say that the green credentials
of a travel company are important or essential when choosing a holiday, its highest level ever.
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Following years of rising concern over speci ¢ issues such as animal welfare, plastic waste and climate
change have progressed further into consumers’ consciousness. Global climate strikes pioneered by Greta
Thunberg, protests by environmental group Extinction Rebellion and the continued work from David
Attenborough have increased awareness on climate change and this looks set to rise.

There is an increased call to demonstrate the value tourism brings and the positive impacts it can have.
Tourism can be a force for good, o ering a vital source of income and employment for communities in
destinations.

Sustainability has been on the agenda for many travel businesses for quite some time, and the industry

is increasingly taking action to address the environmental and social impacts of their tourism products.
This includes setting carbon reduction targets, developing excursions which maximise the bene t to local
communities, single use plastic reduction and implementing animal welfare policies. More and more hotels
are also joining Travelife — an accreditation scheme for accommodation providers who are committed to
sustainability, to drive down the impact of supply chains.

Electric aviation

The future of aviation is shifting towards electric powered aircraft, as advancements in technology and
increasing demands for more sustainable modes of travel have made the concept of commercial electric
ights a very real prospect.

Airlines such as Ryanair and EasyJet continue to push ahead with plans to y low noise, electric
passenger jets within the next decade, with EasyJet aiming to achieve electric powered ights of around
310 miles (approximately the distance from London to Amsterdam) by 2030.

Developing electric aircraft for short haul travel will produce lower emissions and less noise, and help
0 set aviation’s environmental impact, alongside other developments such as alternative sustainable
fuels.

Personalized treatment

Travel companies are developing new types of exible and immersive touring products, catering to
di erent preferences to ensure widespread appeal across di erent types of holidaymakers.

Some British tour operators, have seen its exi-touring model go from strength to strength. Focusing on
“guided independent” touring, sales have more than doubled year-on-year.

Tour operators have also seen a rise in demand for self-guided tours — where holidaymakers can see and
explore a destination at their own pace; with all the planning, itinerary and logistics taken care of and
without the need to travel as part of a wider group.

Companies as TUI, have created ‘Escorted Tours’ programme that o ers tours with a personal touch. It
has had a positive response from customers; TUI has highly increased the number of tours comparing to
2019. TUl is a good example of a consolidated tour operator that has adapted through the years.
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FACTS ABOUT SUSTAINABILITY AND RESPONSIBLE / ECO / SLOW TOURISM IN UK

« 51% of British prefer to relax and take it easy vacat®n.
* 62% of people want travel companies to ensure their holidays help the local people and eé®nomy.

e In 2017, TUI Group issued a survey about sustainafililjhese are some of the results about United
Kingdom:

- 46% of respondents are food thinkers (they buy local/seasonal food).

- 27% are environmentally friendly buyers to reduce waste.

- Hotels focus on food, renewable energy and energy saving.

- Few British travellers (9%) have been on sustainable breaks.

- Six out of ten British say that they are prepared to make lifestyle compromises to bene t the environment.

- 63% British respondents think that brands have more responsibility to make sustainable decisions than as
they do as individuals.

- 51% have a better image of holiday companies that actively invest in environmental or social initiatives.

- 50% of holidaymakers would book more environmentally sustainable holidays if they were more readily
available.

- Eight out of ten respondents consider that it is important that everyone do their bit to reduce their carbon
footprint.

- Protecting the diversity of animals and plants in the world is important for the 90% of the survey
participants.

- ABTA issued a manifesto to deliver a successful and sustainable future of UK travel and tourism.

.—‘___‘ ‘_
VALUE TOURISM <aiiasiaf}

These are our asks of the next/Government and Parllament:

The UK's tourism mix, including inbound, BUILD CONFIDENCE IN TRAVEL

outbound and domestic tourism, generates 1 i 7S th the travel sector to suppert efforts to contribute
nearly £146bn in revenue for the UK
economy each year’, and supports more
than 3.2 million jobs across the country®.

act consumers in the event of airline insolvency.
ith ‘the ELL

SECURE TOMORROW'S TOURISM WORKFORCE
ABTA is the UK's most trusted travel trade g S . ’ cectar ara taken inta account whan
association. Our vision is to build confidence ¥
in travel — confidence for companies to trade

and invest, confidence for customers to book; A M i rker arrangement that enable critical
pport LK t rs in destination.

aveel anad Lwurisi Busiesses

and confidence that the industry is building

a sustainable future. ’ , " ENSURE THE UK REMAINS COMPETITIVE

DABTA

Tha Travel Association

Source: ABTA Value Tourism

2 Relaxing versus Adventure. Growth for Knowledge survey. (2017)
2% ABTA Holiday Habits Report (2019)
30 TUI Group: Sustainability Survey, 2017

Research study on Slow Tourism international trends and innovations



118 |

CHAPTER 3:Market research on Slow Tourism demand

BRITISH CULTURAL VALUES

Cultural values help understand the central tendency of a group of people, a culture. These values are a tool
for inquiry, discovery, re ection, and dialogue. They o er a way to know ourselves and others better, and a
way to collaborate more e ectively.

Though these core values are ideals that are sometimes not fully realized on an individual or social level, they
represent beliefs and attitudes that drive personal behaviour, business practices, and political decisions.

Whether by following them or resisting them, the prevailing values of any given culture provide essential
clues to help us build relationships and accomplish our goals.

Pragmatism

The value of pragmatism means doing whatever is necessary to achieve the desired goal or to solve the
immediate problem, without being limited by theoretical principles or established practices.

Pragmatism supports taking a common sense rather than a theoretical approach to issues, and it seeks
practical, viable solutions in preference to idealistic outcomes that are not achievable.

Pragmatism does not mean that principles are not valued or followed, but rather that getting to a solution
that works in most situations has a higher value than pursuing an unworkable ideal.

Personal liberty

This emphasis on singularity and personal liberty di ers from the individualism of promoting oneself or of
insisting on one’s way, since the singular individual may not seek to stand out.

Moreover, singularity and personal liberty tend to be self-referencing, where the person’s uniqueness and
freedom have meaning for them but not necessarily for others.

This supports the British in showing their singularity in a personally characteristic, even unconventional, way
that others may remember.

Others may view British singularity/personal liberty as eccentric, strange or just di erent for the sake of
being di erent.

Some may view it as being di cult, as striking a pose to be obstructive, or as sel shness or self-indulgence.
Value of privacy

The composite value of privacy / restraint means that the British tend to protect their own privacy, and at the
same time respect the privacy of others.

Protecting the privacy of all may mean maintaining civility, over harmony, and decorum in front of others, so
that what is really thought or felt is not publicly disclosed.

This value generally calls for restrained, even-tempered, and diplomatic behaviour in public situations, so that
no one su ers public embarrassment or discomfort, and personal emotions are kept private.

Because of the value they place on their own privacy and their desire to respect others’ privacy, the British
may appear distant, unapproachable, or uninterested in others. Their respect for privacy can mean that they
do not take initiative, or o er assistance to strangers unless asked.

31 Cultural Detective website

Note: Some Information may vary due to COVID-19.
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UNITED STATES OF AMERICA

The United States is a mature market with well-experienced travellers. They look for unique
experiences. USA ranks globally in second place for tourism expenditure and fourth in the list of
tourism outbound markets towards the countries of the Med Pearls as a whole.

Adventure travellers and senior travellers are two important segments who travel aligned with the
Sustainable / Slow Tourism philosophy. They are also known to enjoy local gastronomy and wine.

DEMOGRAPHICS — PEOPLE AND SOCIETY

¢ With a population of 332 million people, USA is the third most populous country in thetworld.
¢ There are 50 states and a federal district that cover six time zones.

* USA population growth rate is estimated to increase by 0.72% in 2020. It is the only major industrialized
nation in which a large population is expected to increase.

* The median age is 38.5 years. However, it is expected to increase to 42 years by 2050.

¢ Large urban clusters are spread throughout the East Coast and the Western tier states. Mountainous
areas such as the Rocky Mountains and Applachian chain; deserts in the South-west; the dense boreal
forests in the extreme North, and the central prairie states are less densely populated. Alaska’s population
concentrates along its Southern coast — especially on the city of An-chorage - while Hawaii's population is
higher in the island of Oahu.

e Thus, the urban population represents 82,7% of the total, and over half of those reside in cities with a total
population exceeding 50,000 inhabitants. The most signi cant metropolitan areas are New York-Newark;
Los Angeles — Long Beach — Santa Ana; Chicago; Houston; Dallas — Fort Worth and Washington D.C.

¢ In 2018, 42% of the American population owned passports. In the past decade, the number of valid US
passports has increased by 4%. It means that Americans travel more frequently overseas than in previous
decades.

« More than eight out of ten American people who travel abroad have graduated from high school.

ECONOMIC DATA - GDP

* The original forecast for the American economy for 2020 was positive. During the second half of 2019,
Real GDP in the USA grew 2%. However, the current outlook for 2020 (with the ongoing COVID-19
pandemic) indicates that the US economy will contract between 3.6 and 7.4%.

TRIPS OVERSEAS

e The forecast to 2021 for the USA outbound market for trips abroad of at least one night is 136 million trips.
In 2018, the number of outbound overnights visits was 119.8 million.

« In 2018, the USA ranked globally in second place for international tourism expenditure with 144.2 US$bn.

* In the same year, the average expenditure per day was US$194,4.

! Population estimated in July 2020. CIA World Factbook
2 The Conference Board. (April 2020)
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» The number of overseas trips made by Americans has increased in the past few years, mostly due to the
increase in holidays.

- The number of international trips taken by US travellers averaged 2.5 in 2017.
- Inthat year, 7% of overseas travellers went on their rst international trip.

 During their trip abroad Americans visited an average of 1.8 countries. 57% of Americans visited one
destination and 21% visited three or more destinations.

DESTINATION OF OVERNIGHT VISITS ABROAD IN 2018

Africa & Middle East

Source: Visit Britain

» Apart from Mexico, the most popular overseas destination in the world for U.S.A. holidaymakers to spend
holidays is in Europe (more than 17 million in 2018he most visited European destination was France.

* In 2018, the 5 most visited destinations overseas wére:

- Mexico 33,390,801 visitors
- Canada 14,241,683 visitors
- France 4,487,891 visitors
- ltaly 4,235,520visitors

- United Kingdom 3,877,427 visitors
» Purposes®

- More than half of all overseas trips are made for vacation / holiday purposes. This share increased signi cantly
from 39% in 2011 to 56% in 2017, whereas the share of business travel declined from 18% to 8%.

3 ONS
4 National Travel and Tourist O ce
5 UNWTO
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- In 2018, the ve main purposes to travel to Europe wére:

- Vacation / Holiday (72,7%)

- Visit friends and relatives (31,7%)

- Business (9,3%)

- Education (7,7%)

- Convention / Conference / Trade show (4,2%)

SEASONALITY AND NATIONAL PUBLIC HOLIDAYS

¢ According to a survey issued by the US Travel Association about holidays in 2017, Americans:

- Took an average 17.2 vacations in 2017. However, only eight of these days were spent away from home.
- 23% of employees did not spend any of their time o travelling.

- 84% of employees considered it important to spend time o travelling.

- The average Millennfdbkes 14.5 days o, 7.1 of which were spent travelling.

- Gen Xtook 17.9 days o on average and dedicated 8.2 of those days for travel.

- Boomer® took the most days o work (19.8) and spent nine days on travel vacations.

- 48% of Americans did not use most of their vacation time for travel.

« American holidaymakers enjoy travelling overseas all year round. There are seasonal peaks during the
spring break between April and May, in the summertime from June to July, and around the Christmas
holidays in December. December typically sees the highest number of international departures as
Americans make the most out of the Christmas break to visit friends or take holidays to winter-sun
destinations. The seasonal travel peaks are more applicable to families that need to travel during the
school vacation breaks

» The National public holidays in 2020 dfe:

January 1 New Year's Day

January 20 Martin Luther King Jr. Day
February 17 President’s Day

May 25" Memorial Day

July # Independence Day
September 7 Labor Day

October 120 Columbus Day (most regions)
November 11 Veterans Day

November 28 Thanksgiving Day

December 29 Christmas Day

8 National Travel and Tourist O ce
"UNWTO

8 People born between 1981 and 2001
9 People born between 1965 and 1980
10 People born between 1946 and 1964
11 Mintel US Outbound

2 Time and Date
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BOOKING AND PLANNING

¢ According to the US National Travel and Tourism O ce survey 2018, the information sources used were:

Airline 52,9
Online Travel Agency 32,5
Personal recommendation 23,6
Travel Agency O ce 13,0
Tour Operator / Travel Club 12,1

- Recommendations from friends, family and colleagues are an in uential source that increases year-to-year.
- Reviews also play an important role for American travellers when choosing their destination.

MEDIA AND SOCIAL MEDIR

¢ Younger Americans (18 to 34 years) are more likely to consume di erent types of content across a variety of
devices.

¢ In 2018, American adults spent ten hours and 30 minutes per day connected to media with more time spent
on apps or websites on smartphones and multimedia devices. However, the highest proportion of media time
is still watching TV.
» Broadcast media
- TV (Live + DVR) reached 213 million users in Q3 2018 each week.
- Younger Americans (18 to 34 years) spent less time watching TV than those aged 50 and over.

< Radio
- Radio reached 227 million users in Q3 2018 each week.
- Americans listen to the radio for an average of 1 hour and 53 minutes each day.

* Magazines

- AARP The Magazine is the world’s largest-circulation magazine, with more than 38 million readers,
targeting the 50+ audience.

- Other US magazines with a high circulation are People, Better Homes and Gardens, AARP Bulletin, Woman'’s
Day or Game In-former.

* Newspapers

- 37.8 million Americans read at least one daily newspaper. The newspaper reader’s pro le is:
- Well educated
- Relatively high income

- The digital distribution of newspapers has attracted more younger readers with one in ve US adults often
getting their news via Social media vs newspapers (16%) .

- Newspaper circulation in print continues to decrease year-to- year as readers prefer digital editions.

13 Visit Britain
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- Daily newspapers with the highest number of circulations in 2018 were The New York Times, The
Washington Post, USA To-day, Houston Chronicle, and The Wall Street Journal.

¢ Online media
- The growth in digital media usage time in the past few years is driven by smartphone usage.
- Mobile represented about two-thirds of digital media time spent in 2018.

- The apps with the highest number of US visitors (October 2018) were Facebook, Facebook Messenger,
Instagram, Twitter, and Google Hangouts.

- The social networks with the highest number of monthly users in the US are Facebook (204.9 million),
Instagram (154.8 million) and Twitter (110 million).

SOCIAL MEDIA WHEN ON HOLIDAYS

- 77% like to stay connected while on holiday, and 81% regard a smartphone as essential when they are on
holiday.

- In general, 64% tend to use the tablet / smartphone for general internet use rather than a laptop / desktop.
- Almost half use social media to post photos and keep in touch with people during their holiday.

- Facebook dominates the social media platforms in the USA in terms of daily usage, followed by YouTube,
Instagram and Twitter.

USE OF SOCIAL MEDIA ON HOLIDAYS

41%
44%

46%
39%

To keep in touch with people at home
To post / upload photos of my holiday

Look for recommendations for places to eat or drink

| have not used social media at all on this type of
holiday

Share with others where you are / what you are doing
while on holiday

To let people know where | am at a given moment (e.qg.
checking in on Facebook)

To help you plan / decide where to go or what fo see or
what to do

Ask for advice on where to go or what to do

Share my own advice or recommendations about
visiting where | am

mlUSA All markets

Source: Visit Britain

14 Visit Britain / IPSOS 2016 survey
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OUTBOUND ACTIVITIE®

e The top 10 activities for American visitors during their visit overseas are:

ACTIVITY PARTICIPATION % IN 2018

Sightseeing 89,4
Shopping 78,0
Historical places 61,2
Art galleries / Theme parks 58,1
Small towns / Countryside 57,4
Guided tours 48,9
Experience ne dining 44,1
Cultural /Ethnic heritage sites 43,6
National Parks and monuments 39,2
Nightclubbing 19,0

MEANS OF TRANSPORT USED AT DESTINATIGN
¢ Auto, company or private is the most used means of transport (34,6%).
¢ Public transportation (city subway / tram / bus) is also popular to move around in a city (32,5%).

« To move between cities, the most used means of transport are train (26,7%) and bus (24,5%).

ARRIVALS OF AMERICANS TOURISTS AT THE MED PEARLS COUNTRIES IN 2018

COUNTRY NUMBER OF TRAVELLERS %8
Spair® 2.949.710 +11,84%
Egypt 287.796 +27.10%
Greece 1.097.445 +26,88%
Jordan 120.384 +17,80%
Italy 4.091.952 +9,06%
Palestine 54.880 +14,68%°

15 Visit Britain

16 US travellers to Europe survey 2018. National Travel and Tourism O ce

17 Arrivals of non-resident tourists at national borders, by country of residence (https://www.e-unwto.org)

18 95 2017-2018

191.374.482 US tourists visited Catalonia in 2018. Source: INE (Spanish National Institute of Statistics)

20 Arrivals of non-resident tourists in hotels and similar establishments, by nationality. The numbers are the sum of USA 1
and Canada visitors (https://www.e-unwto.org)

Research study on Slow Tourism international trends and innovations



126 |

CHAPTER 3:Market research on Slow Tourism demand

FLIGHT CONNECTIVITY TO MED PEARLS DESTINATIONS

The following ight schedules re ect the situation during week 28 (July 6th — July 12th 2020) and are

therefore impacted by COVID-19 crisis.

« Weekly direct ights frequency to Catalonia (Barcelona International Airport):

AIRPORT / CITY OF ORIGIN '(:VF\}E e FLIGHTS) AIRLINE

San Francisco 3 Iberia

San Francisco 4 Norwegian
Chicago Ohare 7 American Airlines
Chicago Ohare 4 Norwegian

Harts eld-Jackson Atlanta 7 Delta Airlines

Los Angeles 6 Norwegian

New York (JFK) 7 American Airlines
New York (JFK) 7 Delta Airlines
New York (JFK) 4 Iberia

New York (JFK) 7 Norwegian
Newark (NY) 7 United Arlines
Charlotte Douglas 7 American Airlines
Miami 7 American Airlines

General Edward Lawrence Logan, Boston 4

Iberia

Philadelphia 7 American Airlines
Fort Lauderdale (Miami) 3 Norwegian
« Weekly direct ights frequency to Egypt (Cairo International Airport):
FREQUENCY
AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE
New York (JFK) 7 EgyptAir
Washington Dulles 4 EgyptAir
« Weekly direct ights frequency to Greece: 2
AIRPORT / CITY OF ORIGIN EREQUENC Y AIRLINE

(WEEKLY DIRECT FLIGHTS)

New York (JFK) 14 Delta Air Lines
New York (JFK) 4 Norwegian
Newark (NY) 7 Emirates

Newark (NY) 7 United Airlines
Philadelphia 7 American Airlines
Chicago Ohare 7 American Airlines

2 There are no direct ights to the nearest airports of Imathia Veria and Olympus Pieria. The closest airports are: Kozani
National Airport Filippos (64 Km. from Imathia Veria and 124 Km. From Olympos Pieria) and Thessaloniky International

Airport (103 Km. from Imathia Veria and 96 Km. from Olympos Pieria)
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* Weekly direct ights frequency to Jordan (Queen Alia International Airport — Amman):

AIRPORT / CITY OF ORIGIN '(WE A FLIGHTS) AIRLINE

New York (JFK) 7 Royal Jordanian
Chicago Ohare 8 Royal Jordanian
Detroit 3 Royal Jordanian

* Weekly direct ights frequency to Italy (Palermo - Alcantara):

FREQUENCY
AIRPORT / CITY OF ORIGIN (WEEKLY DIRECT FLIGHTS) AIRLINE

Newark (NY) 7 United Airlines

* Weekly direct ights frequency to ltaly (Fiumicino — Tuscia Sabina):

AIRPORT / CITY OF ORIGIN (FVF\}E e FLIGHTS) AIRLINE

Atlanta 14 Delta Airlines
General Edwards Logan, Boston 7 Alitalia

General Edwards Logan, Boston 4 Norwegian
General Edwards Logan, Boston 7 Delta Airlines
Charlote Douglas 7 American Airlines
Chicago Ohare 7 American Airlines
Chicago Ohare 7 Alitalia

Chicago Ohare 7 United Airlines
Chicago Ohare 4 Norwegian
Dallas 7 American Airlines
Denver 3 Norwegian

Detroit 7 Delta Airlines

Los Angeles 5 Norwegian

Los Angeles 7 Alitalia

Miami 7 Alitalia

New York (JFK) 21 Norwegian

New York (JFK) 7 Delta Airlines
New York (JFK) 7 Alitalia

New York (JFK) 7 American Airlines
Newark (NY) 7 United Airlines
Philadelphia 7 American Airlines
San Francisco 3 Norwegian

San Francisco 3 Alitalia
Washington Dulles 5 Alitalia
Washington Dulles 7 United Airlines
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* Weekly direct ights frequency to Israel (Tel Aviv Airport): 2

AIRPORT / CITY OF ORIGIN '(:\/35 [ FLIGHTS) AIRLINE

Boston 3 El Al

Chicago 3 El Al

Dallas 3 American Airlines
Las Vegas 1 El Al

Los Angeles 6 El Al

Miami 4 El Al

New York (JFK) 14 Delta Air Lines
New York (JFK) 21 El Al

Newark (NY) 11 El Al

Newark (NY) 14 United Airlines
Washington Dulles 3 United Airlines

TRAVEL EXHIBITIONS

The following travel exhibitions are some of the tourism-related events held in United States that can be
interesting for Slow Tourism:

New York Times Travel Show

- Dates: January 29th — January 31st 2020

- Venue: Jacob K. Javits Center, NYC

- Website: https://nyttravelshow.com/

Los Angeles Travel Show

- Dates: February 15th — 16th 2020

- Venue: Los Angeles Convention Center

- Website: https://travelshows.com/shows/los-angeles/event-info/
Mountain Travel Symposium

- Dates: March 27th — April 2nd 2020

- Venue: Sun Valley (Idaho)

- Website: https://www.mtntrvl.com/

Adventure Travel World Summit

- Dates: September 20th — 23rd 2021

- Venue: N/A

- Website: https://www.adventuretravel.biz/events/summit/atws2021/

22 Tel Aviv airport is the nearest airport to Palestine
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MEDIA

These are some of the existing media outlets that are interesting for Slow Tourism:

- New York Timeshttps://www.nytimes.com/)

- Smithsonian Magazingnttps://www.smithsonianmag.com/)
- Outside Magazinéhttps://www.outsideonline.com/)

Travel & Leisuréhttps://www.travelandleisure.com/)

ASSOCIATIONS

Below is a list of some interesting associations for Slow Tourism:
- Adventure Travel Trade AssociatigATTA) (https://www.adventuretravel.biz/)
- Slow Food US#https://slowfoodusa.org/)

Green Keyhttps://www.greenkey.global/)
Travel Family Associatiofittps:/familytravel.org/)

SLOW TOURIST PROFILE

Since there are not publicly available studies about the American slow tourist pro le in particular, two pro les
which share common aspects with the Slow Tourism pro le are presented here for reference: the adventure
traveller pro le and the sightseers traveller pro le.

ADVENTURE TRAVELLER PROFILE
Introduction: %

The Adventure Travel Trade Association de nes adventure tourism as a trip that includes at least two of the
following three elements: physical activity, natural environment, and cultural immersion. While the de nition
of adventure tourism only requires two of these components, trips incorporating all three tend to a ord
tourists the fullest adventure travel experience. Thus, this de nition perfectly suits and de nes the core of
Slow Tourism.

Physical Activity Cultural Exchange

v

Q

Interaction with Nature

Source: “North American Adventure Travellers: Seeking Personal Growth, New Destinations, and Immersive Culture”. ATTA,
October 2017 update.

2 “North American Adventure Travellers: Seeking Personal Growth, New Destinations, and Immersive Culture”. ATTA,
October 2017 update
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Main traits of adventure tourism:

Attraction of high value customers. Adventure tourists are willing to pay a premium for exciting and
authentic experiences. Trip costs vary based on length, luxury and activity levels, destinations, and distance
from a traveller’s starting point to the trip destination. According to data collected in 2017, the average daily
rate for adventure travellers using companies based in North America was US$470.

The adventure traveller persona pro le

AGE Mid 505

Canadian] American
NATIONALITY Living in the US
LIFE Professionally aclive
INCOME Above average
EDUCATION Graduate degrees
HOME Empty nesters

Source: “Market overview: The USA & Adventure Travel”. Los Angeles, 2019

GOAL

® & »

Professional \‘\,f' Personal

life life
PASSION

Source: “Market overview: The USA & Adventure Travel”. Los Angeles, 2019

Safety
Reliability L7

”

-
- N
- -

Pre-planning MUYST HAVES Full guidance
z 4 and support
Locally-sourced during the trip

products/ services

Source: “Market overview: The USA & Adventure Travel”. Los Angeles, 2019

24 “North American Adventure Travellers: Seeking Personal Growth, New Destinations, and Immersive Culture”. ATTA,
October 2017 update. Based on per day spending per guest in destination
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A small portion of adventure travellers travel alone, 21% travel with friends, 37% travel with a spouse or
partner, and 30% travel with their families, including children.

Booking and planning

Researchonine oo
Comeaionss anatamsy o
ookt it o ol e
WEHEEENTaNSIR ooram about the destination 28%
26%
25%
25%
17%
17%
- DMO or tourism promotion organization 12%
-prepare prior to going on the trip 12 %

Other 9%

Source: ATTA (2013)

Destinations 26

CONTINENT / REGION HAVE VISITED % PLAN TO VISIT ¢
1 New Zealand 13.8 62,1
2 Australia 15 59,8
3 South America 25.1 54.4
4 South Paci c 9.5 51
5 Western Europe (Germany, France, Spain, Italy, U.K., etc.) 66.1 50.1
6 Central America 38.7 48.8
7 North America 92.7 44.9
8 Central Europe (Austria, Czech Republic, Poland, etc.) 31.1 43.9
9 Caribbean 53.8 43.3
10 Africa 17.5 36.5
11  North Asia 24.3 354
12 South and Southeast Asia 17.9 33.6
13  Mexico 65.9 28.5
14  Eastern Europe 9.7 28.3
15 Antarctica 1.2 25.4
16  Middle East (Israel, Jordan, Egypt, etc.) 18 235
17  Arctic 5.6 21

26 2016 continents / regions USA adventure travellers have visited (actual behaviour) or planned to visit (intentions).
“North American Adventure Travellers: Seeking Personal Growth, New Destinations, and Immersive Culture”. ATTA, October
2017 update
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Activity Experience and Intentions

The following list details the top 6 adventure and non-adventure activities that respondents had participated
in the past as well as those in which they planned to participate in the fuffure.

ACTIVITY HAVE PARTICIPATED % PLAN TO PARTICIPATE %
Hiking 92.3 51.6

Visiting friends or family 92.1 51.4

Stand-up paddle boarding 38.2 51.3

Visiting historical site 93.4 50.2

Getting to know the locals 78.3 47.9

Cultural activities 77.6 47.4

Activity Frequency

Respondent® were asked to identify the three activities in which they most frequently participate. The top
ve most frequently activities are:

ACTIVITY %
Hiking 44.9
Visiting friends or family 27.1
Camping 24.8
Road cycling 22.0
Skiing / Snowboarding 21.7
Cultural activities 77.6

The common activities by Adventure Travel Operators are divided in three groups:

SOFT ADVENTURE HARD ADVENTURE SPECIALIZED

trekking mountain climbing birdwatching
hiking mountain biking educational trips
kayaking paragliding cultural immersion trips

canoeing = skydiving " exploratory expeditions
scuba diving 0 caving s research expeditions

camping e heli-skiing voluntourism
going on safari L kite surfing yoga retreats
horseback riding - skiing mindfullness programs
cycling AR snowboarding - raflection retreats
3 wildlife watching sand boarding etc.
participating in cultural "= rappelling/abseiling
events { hand gliding
culinary experiences rock climbing
sailing surfing
1 etc,

Source: “Market overview: The USA & Adventure Travel”. Los Angeles, 2019

27 “North American Adventure Travellers: Seeking Personal Growth, New Destinations, and Immersive Culture”. ATTA,
October 2017 update
28 “North American Adventure Travellers: Seeking Personal Growth, New Destinations, and Immersive Culture”. ATTA,
October 2017 update
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Accommodation

When they are in cities, holidaymakers likely to stay at small four or ve-star hotels, which have character and
very high rankings (according Booking, TripAdvispr

When in rural settings, travellers are excited to stay at small Bed & Breakfast accommodation with a
traditional character or to do homestays in local communities.

Ideal Holidays

The ideal holidays combine nature and culture with heavy emphasis on experiencing locations and their people.

Travellers like combining convenience and good service with raw contact with nature, pure touch with locals
and a sense of adventure.

They also show interest in itineraries that are fully pre-designed (with Tour Operators) itineraries and take
place in a small group that may include some friends and acquaintances.

According to the activities at destination, holidaymakers like to balance being active (biking, hiking, kayaking,
etc.) and connecting with local culture and people.

The favourite things to do would be to visit local markets, take local cooking classes or listen to stories about
local legends while hiking the area. For them, to enjoy learning about the area and getting immersed in its
culture and people are a must.

Those visitors who are passionate about food and wine are keen on actively exploring local cuisine and food
traditions (farm visits, spice training, cooking demonstrations and classes, etc.).

They love reading about the history, culture, and all attractions of the itinerary. Still, they rely heavily on
learning even more from local guides to deepen their knowledge and truly connect with the place.

Respondent’s personal interests and feelings about travel
When it comes to travel the adventure traveller:

* Actively seeks new travel experiences;

* Fells that travel should be about enriching, new experiences;
 Enjoy working on new ideas;

» Embraces the world by celebrating its nuances while travelling;
* Enjoys learning new things more than most people.

| see myself as kind, effident, T

| enjoy working on Id and
organized and imaginative. — nioy 1 0L KN M

S _— consider myself an intellectual.

P -7

7 — | work hard to keep my body healthy.

| actively seek out new experiences -
and think travel should be about
enriching knowledge.

] v -
\ - | am Interested in traditions of Indigenous

cultural communities and enloy cultural

Immaersion whan | travel.
| am not very Interested in owning lwwrious —

producte. | have a moderately altruletic
nature and sometimes ghve o others

EMOTIONAL PROFILE

Source: “North American Adventure Travellers: Seeking Personal Growth, New Destinations, and Immersive Culture”. ATTA,
October 2017 update.
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Trends in the US market 2°
According to ATTA report issued in 2018, some of the adventure travel trends are as follows:
- Being local as the ultimate adventure

- As adventure travellers become more experienced, they are increasingly seeking to experience
destinations as temporary locals. Visitors are looking to interact and do activities with local people. They
want to get to know the country they are visiting and immerse themselves in the local way of living.

- It is suitable that destinations create proactive strategies to facilitate this interest. This means to
educate residents and providers, as well as to partner with technology platforms that make these
experiences accessible.

The popularity of slow travel
Slow travel has an increasing presence in adventurous, sustainable and ecotourism destinations.

Slow travel is popular among visitors who can spend extended time in a destination. These are people who
generally have the exibility to work remotely and want to explore a new destination. The so-called “digital
nomads” are certainly a trend. However, there are many more people who can work and live from a single
location for one month or two weeks at a time.

There is also an overlooked group of middle-aged professionals who are travelling for di erent reasons.
They are travelling, for example, during transitional periods (between jobs, contracts or Cardérsse
professionals are likely to travel and to do so for di erent reasons.

In the United States, 10,000 people retire every day. They are healthier, wealthier, and younger than any
retiree generation in history.

This group no longer wants the traditional “tour travel.” They are interested instead in feeling young and
interacting with people of all ages. In essence, they want to challenge themselves and think about what they
want out of this next stage of life.

Wellness and mental health
Physical and mental health are critical motivations for travellers when they seek out adventure travel.

Travellers are increasingly seeking experiences that allow them to unplug, focus inward, and tap into the
mental health bene ts of adventure travel. People are using travel experiences as an opportunity to regain a
sense of control among the chaos they encounter in their everyday lives.

2 https:/lcdn-research.adventuretravel.biz/research/5bbf902fa74d64.96720100/2018-Travel-Trends.pdf

30 Adventure Travel Trade Association (ATTA) is a reference association in USA. Established in 1990, the Adventure Travel
Trade Association (ATTA) serves over 1,300 members in 100 countries worldwide. Members predominantly include tour
operators, tourism boards, specialty agents and accommodations with a vested interest in the sustainable development of
adventure tourism. The ATTA delivers solutions and connections that propel members towards their business goals and the
industry toward a responsible and pro table future. Through its regional AdventureConnect and AdventureNEXT events
and annual Adventure Travel World Summit and AdventureELEVATE trade conference, the ATTA excels in professional
learning, networking and partnering services. With expertise in research, education, adventure travel industry news and
promotion, members of the ATTA receive competitive opportunities that help establish them as leaders in adventure
tourism

31 The average career today, in the United States, lasts four years before the worker changes career elds entirely
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SIGHTSEER PROFIBE

Introduction:

Relatively a uent and with plenty of time on their hands, this group is making the most of opportunities to
travel, exploring new places and revisiting much loved regions they have not had the time to see during their
busy careers.

Educated and sophisticated, they have a keen interest in history, culture and the arts, and choose
intellectually challenging holidays, with a touch of indulgence and upmarket luxury.

The sightseer traveller persona pro le

Gender

51% 49%

Age
36% 38%

0,
7% 14%
5%
- [ | .
5+

18-24 25-34 35-44 45-54 6!

Income

Those retired have savings to spend but might be tied up, so they need time to plan. One in ve earn in the
highest income bracket, so they are a uent.

Living
18% have kids, but 78% live with adults only (45% with their partner).

Group

With another person 55%
Small family group

(fewer than ve people) 19%
Small group and friends

(fewer than ve people) 10%
On their own 8%

Information sources

Family & Friends 49

Speci ¢ websites (airline sites, hotel sites, train43
travel sites, etc.)

Online reviews 32

32 US Buzzseekers and Explorers’ survey. visitbritain.org
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Destinations

1. Canada

United Kingdom
Italy

France

Spain

ok wnN

Activities

* Top three activities  Point of di erence®

- Visiting famous / iconic places - Experiencing rural life and scenery
- Exploring history and heritage - Visiting a park / garden

- Trying local food and drink specialties

Ideal Holidays

¢ A cultural adventure where they can learn and grow — history, art, music, architecture
« Plenty of socialising with the locals

» Lots to see and do — physically and mentally

A little bit of unexpected experiences

Some indulgence & sophistication

Respondent’s personal interests and feelings about travel

: 100%
I am more of a city person m
| prefer holidays at a slower and 983
more relaxed pace m}i

| am comfortable with who | am—1 - 2%
don't care how others ses me T4%

I knowy the type of thing | like, and r T7%
tend to stick with that 46%

| generally chose to take a holiday B0%
in @ well-established towrist.. 42%
M Sightseers W Al of the US

33 The points of di erence are those where this segment over-indexes most compared to the average for the market
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SIGHTSEERS CUSTOMER JOURNEY

| ]

PASSIVE
INSPIRATION

Drawn towards
the culture &
heritage of the
old world... butin
search of
something new,

DOING

v §}} o}vP
W E) %o

v Ko t}Eo
Z]+3}EC " Z E]3

Nostalgic
Interested
Curious
Knowledgeable
Connected

FEELING THINKING

Motivated by ‘the big
classics’, they are
drawn to destinations
with high cultural

interest —particularly
European city breaks

NEEDS

High

Many are
anglophiles who
feel GB is a home
from home

OPPORTUNITY

TV documentaries
Novels and films
Friends & family
Newspaper travel
sections

USING

‘Time’ for a European trip
—too long since the last
one

TRIGGERS TIMESPAN

« No particular sense of
urgency

« If they have visited a
destination before,
they may not want to
return unless there is
something new to see
or do

BARRIERS

CHANNELS

KPIS

BOOKING

Q

ACTIVE
IDEATION

EXPLORING
OPTIONS

The shared culture with GB
will always appedbut

previously unvisited parts
of Europe can shout
louder

...they are looking fi
ever more authentic
experiences

nZ @ E pld
Z h<]euC -« }v
‘;‘d ~h’/ } A v &) BEI® V

A
z

| ééZC\l/E [AIZAAZ] Zjv + @ 00C K% €] VAZ ¥Z) P SIYZHES C(EIV e+ uve % 1o &
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Optimistic Sensible Excited Fulfilled

Inspired Logical Openminded Organised Inspired

Torn Hopeful Adventurous Anxious Welcomed / Warm / Quietly fulfilled

Wistful Pragmatic Determined Excited Connected / At Home

Confident Determined Focused

Need to define the
scope of their trip to
ensure a careful,
realistic plan can be
made later, fitting in as
much as possible with
enough freedom

« Want to find out about
the history of the place
and the quality of
cultural offering
(museums, etc)

Need to feel that they
are getting solid,
trusted advice

High Medium

Need to keep GB
top of mind—
enough new &
different as well as
the remembered

Need GB to offer
enough on its own
or to dovetail with
other European

highlights locations
* UK based TV « In addition to previous
programmes cell:
« UK literature « Airline websites,
« Press Eurostar
« Travel press
« Friends

Traveler

Compelling enough reasonDeals and discounts play aOpportunities to sample

to visit one destination in
particular, e.g. enough
interesting activities and

role (although less than
for other groups)

sights
* Money * Money
* Time « Weather (if seasons are

 No particular sense of
urgency-they are free
agents who can go
when they like

highly changeable)

IUVSE]SZ v %G

— .
Y E OB B

BUILD GROWING

ITINERARIES ANTICIPATION GROUND

As organised travellers,
the research & itinerary
will be completed by now|
he focus is on leaving
in good order

Like a packed itinerary
with some flex-wantto | hol
re-visit old favourites as

experiencing the new

ol ZA « v
Z% E} %/ EA[ AZ § /[u

“bys g s} (

+ Most will be on 24/ 3rd
[ 4% trip to the UK
Need find new &
different experiences

« But will probably re
visit old favourites too
Enjoy pursuing family
history if relevant

* Reassurance that
bookings have been
confirmed and that
they have all important|
documents

* Check the weather
forecast

High Low

If they have chosen
GB, they will want
to fit in as much as By this stage they
possible & will be -l- will have plans well
open to suggestions in place

« Travel agents

Travel websites

+ Guide books

Google & Google Maps
TripAdvisor

« Own device (phone,
laptop) to check
bookings

o~
(&

Scheduled time to depart
the ‘authentic life’ of a
destination—day tours
can help bring the
possibilities to life

« Very few « None

ON THE SHARE &

ADVOCATE

Supplementing

| Quite a private
the itinerary

group—only
with new and share with
authentic loc genuinely
experienc interested

A

friends & family

HEPA 1 A ve 8} u M[u v}E ~pE §Z & o0 &z
00GC A v§

* Keen not to miss out
on their organised
activities—but also
willing to flex their
plans if an exciting
opportunity arises,
especially socialising
with the locals

+ Will compile photo
albums & scrap books
for their own enjoyment

« But unlikely to share
outside of their inner
circle of friends & family|

Medium Very Low

Most activities will
have been pre
booked, but there
is scope to
enhance their
experience with
information

Not much sharing
outside intimate
social circle

« Offline catchups;

showing photos over a
cup of coffee ompero

« Leaflets in hotels

» Paper guide book
Accommodation hosts
Local service staff

Tips from service staff
and tour guides can be
enough to prompt a
spontaneous activity

Returning home-will send
photos to family and
friends on trip, but most
sharing is done at home,
either online or offline

« Not social media natives
—usage tends the
fairly minimal

+ Some anxiety when
‘the plan doesn't go to
plan’—e.g. missed
transport links
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FACTS ABOUT SUSTAINABILITY AND RESPONSIBLE / ECO / SLOW TOURISM IN THE USA

e A 2013 TripAdvisor.com survey of 1,300 U.S. travellers shows that nearly two-thirds “often” or “always”
consider the environment when choosing hotels, transportation and meals.

e 67% of U.S. consumers are now “looking for ‘greener’ products,” according to a 2012 study by MIT Sloan
Management Review.

¢ “A signi cant number of international travellers seek out nature- and culture-based experiences, such as
visiting historic sites (40 percent of overseas travellers), cultural sites (23%) and national parks (20%),”
according to the U.S. government’s 2012 National Travel & Tourism Strategy.

e The 2012 National Travel & Tourism Strategy found similar trends among Americans travelling abroad:
“Nature-based, culture-based, heritage and outdoor adventure travel represent a signi cant segment of
the outbound tourism market as well.”

* U.S. consumers who are focused on health and tness, the environment, personal development,
sustainable living and social justice (known as conscientious consumers) number 41 million people, or 19%
of U.S. adults, according to a 2012 study by the non-pro t organization LOHAS (Lifestyles Of Health And
Sustainability). Conscientious travellers are part of this “LOHAS pool.”

« More than 90% of U.S. travellers surveyed by the online travel publisher TravelZoo in 2010 said that they
would choose a ‘green, environmentally conscious hotel if the price and amenities were comparable to
those at a non-sustainable, non-green hotel.

¢ The 2010 TUI Travel Sustainability Survey of almost 4,000 holidaymakers in seven European countries
and the U.S., found that “the most interesting sustainability issues” are: pollution issues (71%), biodiversity
and animal protection (64%), climate change and carbon emissions (63%), fair trade and labour standards
(62%), and social and community issues (61%).

USA CULTURAL VALUES

Time is money

US Americans feel they need to “manage” their time, both at work and in their personal lives. Saving time and
being productive are critically important because time is -literally- equated with money.

Taking action quickly and at the right time, usually as soon as possible, is critical.

What is done now is seen as an investment in the future; precise planning reduces the risk of lost time and
prevents failure.

Good service is immediate service. The pressure to do more in less time.

More and more, people value the ability to “multitask”: to do several things at the same time. Concern about
“tting everything in” frequently leads people to schedule not only their work time, but their personal time,
their relationships, relaxation time, and even their holidays.

Individual society
US Americans tend to believe that one survives and succeeds as an individual.
An individual can, and should, create and recreate his or her own identity by the choices he or she makes.

US Americans may move frequently during their lives, separating themselves from family, friends, and home
to attend school, accept or seek employment, or explore new opportunities.

US Americans believe that success should be based on one’s own performance and not be granted or
dependent on family, school a liation, place of origin, or in uential connections.

34 Cultural Detective website
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Ideally, everybody is judged by what one does rather than for who they are. This individual focus may result
in a high degree of competitiveness compared with some other cultures, with a strong stress on being a
“winner” rather than a “loser.”

Low context society

Americans value direct communication — when speaking, they emphasize explicit words. They focus on WHAT
to say, not on HOW to say it.

US people believe in “freedom of speech”; it is important to speak up to be heard by others, to express your
opinion.

People are encouraged to voice their ideas, concerns, or disagreements in the classroom and the workplace.
This means being honest, straightforward, and explicit.

Coming directly to the point and communicating in a linear style is considered pref-erable. Ideas need to be
“sold.”

Some US Americans, including many of Asian, Native American, and Hispanic origins, as well as women and
rural residents, may use more implicit understanding and speak less forcefully and less directly.

Additional Information

ATTA, in partnership with payment solutions company Flywire, has developed the Financial Strategies and
Tactics for Adventure Travel Businesses During Economic Uncertainty report.

The report provides timely and useful information for businesses to weather the economic storm induced
by the current COVID-19 pandemic, and outlines safeguards to put in place to stand resilient in the face of
future crises.

https://www.adventuretravel.biz/research/ nancial-strategies-and-tactics-for-adventure-travel-
businesses-during-economic-uncertainty

Note: Some Information may vary due to COVID-19
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Ajloun Forest Reserve

As one of the top 100 sustainable destinations of 2018, Ajloun Forest Reserve o ers visitors a way
to discover this forest in a Slow Tourism way thanks to activities that involve the local communities.
In addition, the reserve works with a lodge integrated in the environment following sustainable
criteria.

GENERAL INFORMATION

PLACE AND LOCATION 77 i

Situated in the north of Amman, Ajloun Forest Reserve =7 s
is located in the Ajloun highlands and covers 13 Km2. It "
is dominated by open woodlands of Evergreen Oak, Pine S ;
Carob, Wild Pistachio and Wild Strawberry trees. These . == »#
have been important to local people for their wood, scemm; ;;,.
beauty, and quite often for medicine and food.

The Ajloun area has a long history of human settlement, = 1.’ M
due to its mild climate, dense forests, and fertile soil. \ :
This rich history is rected in many archaeological ruins
scattered in the woodlands and surrounding villages.
The reserve itself supports a wide variety of wild plants
and animals and is a peaceful place to relax and enjoy
nature. Among the more unusual animals to be found in
the Reserve are the Striped Hyena, Crested Porcupine
and Stone Marten. In spring, the reserve is a carpet of
wild owers, including drifts of anemones and rockroses.

Google Maps

POPULATION AND DEMOGRAPHICS

According to the Department of Statistics (DoS) the population of the town of Ajloun (also spelled Ajlun) was
11.047 in 2019. For the Ajloun Governorate as a whole, the population was about 194,700 in 2019. The
governorate of Ajloun is highly agricultural, as the population distribution tells.

DISTANCE FROM THE MAIN CITIES

The nearest cities are:
* Ajloun — 8,8 km

e Orjan — 11,3 km

* Irbid — 37,8 km

e Amman - 81,3 km

! Department of Statistics DoS.

Research study on Slow Tourism international trends and innovations



4]

CHAPTER 4:Destinations with Slow Tourism o er

HOW TO GET THERE

There are indications to get there only by car. From Amman, the trip to Ajloun is 85 km and takes about 1hr
15 min.

From Amman Airport (Amman Abdali Terminal) to Irbid it is a 1hr 40 min journey by bus. Then, to Ajloun the
only option is travelling by taxi or car (30 min).

NUMBER OF VISITORS / TOURISTS

In 2017 a total of 46.983 tourists visited Ajloun Forest Reserve, of which 89% of them were from Jordan

MAIN ATTRACTIONS

The following is a list of the main tourist attractions:
» Walks and trails

There are several walking trails head out into the reserve to enjoy and learn about the surrounding nature
such as the Roe Deer Trail, Soap House Trail and the Orjan Village Trail. These are described in the section
about slow tourism activities.

» Local Houses

An example of socio-economic development in the communities hosting nature reserves are the local houses.
These are: Soap House, Calligraphy House and Biscuit House, which are described below.

OFFICIAL TOURISM WEBSITE

Wild Jordan / The Royal Society for the Conservation of Nature:

https://www.wildjordan.com/destinations/ajloun-forest-reserve

ADDITIONAL INFORMATION
DISTINCTIONS AND STRATEGIES

» The Royal Society for the Conservation of Nature and Wild Jordan 2

Created in 1966, The Royal Society for the Conservation of Nature (RSCN) is a non-governmental
organization devoted to the conservation of Jordan’s natural environment.

This reserve has relied on the contribution of The Royal Academy for Nature Conservation since 2015. This
Academy focuses on the nature protection and sustainable development aligned with The Royal Society
for the Conservation of Nature organization appch. It is the rst centre in the Arab world specialized in

0 ering training on nature conservation.

The Academy was constructed near the Ajloun Forest Reserve. It is physically linked with the Reserve and its
tourism facilities to create a single integrated eco-tourism complex. This enables the Academy to use these
tourism facilities as real-life training situations. Some of the key facilities in the Academy are training rooms,
Medical clinic, a small conference hall and a restaurant.

Wild Jordan is the socio-economic development and eco-tourism division of RSCN that is dedicated to develop
viable nature-based businesses for those living in and around RSCN'’s protected areas while generating
support for nature conservation throughout Jordan.

2The Royal Society for the Conservation of Nature (2018).
3 The Royal Saociety for the Conservation of Nature (2018).
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» 2018 Sustainable Destinations TOP 100 *

An international competition organised by ten leading sustainable tourism organisations and networks has
named Ajloun Forest Reserve as one of the world’s top 100 sustainable destinations for 2018, in recognition
of its responsible and sustainable tourism initiatives.

The Top 100 Sustainable Destination list celebrates the e orts of tourism destinations for promoting
responsible and sustainable tourism. Nevertheless, no destination is fully sustainable. For instance, visitors’
carbon emissions are currently not taken into account in this competition due to the lack of suitable data and
tools. However, Green Destinations recommends travellers to avoid long-haul travels and to appropriately
compensate their carbon emission.

The list is the result of open calls in newswires, social and business media. Nominees had to provide extensive
information on their destination and its e orts to make themselves and its stakeholders more sustainable

for the benet of visitors, local communities and the world. Candidate destinations had to clarify what they

have been doing to comply with the 100 globally recognized criteria of the Green Destinations Standard.
Nominations were evaluated by the Sustainable Top 100 Team and by members of the Top 100 International
Committee and country experts.

* [UCN Green List

Since 2018 Ajloun Forest Reserve has been listed in the Green List of Protected and Conserved Areas by the
IUCN.

The IUCN Green List of Protected and Conserved Areas is the rst global standard of best practice for area-
based conservation. It is a programme of certi cation for protected and conserved areas — national parks,
natural World Heritage sites, community conserved areas, nature reserves and so on — that are e ectively
managed and fairly governed.

Green List

4The Royal Society for the Conservation of Nature (2018).
5 Green List (2018.
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» Case Study: Innovation of New Tourism Tr ails and its E ect on the Ajloun Touristic Process

In 2014, a case study based on Ajloun was published in the Journal of American Science by Dr. Jawdat
Goussous and Lana George Haddad. This study focused on the development of new touristic trails in Ajloun
to improve and enhance tourist experience. Its purpose was leading tourists to longer duration stays, thus
increasing their nancial contribution in the area and also positively upgrading the quality of local community
life.

According to this case study, tourism based on cultural heritage, especially in Ajloun, is considered a well-
de ned term to describe and improve the touristic destination in order to gain the maximum bene ts from
tourism industry revenues. These objectives are met by implementing proper tourism strategies which
depend on rehabilitation, reuse and innovation of new touristic trails within Ajloun Governorate; with
accompanying attention to the proper integration of all natural, cultural and archaeological features. The
creation and development of such routes are based on cultural heritage. With intensive support from the
local community, these routes will ourish from the improvement of Ajloun urban context, quality of life, and
an increase in the duration of tourists’ stay. These factors will sustain and improve the tourism process as a
whole.

Finally, the study concludes that the development of Ajloun cannot be accomplished without local
communities’ participation since they are the key to all the developmental processes along with other sectors
and the enhancement of tourism trails.

LOGO AND CLAIM

The reserve does not have a logo. Therefore, it uses Jordan’s o cial logo for tourism purposes, which is also
the owner of the o cial website where Ajloun Forest Reserve is promoted.

SLOW TOURISM INFORMATION

Slow Tourism in Ajloun Forest Reserve has proposed activities and experiences where the visitor can be part
of the culture and learn from nature as well as the local life.

ACCOMMODATION

The Ajloun Forest Reserve works with a lodge within the area. This accommodation is located in a large
grassy clearing enclosed by carob, oak, pistachio, and strawberry trees. There are ve cabins o ering private
facilities, small terraces open all year round and 10 four-person tented bungalows with nearby showers and
toilets that are open from mid-March to the end of October.

In addition, they provide three di erent types of accommodation: Deluxe cabins, Economy cabins and
Standard cabins, located in a large grassy clearing on the edge of the forest and o ering beautiful views

of the reserve and beyond. These 23 cabins that allow visitors to experience nature with some additional
comfort. Each cabin has comfort and style and is equipped with a private bathroom and a small terrace that
invites visitors to sit for hours enjoying the soft breeze and rolling forest views. These cabins are open all
year round.

This lodge is respectful to the environment since it uses solar panels on the roof to save energy in a
sustainable wa§. In addition, its architecture and style are integrated in the forest reserve.

6 Case Study: Innovation of New Tourism Trails and its E ects on the Ajloun (J.Lana, 2014).
”Most of the information was extracted from the o cial website of RSCN and Wild Jordan.
8 Conde Nast Traveller (2020).
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GASTRONOMY

There are two main restaurants at Ajloun Forest Reserve, one at the cabins area called the Roe Deer
restaurant and Al-Ballout restaurant located at Royal Academy for Nature Conservation. Both restaurants
serve homemade traditional local meals.

Moreover, in Ajloun Forest Reserve visitors can also eat with the locals and experience a truly authentic
cultural experience. Guests at Ajloun Forest Reserve can enjoy home-cooked meals at local residents’ homes
and local hosts can also teach guests how to cook these meals.

ACTIVITIES

In Ajloun Forest Reserve there is a wide array of activities that seek to bring visitors in close contact with the
environment and locations they visit via discovery and active learning, through its famous trails and activities
with locals.

* Trails®
* Roe Deer Trail

Guided or self-guided in small groups (maximum 18 people), this 2 km short circular trail o ers great views
over the reserve passing through the forest that invites visitors to experience a sense of timelessness.

* Rasoun Trail

Guided only in small groups (maximum 18 people), this 8 km trail that can reach 3 to 4 hours, let the visitor
climb 1000 m above sea level. It includes a visit to the Soap House where visitors learn the traditional
process of making Orjan pure olive oil soap.

* Rockrose Trail

Guided only in small groups (maximum 18 people), this 8 km trail is namexitdeeawers that can
be seen around the trail every spring. It o ers beautiful views of the West Bank, Syria, and the Jordanian
countryside. Tourists can also observe the wine and olive press from the Byzantine and Roman eras

* The Prophet’s Trall

Guided only in small groups (maximum 18 people), this 8,5 km hike takes the visitor to Mar Elias, the ruins
of one of Jordan’s oldest churches. The hike also includes a cup of tea with views of the surrounding area
and a picnic lunch prepared with local food.

* Ajloun Castle Trall

This trail is an extension of the previous one, once visitors reach Mar Elias, they have the option of
continuing on this trail, which takes them by small farmhouse and their adjacent orchards on the way to
Ajloun Castle. The hike also includes a locally prepared picnic lunch.

 Experiential and local activities

In addition, they also promote Experiential Tourism, a form of tourism where people focus on experiencing
a country, city, or a certain place by actively and meaningfully engaging with its history, people, culture,
food, and environment. The experience might include meeting new people, visiting new destinations and
participating in cultural activities while creating authentic long-lasting memories.

As part of their remit for supporting socio-economic development in the communities hosting nature
reserves, the RSCN (The Royal Society for the Conservation of Nature) has launched three development
projects in Rasun and Orjan, two adjacent villages on the northern edge of the protected area. The idea is to
provide local people with new sources of income, thereby reducing their dependence on natural resources,
promoting environmental conservation and giving a boost to the rural economy.

9 Opens year-round except during the Ramadan period.
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The activities based on experiential tourism in Ajloun Forest Reserve are:
» The Soap House

The Soap House employs local women to manufacture speciality soaps by hand fewiladivd oral
essences. Visitors can tour the workshops, view the soap-making process and chat with the women;
there’s no pressure to buy, though the soaps (and other RSCN gift items) are available.

* Harvesting Olive Trees

In Jordan, fall is synonymous with the olive harvesting season. That means it is that time of the year
everyone is rolling up their sleeves for some serious olive picking. Visitors have the opportunity to join
local olive tree farms where they learn how to hand-pick the crop, why it is so sacred in this part of
the world and what are the numerous health bene ts of olive oil. The core of the much-recommended
Mediterranean diet. This is a seasonal activity.

* Tillage (Horse Drawn)

With this activity (participant-driven) visitors will be travelling back in time to experience how traditional
tillage was done with the help of a horse, a method that is still followed in rural Jordan to agriculturally
prepare the soil. As participants become more comfortable around the countryside’s simple lifestyle,
the host will treat them to a memorable breakfast on the farm, made from fresh local products and
complemented by homemade dishes and a cup of tea.

* Exploring the Organic Farm

At organic farms, crops are grown naturally without the harmful chemicals or pesticides. This is such an
intense and raw experience, where visitors explore the farms surrounded by goats and other livestock
graze. This activity includes feeding goats, milking them and tasting local dairy products.

» The Farm Cooking Experience

A local chef guides the visitor throughout the process as he/she cooks a great crowd pleaser dish
(Sajiyyeh or Gallayeh) made from ingredients grown on the organic farm.

* The Biscuit House Experience

The Biscuit House is a destination for scrumptious Jordanian delicacies. Every morning, dozens of cookie
batches are baked freshly using only premium local products. For his/her experiential challenge, visitors
will be guided to make his own (kusmat) bread, a traditional northern Jordanian delicacy. Participants will
enjoy their baking along with a steaming cup of aromatic tea with the scenic view of Ajloun Forest.

* The Calligraphy House Experience

The House of Calligraphy showcases one of the most attractive forms of art: Arabic Calligraphy. The
purpose of establishing this place was to bridge the gap between di erent cultures by bringing them

closer together through the beauty of this ne art. A local woman conducts this experience, she greets

and briefs about main principles of Arabic calligraphy and its close ties to the Islamic culture. Then, visitors
are introduced to the main principles of Arabic calligraphy styles. Also, they will have the chance to
practice how to write their names using the traditional dried reed instrument as a pen.

TRANSPORT

In the Ajloun Forest Reserve, the most common means of transport is by car, where visitors can move around
easily. According to Mr. Othman Altawalbeh, manager of the Ajloun Forest Reserve, they are trying to apply
new sustainable options such as public buses or buggies. However, they are in a phase of thinking how to
implement them, since the reserve is so large.
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EVENTS

In general terms the RSCN has published its calendar with general events such as Nature Discussions events,
RSCN’s lectures and celebrations of international days (Volunteering Day, Climate change Day, etc.). The
information regarding events is provided in both the websites of The Royal Society for the Conservation

of Nature and Wild Jordan is generic. For more information it is necessary to contact them through email or
phonet?
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& families Size, and households for the end of 2019. Reptig://dosweb.dos.gov.jo/DataBank/
Population_Estimares/PopulationEstimatesbyLocality.pdf

* Green List (2018) Ajloun Forest Reserlaeips://iucngreenlist.org/sites/ajloun-forest-reserve/
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Bohin;

Bohinj can be considered a Slow Tourism destination thanks to its strategy, which is based on
applying commitment to sustainability in a cross-cutting way. This is demonstrated by their
recognitions as well as their involvement with the Alpine Pearls project, which is a good practice of
sustainable mobility in rural areas.

GENERAL INFORMATION

PLACE AND LOCATION

Bohinj Region is located in northwest
of Slovenia, in the heart of Julian Alps
(southeastern part) where tradition and
modernity collide.

Also known as Bohinj Triglav National Park, =& 4
this area is the most extensive and the highepe
mountain range in Slovenia. '

Bohinj encompasses the valley of Nomenj, tr
Upper and Lower Bohinj Valleys, the Pokljuk:
and Jelovica plateaus and a high mountain
range. The most recognisable and astonishin, Grado
natural site is Lake Bohinj, the biggest lake ir
Slovenia. The twenty-four villages in and aba

the valley hide the attractive riches of the

past, the cheerfulness of the present and the
mystery of the future.

Google Maps

POPULATION AND DEMOGRAPHICS

The population of Bohinj was 5.222 according to the 2020 census.

65+ years

0-14 years 736 23 . 4%

15-64 years 3,207
65+ years 1,202

0-14 years

14.3%

15-64 years

62.3%
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DISTANCE FROM THE MAIN CITY
The nearest cities/places are:

* Bled — 22,4 km

« Radovljica — 29,5 km

¢ Ljubljana — 76,4 km

* Sota — 78,1 km

HOW TO GET THERE

Bohinj Triglav National Park can be reached by car, bus and train, as well as by plane from the main airports of
the country.

 Car

Pass Bled and drive through Soteska.

Over the Pokjuka plateau.

From Primosrka region to the village of Podbrdo and cross Sorisko sedlo.
* Train

Direction Jesenice — Bohinjska Bistrica.

Direction Nova Gorica — Bohinjska Bistrica.

Take a bus or taxi from Bohinjska Bistrica.

* Car-train

From Most na So¢i or Podbrdo to Bohinjska Bistrica.

* Bus

Direction Jesenice or Ljubljana to Bled — Bohinjska Bistrica - Rib¢ev Laz.
 Plane (distance between Bohinj and airport)

To Ljubljana airport (50km), rent-a-car, taxi or bus.

To Trieste airport (Ronchi, 200km), rent-a-car or taxi.

To Klagenfurt airport (70km), rent-a-car, taxi or train.

1 City population and Statis tical O ce of the Republic of Slovenia.
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NUMBER OF VISITORS / TOURISTS

Bohinj is located in Alpine Slovenia, the mountain area of the country.

Municipality types by overnight stays and

growth rate 2018/2017

Growth rate
@ Health (gpa) +0%
@ Mountain +13,6%
@ Seaszide +6,9%

Ljubljana +22,3%

® Urban +10,8%
@ Other +21,2%

ALPINE
SLOVENIA

Total arrivals 2018 Total overnight stays 2018
2.017.999 5.128.983
Domestic arrivals 2018 Domestic overnight stays 2018
406.447 1.080.204

Foreign arrivals 2018  Foreign overnight stays 2018
1.611.553 4.048.779

Seasonality:

¢ Spring: number of overnights stays in Bohinj (municipality) — 85.679

¢ Summer: number of overnights stays in Bohinj (municipality) — 400.870
¢ Autumn: number of overnights stays in Bohinj (municipality) — 105.796

« Winter: number of overnights stays in Bohinj (municipality) — no data available

MAIN ATTRACTIONS

« Savica Waterfall: A spectacular waterfall, hidden amidst the sleep walls of the Komarca, and is the third most
visited attraction in Slovenia.

* Mostnica Gorge and Voje Valley: The gorge expands over two Km and shows the creative and alluring forces
of nature.

 Church of St John the Baptist — The over 700 years old church is one of the most beautiful examples of
Middle Age architecture and fresco painting in Slovenia.

« Lake Bohinj: The largest natural lake in Slovenia with endless opportunities for outdoor activities.

* Museums and history: Museums and permanent exhibitions, cultural sites and interesting historical facts.

2 Annual Publication Tourism in Numbers 2018 published by Slovenia Tourism Board.
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« Vogel: Panoramic ascent by cable car and spectacular views.
« Triglav National Park: More than 60% of Bohinj lies in the area of this National Park.

« Devil's Bridge in StarFuzina: A signi cant technological achievement, built in the second half of the 18th
century by the Baron Ziga Zois.

« Pantz Cableway: The oldest existing forestry cableway in Europe.

« Bohinj Railway and Tunnel: This railroad opened a new world for the people of Bohinj and brought the new
opportunities of development.

* A monument to four brave men: Located in the park facing the Hotel Jezero near the Church of St. John.

* The Valley of the Triglav Lakes: With its little lakes and ponds, this karsti ed valley is a photographer’s
paradise.

« Sava Bohinjka River: An attractive destination for lovers of aquatic activities.

« Stara Fuzina: A typical Alpine village located in Triglav National Park.

OFFICIAL TOURISM WEBSITE

Tourism Bohinhttps://www.bohinj.si/fen/

ADDITIONAL INFORMATION

DISTINCTIONS AND STRATEGIES

 Alpine Pearls — Holidays in Eco Motion 3

The Alpine Pearls organisation merges 21 destination pearls in ve Alpine countries (Switzerland, Germany,
Slovenia, Italy and Austria). Their pearls also include Bohinj, which invites its visitors to spend an active and
car-free vacation. In complete harmony with nature, there are various sustainable and environmentally-
friendly mobility options for visitors. Due to a greater pressure on the environment, caused by an increasing
number of tourists, this organization encourages visitors to use public transport.

This organization was founded in 2006, as a result of the two EU projects (Alps Mobility and Alps Mobility I1),
with the intention to promote soft mobility.

Each “pearl” supports eco-tourism, climate protection, and sustainable holidays and has developed its own
soft-mobility model and distinct tourist o er, all of which are environmentally sustainable.

These destinations are promoted throughout the year; this is, sustainable holidays are available both in winter
and in summer.

Visitors can opt for diverse eco-friendly accommodation: chalets, hotels and B&B. The region has an
agreement with the tour operatoEcobnb

Regarding the mobility within the “pearls”, they have a wide range of sustainable options such as shuttle
services, ski buses, electric bikes, Segway and other innovative vehicles that allow travellers to experience a
stress-free holiday, in perfect freedom.

Alpine
\40/ IJ|:|earls

Holidays in Eco-Motion

3 Alpine Pearls O cial website.
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» Slovenia Green Destination — Silver 4

Bohinj was awarded the Slovenia Green Destination designation. The Green Scheme of Slovenian Tourism is
a tool and certi cation programme developed at the national level that brings together all e orts directed
towards the sustainable development of tourism in Slovenia, o ers tools to destinations and service

providers that enable them to evaluate and improve their sustainability endeavours and promotes these
endeavours through the SLOVENIA GREEN brand.

To obtain the Slovenia Green Destination label (Bronze/Silver/Gold), destinations must meet the Green
Destinations Standard criteria, while providers rst obtain/present one of internationally recognised labels
that are also veri ed by Slovenia Green in order to be granted Slovenia Green distinction.

Main goals of the Green Scheme of Slovenian Tourism:
- Brings together all e orts towards the sustainable development of tourism in Slovenia.

- O ers tools to destinations and service providers that enable them to evaluate and improve their
sustainability endeavours.

- Promotes these green endeavours through the Slovenia Green brand.

SLOVEN
GREEN

xﬁ%”

 Julian Alps — UNESCO Biosphere Reserve

In 2003, Bohinj Triglav National ParK became a UNESCO MAB Biosphere area. The biosphere reserve
consists of Triglav National Park and the surrounding region. In its core area and the bu er zone, there are
25 settlements with some 2,000 inhabitants. The transition area comes under three main municipalities
(Kobarid, Bled and Bohinj) and has 33,700 permanent inhabitants.

The fundamental role of the biosphere reserve is to reconcile the protection of the rich biological values and
landscape diversity with sustainable uses (agriculture, forestry, dairy farming, shing, water management,
cheese production, tourism).

The development role is implemented with local communities, associations and clubs. Possibilities include:
new jobs for local inhabitants, organic farming, sustainable forms of tourism, production and processing of
typical foods and crafts, establishing local associations to carry out programmes in forestry, wood processing,
transport, tourism, special crafts and organic farming.

4 Slovenia Tourism Board O cial website (I Feel Slovenia).
5 UNESCO.
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» European Destination of Excellence - Runner up °©

Thanks to being sustainability oriented and committed to preserving the environment, biodiversity and the
traditional way of life, Bohinj has been labelled a European Destinationcefl&xce (EDEN) nalist by the
European Commission.

EDEN is based on national competitions that take place annually and results in the section of a tourist
“destination of excellence” where each year is focused on a certain topic. In 2015, the edition was dedicated
to Tourism and local gastronomy.

Additionally, because its tourist infrastructure follows the trends of sustainable mobility, with minimum
impact on the natural environment and traditional agriculture. Additionally, there are numerous activities in
nature available in Bohinj and not under the in uence of mass tourism.

» Bohinj is leader in Responsible Tourism 7

Bohinj has a commitment, both due to legal obligations and international environment protection
conventions, to protect its environment and the way of life, also with the help of the Triglav National Park
Institute.

The mission of Turizem Bohinj as the main local tourism board is to guide tourist ow between the legacy of
its ancestors, heritage, scienti ¢ approaches to understanding the richness and diversity of the landscape
and the challenges of tourist attractions of Bohin;.

- Due to the sensitive natural environment and
m LT its fragility, the area of Julian Alps is the part
o N LS of Unesco's Man and Biosphere Programme.

Triglav National Park is the largest protected

A :
¢0 r-,‘heb natural area in Slovenia. Besides natural beauty,
@ /}, it = :
o the magnificent alpine world and exceptional

biodiversity, we and you - our guests - are part
of the park. Respect the code of conduct and
environment management.

In addition, Turizem Bohinj won the award in the category “Best in Responsible Tourism” at the International
Travel and Tourism Awards (ITTAS). These awards celebrate the success of national, regional and city tourism
boards and recognise outstanding private sector companies and individuals.

Finally, Bohinj also won a place among the 2019 Sustainable Destination Top 100 in recognition of its e orts
towards responsible tourism and distinctive appeal. This recognition is awarded by the Green Destinations
association littps://greendestinations.org/ ).

8 European Commission.
“Bohinj Triglav National Park (2019).
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» Top 10 regions Julian Alps, Slovenia by Lonely Planet Best Travel 2018
Lonely Planet listed Bohinj as one of the “best European destinations for family holidays” in 2018.

The judging process for inclusion in “Lonely Planet’'s Best in Travel” involves a community of writers, editors
and bloggers befa nal shortlisting by a panel of in-house travel experts.

During spring, the region explodes with colour, as Bohinj is famous in the horticultural world for its incredibly
diverse ecosystem. It is one of the best regions to see wild owers in Europe. It is also home to the
International Wild Flower Festival that takes place in May. Triglav National Park, one of the oldest national
parks in Europe, is renowned for its unique natural heritage with hikes that take visitors past sights including
the Peri¢nik Waterfall.

As part of Slovenia’s focus on responsible tourism, the region promotes environmentally friendly development
in order to protect the unique biodiversity. The region o ers natural beauty, breath-taking landscapes and a
rich cultural heritage that sets it apart as a must visit destination.

* From Bohinj

Bohinj has launched a brand caliedom Bohinjthat certi es the geographical origin and quality of products’
brand. These products and services feature the original skills of their ancestors and their imagination, which
is genuine and originates from their exceptional environment and tradition.

“From Bohinjfs a success story and it is constantly growing. Every year, more products are added to this
brand. These speak about who those behind the brand are, where they come from, and what skills and
specialties they have.

Traditional crafts have been present in Bohinj for centuries. The most well-known craft products are the
Gorjuse pipes (“fajfe”), needlework products and woollen products. Wood processing under the “From Bohinj”
brand combines the tradition and modern design, inspired by the past of Bohinj.

All products and services are certi ed according to strict standards and criteria by respecting traditional
values, local material, produce and ingredients. The Bohinj Quality Center monitors the development and
image of certi ed products, and provides constant professional help and support to local entrepreneurial
initiatives.

Research study on Slow Tourism international trends and innovations
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TOURISM AND SERVICES SECTOR

In Slovenia, many of the people involved in tourism understand the importance of their natural resources and
many have also become environmentalists. Both Bohinj and Bled have taken it upon themselves to prevent
the access of cars to the lakes and have set up measures to improve the collection of waste and their sewer
systems. They are now facing the reality of an increase in tourism development.

The Bohinj Tourist Association has represented Bohinj since 1947. This association strives to o er the best
tourist experience to all guests who visit the area. The association has 415 members who work towards

the best possible recognition of Bohinj in Slovenia and abroad. All e orts go into preserving and increasing
the number of private accommodation facilities in Bohinj, such as enhancing cooperation among the tourism
stakeholders and improving the tourist o er in Bohin;.

In the following years, Bohinj plans to invest all e orts and knowledge into the modernisation of advertising
and the provision of tourist accommodation, the organisation of events and the image of the tourist area. All
of this has been done in order to show their abilities to work as a creative, dynamic team, focused on modern
trends that will promote the development of tourism in Bohinj, as well as provide the best possible services to
members, employees and clients.

DRUSTVO

BOHIN] TRIGLAV NATIONAL PARK

LOGO AND CLAIM

SLOW TOURISM INFORMATION

Bohinj has a tourism structure based on sustainability and the preservation of the environment, which is
palpable in ve components:

1. Accommodation
2. Gastronomy

3. Activities

4. Transport

5. Bvents

Research study on Slow Tourism international trends and innovations
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ACCOMMODATION

Accommodation follows the trends of minimum impact on the natural environment (Slovenia’s Green Silver
Award 2019). Visitors can opt to stay in a hotel or to choose another type of accommodation, such as tourist
farms, campsites, mountain huts, etc. Some of the accomtiwodis also certi cated by “From Bohinj” label

As a member of selected Alpine Pearls destination, is sustainably oriented and committed to preserving
the environment, biodiversity and the traditional way of life. Its tourist infrastructure follows the trends of
sustainable mobility, with minimum impact on the natural environment and traditional agriculture. As the
holder of the Slovenia Green Silver award, Bohinj is a part of the scheme combining destinations that are
committed to sustainable tourism development.

There is a wide range of accommodations from di erent categories in Bohinj that have this certi cate:
- Alpine Chalets

- Alpine Homestead

- Apartment Bee House

- Bohinj Eco Hotel

- Hike and Bike Chalet

- Kristal Hotel

- Sunrose 7, Heritage Boutique Hotel

GASTRONOMY

The cuisine in Bohinj and its local ingredients are a must for a genuine experience of Bohinj. They invite
tourists to visit the inns that have théFrom Bohinjterti cate brand and taste the traditional food served in
a contemporary way.

A number of locally produced ingredients are added to traditional culinary products. From hemp, spelt,
buckwheat, aronia to chilli. Additionally, this destination also emphasizes the o er of fresh lake trout and
Arctic char.

In addition, all cheese producers who have receivedfhem Bohinjbrand can be visited in their shops and
farms, where the visitor can buy their products. Every Saturday, they all gather and sell their products at the
local market in Bohinjska Bistrica. In summer they are also available at other markets. Finally, some of them
also invite people to pastures, where local farmers o er home-made delicacies all summer long.

The following products and services are gastronomy initiatives certi edFaem Bohinjbrand:

» Guesthouse and Inn Reske: The house of top cuisine that o ers rich avours of dishes made from local
ingredients and wild plants.

* Mini Inn Strud’l: An alpine hut in the valley that o ers simple traditional dishes.

» Danica Inn: The friendly personnel o er Slovenian wine and visitors can choose from a variety of seasonal
dishes and can also enjoy the special ower dishes.

» Savica Alpine Logde: This logde o ers local products such as cheese dumplings and meats from Bohinj.

» Pr Prangalk dairy farm: This farm o ers various types of cheeses that have been awarded Slovenian
certi cates for premium quality products.

» Eco Cheese Farm: Mrs. Simona bakes superb potica, pies, biscuits and bread at Pr’ Tonejovc eco-dairy farm.

» Zupan Fish Farm: The Zupan family grows indigenous lake trout and Arctic char. They also produce
premium smoked trout and trout caviar.

8 Bohinj Triglav National Park (2020).
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» Karakter Distillery: A team of three young men from Bohinj, childhood friends, use their innovation and
modern approach to create premium spirits.

» Adoma Herbal Boutique: They pick herbs on Bohinj meadows and make tasty tea mixtures.

» Cerkovnik Beekeeping: This business makes excellent honey, pollen and propolis. Tourists can also visit the
study beehive, observe a beekeeper at his work or enjoy inhaling aerosols in the api-chamber and listening to
bees buzzing.

Finally, some of the gastronomy experience packages promoted in the o cial tourism website are:
» Floral Cuisine: Guided botanicatusions including ower lunch or dinner menus.

» Botanical Tours and Packages: Flower Power vacation, Wild Flowers Package, Walk with a Flower Basket
workshop, etc.

» Soriska Planina Culinary Package: It includes all-day ski pass and culinary delights.

» Taste Bohinj package: The package includes accommodation, dinners, cable-car ride, local schnapps tasting,
gift and Summer mobility card.

ACTIVITIES

Bohinj and its surroundings o er an extensive choice of experiences amidst landscapes: hiking, cycling and
mountain biking, water sports, shing, etc. After doing some of these, holidaymakers can relax and spend
time on well-being activities.

Moreover, the brantFrom Bohinjalso certi es tourism experiences that t with a Slow Tourism perspective:
INTERESTING FAMILY EXPERIENCES

» Evening torch walk

» Horse Tour Across the Seno eta Hill

» Walk to the Cows Ball

 Active experiences in the Countryside

» Treasures of Stara Fu ina

* Sock Knitting Workshop

» Traditional Bread Baking in a Ceramic Stove
SPORT EXPERIENCES

* Full Moon Walk on Mt. Vogel

» The Magni cent Voje Valley with E-Bikes

» Bike Tour: Top Trails of Bohinj

* Hike and Bike Adventure

» Magical Lake

 Riding across the Bohinj Alpine Pastures
CULINARY EXPERIENCES

» Schnapps Tasting

» Bohinj Chocolate Tasting

» Bohinj Corn (TurSca) — From Grain to ganci
BOHINJ WITH AN EXPERT

» Vogel 2000 years ago

» Ajdovski gradec — the oldest village in Bohinj
* Ancient Bohinj
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TRANSPORT

Green mobility is promoted through the Bohinj summer and winter mobility cards, which provides various
benets for users, such as giving them free public transport around Bohinj and free parking.

Visitors can walk, ride a bike, ride a horse or go on a hop-on hop-o0 bus to get around Triglav National Park and
the region.

« Julian Alp Card

The Julian Alp Card is intended to promote the use of environmentally friendly means of transport. Bus, train,
car-train as well as the excursion boat are only some of the possibilities, which are o ered to card holders, thus
contributing to the reduction of motor tra ¢ in Bohinj and environmentally friendly tourism.

The Card can be purchased by guests who are accommodated at Tourism Bohinj partner services providers and
who stay in Bohinj for at least two nights. The card is available from April 1st to October 31st. The card sales
points are Tourist Information centres and accommodation providers.

There are di erent prices according to the length of the stay and also a special price for children. By purchasing
the card for one adult, one child up to 14 years of age gets a free card.

In addition, for the winter period there is another card that provides similar o ers and services, that also
promotes green mobility in the area.

* Parks

There are four public transport lines from major car parks that will be available to access Lake Bohinj or the
Blato pasture, two of the main spots to visit in the area. Also, parking is allowed only on marked places in
Bohinj. Free parking is possible only with a card (that contains nominal information together with the vehicle’s
registration number). There is also some parking with blue zones that are car parks with time-limited.

e Bus

Another action that helps to promote green mobility are the advantages of using buses. For example, all routes
in the Bohinj Municipality are free and a 50% discount is applied on bus tickets for Bohinj-Ljubljana-Bohinj
routes (discount applies only if the entry or existing stations are located in the Bohinj Municipality).

An alternative option to move around is the hop-on hop-o bus to Pokljuka, the largest forest territory in

Triglav National Park, only located to 25 km from Lake Bohinj. This bus o ers free rides to all stops on route
from Lowe Bohinj Valley to Pokljuka and the opposite direction. In addition, there are two shuttle services from
other points that are also free. There is one that goes from Bohinj to SoriSka planina and the other goes from
Bled to Pokljuka.

If the visitor prefers to take the taxi, there is a small, licensed transfer company that provides trustworthy,
reliable and safe taxi services in Bohinj and its surroundings, and transfer to and from the airports and railway
stations nearby. The visitors with a card will have a 20% discount and this service is subject to prior order.

 Train and other options

Another free mobility option is the train transfer from Bohinjska Bistrica to all stops on the route to Nova
Gorina and Ljubljana (discount applied only for tickets, purchased at the Bohinj Bistrica railway station). The
Bohinj railway route is one of the most beautiful railways in the Alps and an exceptional technical achievement,
surrounded by the beauty of nature and connecting two di erent regions in Slovenia.

Research study on Slow Tourism international trends and innovations
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Passengers with personal vehicles can use car-train to get from Bohinjska Bristica to Podbrdo rapidly and
safely. With the card they will have a 5% discount. The card also gives 10% discount on the Steam train
rides and 20% to the Vogel Cable Car. In addition, the Panoramic Boat ride on lake Bohinj will also be free
with the car.

EVENTS

Below are some of the events with a Slow Tourism approach:

FESTIVALS & OTHER EVENTS

« International Wild Flower Festival (https://www.bohinj.si/ en/wild- ower-festival/)
The International Wild Flower Festival is another way to preserve nature and also promote others.

The festival will last for a fortnight and provide a wide array of events that have one thing in common — the
presen tation @ alpine owers in all kinds of environments in Bohinj (along with the waters, meadows, hills,
mountains).

What originally began as a small event to get to know the wild owers of the alpine region, has evolved

over the years and with the support of the national park, schools, associations and volunteers into a great

event around nature and owers. Numerous workshops, cultural events, a fairy-tale weekend for children,

an international conference, a colourful market and guided botanical excursions are just a few examples of

the program. In addition, there are numerous possibilities to get in touch with experts for ora and fauna,
photography courses and much more. Culinary Slovenian delights are also a must taste, even some restaurants
o er special dishes and menus based on alpine owers.

The purpose of this festival is to remind local people and visitors of the unique natural advantage of Bohinj as
a tourist destination in the sense of nature preservation and tourism. On the other hand, organisers wish to
develop more tourist-like products that are connected to Bohinj's natural and cultural heritage, Triglav National
Park and similar trends.

The people of the Bohinj area of Slovenia are rightly proud of their long alpine farming heritage and the high
quality of their environment. Wild Flowers continue to this day to play an important role in their local culture
and while farming methods are changing and young people are becoming less directly involved in managing
the land. There is a strong desire to promote and raise awareness of their unique natural and cultural heritage.

This year, due to the covid-19 situation the festival will move it to the digital dimension and will take place
from the 23rd of May to the 7th of June.

When — from May 23rd to June 7th

Typology — Nature, environment and sustainability

« Evening under the Linden Tree (https://www.bohinj.si/en/events/vaski-vecer-pod-lipo/)

This event o ers visitors to experience the true spirit of Bohinj with old customs, music and dance. It takes
place during summers on Monday’s night and the visitor has the opportunity to enjoy performances and
presentations of old customs, music and dances. All with free food and drink tastings from the region.

When - from July 7th to August 17th, 2020
Typology — Traditions
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« Ethno Weekend in Bohinj: Vasovanje (https://www.bohinj.si/en/events/ethno-weekend-
vasovanje/)

Traditional event that presents old customs in Bohinj that takes place every year in July. Consists on an event
called “Vasovanje”, which is the presentation of how boys used to climb up the ladder to their sweethearts and
were they try to win their hearts. The event is full of entertaining moment, presenting the traditional customs
that were quite common in the past.

When — July 24th and 25th, 2020
Typology — Traditions

« International Cheese and Wine Festival (https://tdbohinj.si/en/events/cheese-wine-festival/)

Bohinj has also been known for its cheese for many years. This is the reason why they dedicate a Festival to
its cheese.

The Festival includes:

- Diverse whole-day programme

- Cheese, dairy products and wine tasting

- Sale of cheese, dairy products and wine at stalls
- Specialities made from cheese

- Vocal groups and folk-dance group from Bohinj
- Children workshops

When — September 19th, 2020

Typology - Gastronomy

« Cows Ball in Bohinj (https://tdbohinj.si/enfevents/62nd-traditional-cows-ball/)

The Cows’ Ball is a legendary annual traditional event in Bohinj and a unique celebration of the cows’ return
from the pastures with herdsmen and herdswomen to the valley. For this occasion, the cows are decorated
with owers. They are accompanied by herdsmen and herdswomen, who bring herds of cattle and carry
“basenga” on their shoulders — everything they need to make cheese and other things they need for living on
pastures.

This tradition has been celebrated for more than 60 years. In the past, farmers, as a habit, welcomed the
herdsmen and herdswomen because this occasion at the end of summer swiftly became known to all people
of Bohinj, it soon turned into an event or celebration for the entire valley.

When — September 20th, 2020
Typology — Nature and traditions

Note: Some information may vary due to COVID-19.
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Fethiye

Fethiye is a good example of a slow tourism destination because of its commitment to involve local
communities in the tourism industry. The Taste of Fethiye project helps to prove the success of
connecting local farming communities to hoteliers and wholesalers in the tourism sector, creating a
win-win situation for consumers and producers.

GENERAL INFORMATION

PLACE AND LOCATION rF ;}-" 14 :;;\;__ s [
Fethiye is a Mediterranean coastal town and district located b o ':;,T_- 4‘,3 ;,1
in southwestern Turkey. Fethiye is a holiday destination with : R T H
nature and historical sites. The seaside location is characterized 7 resn n

by the colour turquoise which is found in all beaches and islands
of the Aegean region.

RIS

Google Maps

POPULATION AND DEMOGRAPHICS
The population of Fethiye District was 162.686 according to the 2019 census.

15-64 years 0-14 years

10.3% 19.9%

65+ years

69.8%

DISTANCE FROM THE MAIN CITY

The nearest cities and towns are:

+ Yanklar — 10,5 km + Faralya—28,5 km
« Oliideniz — 12,4 km  Antalya — 204 km
* Buttery Valley — 23,4 km * Esmirna — 334 km

¢ Gocek — 27 km

! Source: State Institute of Statistics, Republic of Turkey (web).
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HOW TO GET THERE
Fethiye is accessible by bus, car, boat and airplane.
* Bus

Fethiye has a direct connection to many cities in the country including Istanbul, Marmaris, Bodrum, Antalya
and lzmir.

e Car

Fethiye is very well connected by land, having both highway and mountain routes in good conditions.

* Boat

Private cruise companies operate non-scheduled services to Marmaris and along the peninsula to Antalya.
There are also catamarans from Rhodes (Greece) which run during the tourist season (from April to October).
* Plane

Dalaman (the nearest airport) is 6 km away from Fethiye. Therscireduled ights to many airports in

Turkey and abroad as well as charter ights to some airports abroad. It is possible to use a private transfer,
taxi or Mugla Municipality public transportation for transfers from Dalaman Airport to Fethiye. Antalya airport
is 208 km away from Fethiye.

NUMBER OF VISITORS / TOURISTS

Fethiye hosted a total of 24.968 tourists in 2019 according to the Republic of Turkey Ministry of Culture and
Tourism’s 2019 Border Statistic Annual Bulletin.

MAIN ATTRACTIONS
Below is a list of the main tourist attractions:
« Oliideniz

With its sheltered and calm waters, Oludeniz and the adjoining BelBeach combine the white foams of
the Mediterranean with the greenery of the pine trees. 15 km from the Fethiye city centre are the world-
renowned Oliideniz Kumburnu National Park and the B&l®each, located at the skirts of Babaglahich
deserves the right of being a “world heritage” with its rich ora and suitability for paragliding.

« Kayajoy

The Kaya Village is a signi cant settlement dating back to the time of antique Karmylassos where

various cultures blended, lived together and migrated. On the slopes are stone houses built in the typical
Mediterranean architectural style, are preserved as a prominent sample of the cultural mosaics in Anatolia and
are presently being re-evaluated with a contemporary tourism concept.

* Saklikent

Sakl kent Canyon is a unique natural wonder 50 km away from Fethiye. The Canyon is 200 metres deep and
18 km long, shaped up by waters owing down from the mountains for thousands of years, abrading the
rocks.
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» Paspatur

Paspatur, one of the oldest settlements in Fethiye, is characterised by wooden orieled houses. This is a
visiting point of thousands of tourists with shopping opportunities, bars and restaurants. There is a famous
myth that whoever drinks water of Paspatur cannot leave Fethiye.

* Beaches

Fethiye has a large variety of beaches: Oliideniz and Kidrak beaches with their white sand; round pebbles and
crystal water at Belcegiz Point, Calis Beach with its never-ending sea breeze.

¢ 12 Islands

The 12 islands lining the west and northwest Gulf of Fethiye are among the most popular boat tour routes.
Generally, the boats are anchored at Gobun (Magarali) Bay, Cleopatra Bath, Tersana Island, Yassicalar and
Kizilada.

 Yaka Koyl

Yaka Village is a popular stop of Saklikent tours with its natural beauty, ancient city of Tlos and famous
restaurants settled next to cold spring wat owing through centenarian plane trees.

« Pamukkale Hierapolis

The Travertines of Pamukkale (Cotton Palace) created by calcite-laden waters and the ancient city Hieropolis
are day trip excursions from Fethiye. The ruins of ancient city Hieropolis are from the early Christianity period
and listed as a UNESCO World Heritage Site.

In addition, there are several ancient cities and historical sites in Fethiye and its surroundings:
e Tlos

* Pinara

» Xsantos

* Letoon

» Patara

« Cadianda

 Oinoanda

* Araska

 Sidyma

OFFICIAL TOURISM WEBSITE

There are two main tourism websites about Fethiye:
Fethiye Chamber of Commerce and Industry & Fethiye Municipeélpy/feelfethiye.com/

FETAV — Fethiye Tourism Promotion Cultural Environment and Education Fourtdftidmww.fetav.
com/en/
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ADDITIONAL INFORMATION

DISTINCTIONS AND STRATEGIES
* Taste of Fethiye label?

Taste of Fethiyewas a ve-year project conducted by The Travel Foundation, which was o cially handed

over in 2016 to FETAV (Fethiye’s tourism, promotion, environment and cultural NGO) and provides a replicable
model for successfully connecting Fethiye’s local farming communities to the hoteliers and wholesalers in its
thriving tourism sector.

Travel Foundation'$aste of Fethiyeproject aimed to integrate small, local producers into the larger,
mainstream tourism supply chain by working with farmers, wholesalers and hotels. Its goal was to work
with the existing tourism market with an initial focus on bene ting local farmers and safeguarding the
environment, proving that fresh fruit and vegetables could be sourced locally in a commercially viable way.

One of the reasons why this project succeeded and nowadays is still active is due to the partners involved.
The strategy and funding partners were TUIK UK and Ireland, Thomas Cook and The Co-operative Travel,
the supporting partners were di erent Turkish organisations in Fethiye such as FETAV, Fethiye Hoteliers
Association (FETOB), Fethiye Chamber of Commerce, Fethiye Chamber of Agriculture, among others. And
nally, the implementation partners were 40 local farmers across ve villages and Fethiye hotels.

anGe

eve

p>
STE OF FEX

The project consisted of:

« Capacity building with farmers

Focusing on ve villages, they made 750 farms visits to improve farming practices and o er guidance on
collaboration, marketing and hotel supply needs as well as disseminating 3.000 copies of the Sustainable
Agriculture Guidelines to farmer families.

« Creating a local supply chain

Working with local wholesalers, the Travel Foundation established production agreements with farmers and
purchasing agreements with hotels.

« Branding and promotion

In collaboration with project stakeholders, they developed a Taste of Fethiye logo to allow hotels to verify the
local origins of the produce and promote it to customers.

« Supporting local traditions, creating food experiences

Tour operator resort teams and hotel sta put on “Local Food Nights” for guests in order to promote the brand
Taste of Fethiye as well as craft and food fair which not only gave tourists the chance to buy directly from
producers, but also promoted the region’s culture and traditions.

2 Source: Case Study — Taste of Fethiye Integrating local farmers into the tourism supply chain (The Travel Foundation).
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* Extending bends to the wider community

The project also encouraged tourists to explore, and spend money in rural communities of the Fethiye region.
The Travel Foundation developed and disseminated food-themed self-guided driving tours (booklets and a
mobile app) to encourage tourists to explore the rural area and spend locally.

In addition, Taste of Fethiye is an example of linking tourism with local food production. As a result, the project
was a nalist in the UNWTO Ulysses Awards for Innovation in Tourism in 2015.

Regarding the project’s bene ts, they highlighted:

» Local economic bene ts

The combination of better farming practices and improved market linkages created economic bene ts for
farmers. They increased their income both by reducing input costs and increasing yield per acre by 30% each
(on average).

* Local market linkages

This project proves that it is commercially viable for local small-scale farmers to supply reliable, high quality,
competitively priced fresh fruit and vegetables to the tourism industry.

» Environmental resources protection

Buying “local” reduces food miles and associated CO2 emissions, and helps some hotels to meet sustainability
certi cation requirements. For example, the levels of pesticides and arti cial fertilisers used were dramatically
reduced.

To sum up, the following facts show the success of Taste of Fethiye:
* 24 hotels have bought Taste of Fethiye local produce.

» Farmers have increased their revenue by 24% and total revenue from fruit and vegetable sales have
exceeded $1M.

» Approximately 200.000 tourists have enjoyed Taste of Fethiye produce across the ve years of the project,
and ultimately customers were more satis ed.

» 71% of farmers contended that Taste of Fethiye branding helped them achieve better sales and pro ts.

* 62% of surveyed tourists felt more positive towards their hotel knowing its purchases of locally grown,
sustainable products.

* 93% of farmers stated they were more aware of the environmental hazards that pesticide, fertilizer and
waste containers can cause and had made changes in how they disposed of waste chemical containers in
order to decrease pollution levels.

« All farmers said there had been an improvement in quality or yield after being involved in the project.

» 95% of farmers stated that they would keep doing business with Taste of Fethiye wholesalers in the future.
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LOGO AND CLAIM

Fethive Turizm Tanitim Egitim KOltlr ve Cevre Vakfi

Fethiye ¢cTav

SLOW TOURISM INFORMATION

ACCOMMODATION

Fethiye mainly has hotels and resorts and also some options of slow accommodations. Additionally, some
small properties can be considered a slow accommodation options. Other types of properties can be
considered as such, provided that these are committed to sustainability and local development standards,
For instance, in Fethiye there are properties considered green accommodations and eco-resorts by Travelife
initiative, a program that measures the property’s impact on the following aspects: environment, community,

”

cultural-heritage and local economy. In addition, several properties were part of the project “Taste of Fethiye”.

Below is a list of accommodations that can be featured because their approach to management, style or
services are considered interesting from the perspective of Slow Tourism.

* Yonca Lodgehttps://www.yoncalodge.com/en/ )

Yonca Lodge is a small hotel built on a large fruit garden overlooking the beautiful islands and bays of

the Mediterranean. The hotel entices guests with its natural surroundings design whedtg¢he local
environment and culture. In addition, Yonca Lodge is one of the rst ecologically conscious businesses in
the Fethiye tourism industry. Having participated in ecological projects such as TaTuTa (from-tte/Bu
Association) for the last 10 years, Yonca Lodge continues its dedication to lessening the impact of tourism
on Fethiye’s environment.

« Yuva Eco Holidays Centiatps://www.ecofaralya.com/ )

This property o ers a perfect accommodation for yoga holidays, retreats, personal development workshops
and hiking vacations. Yuva’s facilities are built and supported in an eco-conscious way and their meals are
locally sourced and home-cooked based on vegetarian and vegan Turkish cuisine. They encourage guests to
connect with nature practising yoga, hiking, meditation or readings.

« Letoonia Club-Hotehttps://en.letoonia.com/ )

Letoonia Resorts are committed to the protection of the ecosystem, biodiversity, cultural values and
supporting local producers in the region. This accommodation is a member of Travelife, a consultancy,
supervision, and certi cation organization for sustainable tourism businesses and green hotels around the
world. All the hotels accomplish the Travelife Sustainability System (TSS) standards and sustainable criteria.
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* Babakamp Eco Ranch and Retrdutys://www.babakamp.com/ )

Babakamp is named after Babag@ne of the 100 mountains that the World Cultural Heritage Foundation
advocates that needs to be protected. It is a property with 12 bungalows and di erent facilities for guests to
relax and connect with nature through activities such as hiking, paragliding, and more.

This property is committed to sustainable criteria; in order to minimize its carbon footprint, the water is
supplied from a mountain source and electricity is supplied by wind and solar energy. All meals are prepared
with organic food from their garden and barn from small farmers in the region. They value the clean and cool
forest air and living in harmony and balance with nature.

« Hillside Beach Clubtfps://hillsidebeachclub.com/en )

Hillside Beach Club is a holiday club set on a private bay amidst pine trees respecting its natural surroundings.
Also a member of Travelife, it behaves as a tourism establishment that sees guest and employee satisfaction
equal. With social responsibility awareness, the property adopts an environmentally friendly approach.

They base their management on sustainable tourism in order to leave a viable environment for the next
generation, using natural resources e ciently while keeping up products and services.

GASTRONOMY

The cuisine in Fethiye is varied and rich, composed of fresh, local produce and seafood. An example of a
culinary experience is visiting the Fish Market in Fethiye, wher@rssiin nd not only food but also live

the local life, by enjoying traditional music while walking, and even buying local products. It is a typical Turkish
hidden square bursting with music and the smell of fresh seafood. Also, the visitor can nd Raki, a Turkish
alcoholic beverage that it is part of their culture together with other products such as meze and ezine cheese.

Finally, thanks to the projecTéaste of Fethiy€ local products from farms are adding value in the tourism
industry. As mentioned, this project is an example of linking tourism with local food production, a win-win
situation where all tourists, producers and accommodation properties and restaurants are putting Fethiye
and its local products on the map.

ACTIVITIES

Slow Tourism activities that allow the visitor to explore and enjoy the area are horse riding, hiking, trekking
and diving.

TRANSPORT

To move around the area, the options that encourage visitors not to travel by private car are:

* Minibus Lines

There are minibus services from Fethiye to Oludeniz, Faralya, Kabak, Kayakoy, Saklikent, Tlos, Uzumlu and all
other Fethiye Villages.

* Bus Lines

Fethiye Municipality provides bus services to Calis, Karagedik, Catalarik, Patlangic, Tasyaka and Zincirli Kavak
directions.

* Sea Lines

During seasonal times scheduled boat transportation to Calis and Knight Island is provided by Municipality
Marina.
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EVENTS

When it comes to Slow Tourism events which enable a better understanding of the traditions and cultural
heritage of the area, every summer Fethiye hosts the “Classical Music Festival”.

« Classical Music Festivalttp:/feelfethiye.com/classical-music-fesival/ )

The Classical Music Festival serves as a forum for classical music performances and also as a celebration of
the late Benyamin S6nmez, a highly talented Turkish cellist born in Germany to Turkish parents that spent his
summers in Fethiye.

The festival is a free event organized by Benyamin Sénmez’s family and according to them it is a very
touching and emotional festival that encourages people (both local and visitors) to share in the serene
musical experience, honouring Benyamin. The concerts are played in various locations all around Fethiye.

When — Mid-September
Typology — Music

Note: Some information may vary due to COVID-19.
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Isle of Wight

The Isle of Wight has promoted itself as a Slow Destination since it has all the ingredients to be
one. Its strategy is based on sustainable and Slow Tourism criteria from its accommodations, to the
activities proposed and events celebrated. Finally, they count with a Slow Tourism guide and its
claim involves the term slow: Slow Wight.

GENERAL INFORMATION

PLACE AND LOCATION _ 5 ; o

The Isle of Wight is an insular county on the southe " o
coast of England, opposite the cities of Southampto

and Portsmouth. It is in the English Channel, betwe *

two to ve miles o the coast of Hampshire, and P
across the Solerit The island has resorts that have = "~ e 17
been holiday destinations since Victorian times. It SN
is known for its mild climate, coastal scenery, and g e | P
verdant landscape of elds, downland and chines "

Google Maps

POPULATION AND DEMOGRAPHICS

The population of the Isle of Wight was 141,538 according to the 2018 census.
* Average age was 46,2 years (2018).

« Population density: 372 residents per square kilometre (2018).

¢ Population has grown by 5,7% since 2002 (2018).

« Population average age increased by 2,9 years in the same period (2018).

* There were 2,26 residents per household (2011).

DISTANCE FROM THE MAIN CITY

* Bournemouth: 45 min — 55 km
* Bristol: 1hr 45 min — 212 km

* Oxford: 1hr 20 min — 157 km

* London: 1hr 40 min — 145 km

* Channel between the Isle of Wight and the mainland of South England.
2 ONS, Isle of Wight Council and Plumplot.co.uk.
3 Isle of Wight O cial Tourism Website.
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HOW TO GET THERE

Visitors can only reach the island by ferry. To do so, they need to get to Southampton, Lymington and
Portsmouth.

These towns can be reached by train, coach and air.
e Train

There are excellent rail connections to all the major ferry ports, providing fast access to the Isle of Wight from
across the UK.

¢ Coach

The bus stations at Portsmouth and Southampton are both a short distance from the adjoining passenger
ferries, allowing coach travel from any connecting destinations.

There are also “all in one” tickets available, which include coach rides to the port, ferry and connecting bus
service once you arrive at the Island.

« Air connection

It is also possible to reach the area via airplane either from major London airports: Heathrow and Gatwick.
There are alscegional ights available into Bournemouth and Southampton, which will give shorter
connection times to the Island.

NUMBER OF VISITORS / TOURISTS

Total visitors in 2019 — 2.222.256

Total visitor expenditure Avg. expenditure per head per trip
Day visitors £22.1 million £29.00
Overnight visitors £253.7 million £181.13
All visitors £275.8 million £127.50

Data breakdown by quarter of 2019:
* Q1 (Jan 1st to Mar 31st)

* The Isle of Wight attracted 321,009 visitors in Q1 who spent a total of £28.1m. Visitor spend was down
by 6% year-on-year.

* 57% of visitors came from South-Eastern counties, including London, with 31% travelling from
elsewhere in the UK. Only 2% were overseas visitors.

* There were 543,202 overnights in the Island, of which 57% were spent in commercial accommodation
(308,873). The average length of stay was 3.36 nights.

« Cars (private vehicles) main means of transport on the island (55%), followed by walking (11%), bus/train
(9%), and coach (4%).

« Overall, 34% visited one of the Islands visitor attractions during Q1 2019, including 40% of staying
visitors and 17% of day visitors.

* The average expenditure per head and day trip was £24.40, while the expenditure per head of overnight
visitors was £146.48.

4lsle of Wight O cial Tourism Website.
5 Visit Wight Pro.
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* Q2 (Apr 1st to Jun 30th)

* The Isle of Wight attracted 623,592 visitors in Q2, with a total expenditure of £78.7m. This is 19% less
than Q2 in 2018. It meant however, an increase of 1% of the total for the previous twelve months.

* 64% of visitors came from South-Eastern counties, including London, with 29% travelling from
elsewhere in the UK and 7% visiting from overseas.

» There were 1,640,082 overnights in the Island in this quarter, 64% of which were spent in commercial
accommodation (1,048,772). The average length of stay was 3.97 nights.

» Cars (private vehicles) are the main means of transport on the island (52%), followed by walking (11%),
bus/train (11%), and coach (11%).

* Overall, 46% visited one of the Island’s visitor attractions during Q2 2019, including 52% of staying
visitors and 34% of day visitors.

 The average expenditure per head and day trip was £24.30, while the expenditure per head of overnight
visitors was £198.20.

* Q3 (Jul 1st to Sep 30th)

* The Isle of Wight attracted 884,275 visitors in Q3, who spent a total of £142.2m. Although visitor
numbers were down by 3% year-on-year, visitor spend was up by 2% compared with the same period in
2018.

* Q4 (Oct 1st to Dec 31st)

* The Isle of Wight attracted 393.380 visitors in Q4, who spent a total of £37.1m. Visitor spend was
down 7% compared with the same period in 2018, however.

* 65% of visitors came from South-Eastern counties, including London, with 33% travelling from
elsewhere in the UK and 3% visiting from overseas.

 There were 875,035 overnights in the Island during Q4 2019 of which 56% were spent in commercial
accommodation (489,280). The average length of stay was 3.35 nights.

« Cars (private vehicles) are the main means of transport (61%), followed by walking (8%), bus/train (8%),
and coach (4%).

* Overall, 28% visited one of the Island’s visitor attractions during Q4 2019, including 31% of staying
visitors and 17% of day visitors.

» The average expenditure per head and day trip was £45.85 and the expenditure per head of overnight
visitors was £343.17.

Main purpose for visiting the Isle of Wight:

Proportion of visitor trips by purpose

Other purpose day trips: 3.1% 7 Short breaks and
Other purpose overnight trips: 25 % =—, | holidays accounted for
Business related overnight trip; 2.4 % 1 45% of all trip purposes
in 2019 (42% in 2018)

Day trips whilst on holiday. 23 %
VFR day trips: 1.1 %

Business related day trips: 2.0 % ——— Short break/holiday; 44.7 %

A
Davy trips from homae: 13.4 9% -

WFR overnight trig: 15.4 %
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MAIN ATTRACTIONS

The following is a list of some of the main tourist attractions of the Isle of Wight:

Attraction name Typology Towns
Amazon World Zoo Arreton
Brading Roman Villa Museum — Historic House Brading
Carisbrooke Castle Castle — English Heritage Carisbrooke
Dinosaur Isle Museum Sandown

Isle of Wight Steam

Heritage Railwail

Samallbrook — Havenstreet

Railway
Isle of Wight Zoo Zoo Sandown
The Needles Nature landmark Alum Bay
Osborne House Museum & Historical House East Cowes
Quarr Abbey Monastery Wootton
Shanklin Chine Accessible Open Space Shanklin

OFFICIAL TOURISM WEBSITE

Visit Isle of Wight Ltdhttps://www.visitisleofwight.co.uk/
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ADDITIONAL INFORMATION

DISTINCTIONS AND STRATEGIES
« UNESCO Biosphere Reserve

In 2019, the Isle of Wight was crowned a UNESCO Biosphere Reserve, making it the seventh UK destination
to be awarded this special status. This designation recognises the island as one of the best areas in the world
for managing landscapes, where human impact does not detract from the natural beauty or the wildlife. This
Reserve status covers the entire island, plus the Solent — the strait that separates the island from mainland
England.

The Isle of Wight has a strong tradition of environmental action with numerous projects and initiatives
promoting environmental education and awareness, increased community engagement, and healthier
lifestyles and diets. The island is also developing eco-tourism; it works with universities and institutions to
foster environmental innovation and attract new investment. Besides, local authorities are also testing new
measures for climate change mitigation and adaptation.

« Visit Isle of Wight

The tourist board for the island is called “Visit Isle of Wight". It is a not-forgmganisation. It is the

Destination Management Organisation for the Isle of Wight. As a public-private partnership led by the private
sector, it consists of over 1,200 companies that work together to jointly promote the island. This organisation
includes and railway operators, the local bus company, and tourism providers. The so-called Wight BID, a
district levy fund for business improvement, provides the necessary funding for the venture.

» Sustainable Travel 8

The Department for Transport's Access Fund makes it possible to work with a range of partners to make
it easier for visitors to enjoy a car-free holiday. The Isle of Wight council carries out di erent actions and
initiatives to position the island as a destination concerned with sustainability.

- Green Star Scheme

A Green Star business inspires visitors to choose sustainable transport options; not only because of the
resounding environmental bene ts but also to facilitate discovering stunning scenery, hidden gems and
local points of interest.

The idea is that a holiday in the Isle of Wight will feel much more like an adventure if the visitor leaves
their car at home and get close to nature.

There are three types of Green Star: bronze, silver and gold. Each one plays its part in making it that bit
easier for the visitor when travelling to and around the Island more sustainably. Gold members go above
and beyond, perhaps by providing a bike maintenance station, an electric vehicle charging point or even a
nancial discount to visitors travelling on foot.

Businesses that are part of Visit Isle of Wight's Green Star scheme perfectly compliment the ethos of the
Slow Travel Guide to the Isle of Wight.

"UNESCO and Independent (Isle of Wight awarded UNESCO Biosphere Reserve status).
8 Visit Wight Pro (Sustainable Travel on the Isle of Wight).
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- Southern Vectis key card scheme

Accommodation providers who achieve at least silver level of the Green Star scheme may be eligible to join
the Southern Vectis key card scheme.

Members of the key card scheme will be able to o er selected guests free bus travel to show them just how
easy it is to travel around the Island without their own four wheels. The key cards are pre-loaded with credit
and are free of charge to accommaodation providers and their guests.

- Travel Ambassadors

Another action to encourage visitors to be more conscious about sustainability is the Travel Ambassadors
initiative. Travel Ambassadors are the volunteers out in the community who help the Isle of Wight council
to encourage visitors to give their car a break by using public transport or by walking or cycling. The Isle

of Wight has a reliable bus network and a fantastic range of footpaths and cycle routes for visitors to
explore. The Travel Ambassadors help to reinforce the message that the Isle of Wight is a fantastic car-free
destination.

Travel Ambassadors are mostly based at the Island’s ferry terminals, train stations and other locations where
visitors may seek information about how they can travel around the island.

- Familiarisation trips

Familiarisation trips and training opportunities are generally available between September and May so that
owners can focus on running their business during the peak season. The Council regularly partners up with
tourist attractions and transport providers across the Island to o er group bike rides, guided walks, bus and
rail journeys. These opportunities help business owners to ensure they are fully equipped to provide guests
and customers quality information about sustainable travel on the Island.

- Slow Travel Guide

The Isle of Wight sports its own Slow Travel Guide. This new, digital Slow Travel Guide to the Isle of Wight
is a collection of eight routes around the Island that can be explored by bus, bike or on foot. The idea is for
the guide to suggest hints and pointers to explore the Island. It's an opportunity to discover hidden gems
and less- known places of interest: from overlooked archaeology and habitat to bustling village shops and
Victorian churches and churchyards, all with an interesting story to tell.

According to this guide, Slow travel is more of a mindset than an actual travel methodology. It is about
unhurried adventures; stopping in an area and exploring it; taking time to experience a destination and its
culture fully. It is about discovery and being open to enjoying travel in a di erent more leisurely way.

Also, this guide introduces not only routes but also local workshops and activities. Walking, cycling or taking
the bus or train around the Island will enable the visitors to slow down and explore many of the less known
but still charming spots. Visitors may discover hidden beaches, nature reserves and tightly knit communities,
where artists and other creative characters thrive. They will also really get under the skin of the Island and
learn new things about favourite spots. Finally, travellers will encounter many local food producers who

grow a wide variety of mouth-watering types of bread, cheese, fruit and much more.

The guide makes recommendations for accommaodation for visitors interested in staying in a Slow
accommodation. Some of these establishments are mentioned in the section “Slow Accommodation” below.

The guide has a dedicated website where the visitor can download content for in-depth exploration:
https://slowwighttravelguide.co.uk/

In addition, dedicated social networks accounts use and promote a hashtag around the “Slow Movement”
(#slowwighttravel). Visitors are encouraged to use the hashtag to help reinforce the “Slow character” of the
island as a tourist destination.

9 Slow Wight Travel Guide website.
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TOURISM AND SERVICES SECTOR

Tourism remains the mosigni cant industry in the island; and most towns and villages provide hotels,
hostels and camping sites. The island’s economic, environmental and social well-being is strongly in uenced
by how the tourism industry operates.

According to the Tourism Development Plan issued by Isle of Wight Council, Tourism accounts for over half a
billion pounds of the island’s economy. It currently generates £360 million in direct tourist expenditure, £25
million from visiting yachts and a further £150 million through the multiplier e ect on suppliers and income
induced spending. It also supports over 20% of jobs. It is generally agreed that the industry can have long-
term sustainable growth. The Plan o ers the 2020 vision for Tourism and expected the overall contribution

to the island to increase by over 40%, subject to the industry adapting to the changing market and customer
needs!?

LOGO AND CLAIM

Isle of

Wight

Slow Wight.
Discover the Isle of Wight's hidden
places and locals' favourites.

Slow Wight.

e g

P
ok .“!.'.lu"n' Jih

Slow down and see more.

0 The consequences of the covid-19 outbreak will have a negative impact on the local industry. The overall value, however,
will remain intact.
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SLOW TOURISM INFORMATION

ACCOMMODATION

The Isle of Wight o ers an extensive choice of establishmentstthdahe Slow Tourism criteria: from

charming traditional seaside hotels to quality B&B accommodation; from stunning self-catering properties to
family-friendly facilities located in holiday parks and campsites. Many of the Slow Accommodation o erings
also double up as farm stays.

Some examples are listed below:

* Bed & Breakfast (B&B)

The island has di erent types of Bed and Breakfast establishments to suit all tastes and budgets. Often
located in scenic areas, these B&B encourage travellers to go biking or walking to enjoy their holiday actively
in a home atmosphere.

Guesthouses, country inns and farmhouse cottages o er unique features. Many Isle of Wight B&B's are
family-run. Visitors will soon realise that many of the Island’s nest country houses and villas have been
converted into welcoming B&B.

 St. Maur

https://www.visitisleofwight.co.uk/accommodation/st-maur-p137481

» Kingsmede Bed & Breakfast
https:/iwww.visitisleofwight.co.uk/accommodation/kingsmede-bed-and-breakfast-p1055891
* Brooke House Shanklin

https://www.visitisleofwight.co.uk/accommodation/brooke-house-shanklin-p146661

* Holiday Cottages

There are holiday cottages scattered across the island, both on the coast and inland. For many, a traditional
cottage in a picturesque location epitomises the perfect break on the Isle of Wight. Many of these
establishments are located in secluded, rural areas, often as part of working or former farms. Some of them
are even charming conversions of historic and former working buildings, allowing visitors to “step back in
time”. It is recommended that visitors check beforehand whether the establishment is pet-friendly.

Some of the holiday cottages:
 Dairyman’s Cottage
https://www.visitisleofwight.co.uk/accommodation/dairymans-cottage-p1019951
* Pavilion Cottage at Osborne
https://www.visitisleofwight.co.uk/accommodation/pavilion-cottage-osborne-p1130281
* Nettlecombe Farm

https://www.visitisleofwight.co.uk/accommodation/nettlecombe-farm-p149951
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» Campsites

Camping is one of the best ways to experience the island.drssitan nd a large number of sites to choose
from. With over half of the island designated as an Area of Outstanding Natural Beauty, the Isle of Wight is
an ideal place to get close to nature. Sites in the countryside are an excellent option for visitors looking for
quiet relaxation. These sites tend to be in the vicinity of footpaths leading through elds, farms and woods.
Besides, some campsites have shing lakes or adjoin farms.

Some of the campsites:
» Tom’s Eco Lodge
https://www.visitisleofwight.co.uk/accommodation/toms-eco-lodge-p1018141
» Grange Farm Brighstone Bay
https://www.visitisleofwight.co.uk/accommodation/grange-farm-brighstone-bay-p208051
» Glamping the Wight Way
https://www.visitisleofwight.co.uk/accommodation/glamping-the-wight-way-p1409101

GASTRONOMY

Local produce re ects the island’s unique and contrasting landscape and coastline. Visitors can nd a diverse
selection of locally produced ingredients and enjoy the authentic taste of the island. The benign climate
ensures that the Isle of Wight is home to a huge variety of local produce: fresh catch-of-the-day; locally
brewed beer, wine and cider, organic fruit and vegetables, and delicious locally-made ice cream and desserts.

The varied gastronomy of the island can be sampled in pubs and bistros, restaurants and cafes. Many
establishments also maintain the traditional Afternoon Tea as a historical custom.

The Isle of Wight has a guide for foodies. It is called “Taste of the Wight” and is the island’s free local guide to
food and drink. Now in its sixth edition, it has cemented a reputation as the leading, independent companion
for eating out in the island. The guide provides information about all the restaurants, bars, local producers and
farm shops. It encourages the so-called “Stay Local and Eat Local” movement.

Some gastronomy and foodie experiences that visitors can enjoy in the isle are:

* “The Garlic Farm’s” array of activities: plant your own bulb, create some tasty garlic bread or even attend a
cookery workshop.

* “The Wight Garlic Festival”: a show about food and entertainment including a vast array of eats, sights and
sounds to suit all tastes and ages.

* Visits to local producers’ shops and farms:
» Briddlesford Farm: local products such as cheese, milk, butter and veal.

» Farmer Jack’s: a local farm shop that o ers a huge range of fresh farm vegetables including local Isle of
Wight tomatoes.

» House of Chilli: a whole range of chilli products.
» Green Barn: specialising in goat’s cheese and fudge.

» Brownriggs: poultry experts selling Christmas turkeys, chickens and eggs.

Research study on Slow Tourism international trends and innovations



42|

CHAPTER 4:Destinations with Slow Tourism o er

ACTIVITIES

These are some of the Slow Tourism Activities that can be carried out in the Isle of Wight: are:
* Slow Adventure activities

Mountain biking and sea kayaking. The island is a great playground, boasting a hugely varied landscape just
waiting to be explored: from dunes perfect for Segway riding to coastal caves surrounded by clear waters.

» Kayaking

* Tree Climbing

» Segway Rides

* Mountain Bike Adventure
* Bird watching

Over 200 species are recorded every year. From sea cli -nesting guillemots to forest-dwelling nightjars, there
is something special to see in every season of the year.

* Cycling

The Isle of Wight celebrates its highly reputed status as one of the top cycling destinations in the world. The
island is not only home to some of the UK’s best scenery, but it also has around 200 miles of cycle tracks,
byways and bridleways to explore.

The full “Round the Island cycle route” is popular with keen cyclists and covers 65 miles. There are several
ways in which the route can be shortened or split over a few days.

* Fishing

The Isle of Wight is an optimal destinatiar fshing lovers. Nearly all the sea and freshwater species

that can be found in British waters are represented on the island’s record lists. Fishing enthusiasts will nd
di erent establishments where all the necessary gear can be rented, including the possibility to enlist in
charter trips to the sea. Lake or pier/shore shing tuition also available.

* Horse riding

The Isle of Wight o ers hundreds of bridleways, peaceful country lanes and open sandy beaches for horse
riding, and sports a full range of practical horse-riding skills. Visitors can bring their horse if they so wish.
They can join in guided, regular rides departing from stables all over the island. The choices are multiple: from
cantering over the sands by the sea to trotting down quiet country lanes under dappled light. Lessons are
also available for children and complete beginners. More advanced riders can take courses in dressage.

* Sailing and water sports

The Solent stretches 20 miles long and is one of the busiest stretches of water in the world, serving as a
major shipping lane, as well as a hub for water sports.

The most famous nautical town on the island, Cowes, is the mecca for all-things-sailing and is home to
the Royal Yacht Squadron (founded in 1815). Known the world over for its racing heritage, the very rst
America’s Cup was held here in 1851. This is still the biggest race of the international nautical calendar to
this day.
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The main water sports the visitors can practice on the beaches of the isle of Wight are:
 Kayaking and Stand up paddleboarding
« Surf and bodyboarding
» Windsur ng and kitesur ng

» Walking

The Isle of Wight is a true walker’s paradise as it is easy to get around on foot. As one of the UK’s most
beautiful places to enjoy life outdoors, the island welcomes thousands of walkers every year. Visitors enjoy
exploring the 68-mile-long coastal path and a criss-cross network of footpaths and trails.

There is hardly a need to travel to the island by car. Red Funnel, Wightlink and Hovertravel o er high-speed
services for foot passengers and each island terminal has excellent onward travel link bus.

The Coastal Path can be broken down into six segments. It takes visitors around the whole circumference
of the island. Visitors will pass through busy harbours in sailing towns, sandy seafronts on award-winning
beaches and wildlife havens at serene nature reserves.

In addition, visitors have the option to take part in a dedicated festival to celebrate this Slow Activity: walking
in scenic landscapes. This event is held every year in May. It highlights the extensive range of guided walks
from historic trails to scenic hikes.

TRANSPORT

The island promotes sustainable mobility. A range of options is available to help visitors cover every inch of
the 23 x 13 miles of the Island.

* By foot

There are over 500 miles of public paths of way to explore the island, and although it isn't the fastest way to
get around it undoubtedly guarantees that the visitor will get the views.!

Visitors are encouraged to wear comfortable footwear and explore some of England’s most spectacular
coastal paths and seascapes. In the Isle of Wight, travellers are never far from a secret cove or enchanting
village.

* Bike

Lonely Planet recently voted the Isle of Wight as one of the world’s top cycling destinations. Not surprisingly,
an excellent network of cycleways and rail trails links up much of the Island.

In recent years, the island has also become a favourite destination for cycling holidays. Bicycle Island
promotes great trail ideas, facilitates cycle hire and help cyclists to get around.

* Bus

The main bus service, operated by Southern Vectis, is visible almost everywhere visitors go. Regular
buses run between the main towns and resorts until very late, with services to more rural areas operating
throughout the day.

Hop on, hop o the open-top bus “Breezer” tours, Island Coaster and network services and explore the Isle of
Wight by bus.

* Train

The island’s train service operates from Ryde Pierhead round the east coast down through to Shanklin —
directly linking with both Ryde passenger ferry services, providing a through service to-and-from London
Waterloo.

There is also a bus link to the train which carries passengers from Shanklin through to Ventnor.
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EVENTS

Several events and festivals take place in the Isle of Wight around the year. Some of these events are aligned
with “Slow” criteria because of the topic or the way they are implemented:

FESTIVALS
* Isle of Wight Walking Festivéit{ps://isleofwightwalkingfestival.co.uk/ )

The Isle of Wight Walking Festival is one of the oldest walking festivals in Britain. Thefestis rst set

up by the Isle of Wight Council in 1999 when it o ered 39 walks and attracted over 5,000 participants. It has
grown over the years and, in 2018, the number of trails on o er was close to 100 in total. All the walks are

led by volunteers, many of whom members of a local association called Ramblers. Volunteers are experienced
walkers themselves and are knowledgeable about the island, its stunning landscape and scenery.

When - October
Typology - Walking

» Jazz Weekentitfps://isleofwightwalkingfestival.co.uk/ )

The Isle of Wight Jazz Weekend is the best-established jazz festival both in Hampshire and the island. It
regularly features star names from all around the UK and further a eld, including the USA and Australia.
The festival takes place in half- term week; it is popular with locals, holidaymakers and jazz fans who travel
especially to the island for the chance to see some of the best performers around.

There are some wonderful venues with superb acoustics, all within a short distance from one another which
results in a small, bustling and vibrant festival feel. As well as the lead acts, local bands hold free concerts and
musicians play live in pubs, restaurants and other venues.

When - 2nd to 6th of June 2021
Typology — Music

» Rhythm Treelttps://www.rhythmtree.co.uk/ )

The Rhythm Tree is an original, fun- lled, family friendly festival. In 2020 it will return to Calbourne for its
11th consecutive year. With an unsurpassed reputation for bringing together a diverse, vibrant mix of high-
quality music and family entertainment, Rhythm Tree 2020 will showcase an increasingly diverse range of
music with performers from the Island, the UK and beyond.

This safe, friendly, family-oriented festival is held in a beautiful farmland state close to the West Wight
Heritage Coast. Free camping and parking facilities are included in the weekend ticket price.

When - 10th to 12th of July 2020
Typology — Music
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» The Wight Proma{tps://www.rhythmtree.co.uk/ )

The annual, open-air fest rst launched in 2018. It celebrates comedy, musical theatre and classical music,
and features free arts workshops. The four-day festival takes place on the grounds of Northwood House,

a grade II* listed Georgian manor house. The Arts Workshops allow hundreds of children to fully immerse
themselves in the arts in ways that they would not otherwise ever experience.

When - 20th to 23rd of August 2020
Typology - Arts

EVENTS
* Round the Island Rachkt{p://www.roundtheisland.org.uk/ )

The Round the Island Race is “the sailing answer” to the London Marathon. A total of 1,600 boats, crewed
by some of the biggest names in sailing as well as keen amateur sailors, skim past The Needles, the island’s
distinctive rocky structure, round St. Catherine’s Point and Bembridge Ledge and back into the Solent.

The visitors can watch the yachts round the Needles rocks and enjoy a hearty breakfast in the Needles Old
Battery Café. The boats pass round the Needles Lighthouse, along the south-west coast of the island to

St. Catherine’s Point and then up across Sandown Bay to round the Bembridge Ledge Buoy. The eet then
makes its way either side of No Man’s Land Fort and across Osborne Bay to the nish line back at Cowes.

When - 26th of September 2020
Typology - Sporty event

» Walk the Wighthitps://www.mountbatten.org.uk/Listing/Category/walk-the-wight-your-way )

The Walk the Wight is an annual event taking place in May alongside the Isle of Wight Walking Festival. It
is o cially organised by Mountbatten, formally known as the Earl Mountbatten Hospice. This Isle of Wight
event is all about having fun, appreciating the gorgeous nature of the island and raising money for a good
cause.

When - May (it would be virtual because of the Covid-19 situation)

Typology - Walking

* Sky Hight at Robin Hilttps://robin-hill.com/events/ )

The sky’s the limit this May at Robin Hill's brand-new soaring event, Sky High. Visitors can marvel at the sight
of over 40 hot air balloons of all shapes and sizes, taking ight from and tethered in the Lower Valley. The
visitors have the opportunity to meet the pilots, walk inside the balloons and possibly even win the chance to
take ight. In addition, there will be kite-making and ying workshops for kids.

When - 23rd to 26th of May 2020 (dates subject to change due to Covid-19)
Typology - Special events

Note: Some information may vary due to COVID-19.
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Morges Region

Morges Region is the rst tourism area in Switzerland to promote itself as a Slow Destination,
showing visitors a slow way to discover a place, thanks to their agship activities, environment,
culture, and more. In addition, they have carried out a program called “Slow Destination” in order to
position Morges Region as a referent in Slow Tourism.

GENERAL INFORMATION

PLACE AND LOCATION e

Morges Region is located in Canton de Vaud. Its : 'f/-_ %
capital, Morges, lies on the western limit of the 7
Lausanne conurbation. Morges is mainly distinguishec/c?f
mainly by its developed culture, especially due to the !%/
organization of the tulip festival, and by its history, / U.S”
which began almost 5,000 years ago at the banks of =~

S
& =,

the Lake Geneva (in French, known as Lake Léman). ;/ 7
(e o

Google Maps

POPULATION AND DEMOGRAPHICS

In the 2018 census the population of Morges Region was 82,632.

* The average age was 42,6 years.
* The number of families were 7,441

* The population density was 222 residents per Km2.

DISTANCE FROM THE MAIN CITY

The nearest cities are:

e Lausanne: 15 min — 13 km

* Geneva: 40 min =150 km

* Berne: 1h 15 min — 110 km

¢ Lyon (France): 2hr 10 min — 199km
e Basel: 2hr 15 min — 204 km
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HOW TO GET THERE

Morges Region is located between the cities of Geneva and Lausanne, by the shores of Lake Geneva. It is
accessible by train and bus as well as by car from Geneva airport, and by boat from its neighboring country,
France.

* Train
Morges Region can be reached via major European railway lines that stop at Lausanne, Geneva and Basel.

The Lyra TGV (high-speed train) reaches Lausanne from Paris in 3hr 40min. From Lausanne, it takes 10min to
arrive in Morges.

The Sud-Est TGV reaches Geneva from Montpellier and Marseille in about 6hr30min. From Geneva, it takes
30min to arrive in Morges.

The ICE (Intercity Express) reaches Basel from Hamburg, Berlin or Frankfurt in an 8hr trip. From Basel, it takes
2hr 15min to arrive in Morges.

* Boat

In spring and autumn, Morges is accessible by boat from Yvoire, which lasts approximately 1hr15min. In
summer, Morges can also be reached from Thonon, which is about a 25-minute journey.

* Plane

Morges is accessible from all Swiss international airports. It is approximately 40 minutes away from Geneva
Caointrin airport, 1h30min from Bern-Belp airport and 2h30min from Zurich and Basel-Mulhouse airports.

e Car

Morges is serviced by the A1 motorway which links Austria to France via St-Margrethen, Zirich, Bern,
Lausanne and Geneva. This 407 km long road o ers an overview of the Swiss plateau. Morges is also serviced
by the Route du Lac. From Geneva airport to Morges, the journey by car takes around 40 minutes.

NUMBER OF VISITORS / TOURISTS

Total number of arrivals Total number of nights Average lengths of stay
2017 43.246 82.261 1.90
2018 42.941 76.750 1.79

Highlights of the 2019 Annual summary issued by the Tourist O ce of Morges Region:
« Approximately 4,730 visitors went to the Tourist O ce.
« 4,600 people were given for information and advice, of which 3,000 were attended to by the counter.

1,100 calls were made and 500 emails were received. The main questions asked about Morges Region
were centred around Morges District itself, Morges city, the tulip festival and activities such as hiking, cycling
routes and museums.
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MAIN ATTRACTIONS

Below is a list of the main tourist attractions of Morges Region:

Attraction name Typology Towns
Parc de I'Indépendane Park Morges
Chéteau de Morges Castle Morges
Musée Alexis Florel Museum Morges
Théatre de Beausobre Theatre Morges
Lac Léman Lake Morges
Chéteau de Vu ens Castle Vu ens-le-Chéateau
Musée Paderewski Museum Morges
La Maison de la Riviere Aquatic centre Tolochenaz
La Paisible Audrey Hepburn’s house Tolochenaz
La Venoge River Canton de Vaud
Fondation Jean-Michalski Literary exhibition room Montricher
Fromagerie Gourmande de Montfi- Cheese factory Montricher
cher
Arboretum du Vallon de I'Aubonne Natural park Aubonne
Train touristiqueMorges Touristic train Morges
Signal de Bougy Adventure park in nature Bougy-Villars
City golf Morges-Préveranges Golf court Morges
Sévery

Institution of gastronomy

Moulin-huilerie de Sévery
OFFICIAL TOURISM WEBSITE

Morges Région Tourismittps://www.morges-tourisme.ch/fr/
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ADDITIONAL INFORMATION

DISTINCTIONS AND STRATEGIES

* UNESCO Palates

The UNESCO World Heritage listing of prehistorictpedasites around the Alps represents a selection

of the 111 most remarkable lake villages found in six countries surrounding the Alps: Switzerland, Austria,
France, Germany, Italy and Slovenia. The sites consist of vestiges of prehistoric villages dating from 5.000 to
500 BC. Switzerland has 54 sites, including 24 in the Pays des Trois-Lacs. In Morges Region two sites can be
found: Les Roseaux and Stations de Morges.

* Morges Région Tourisme

The tourism board of Morges RegiorMerges Région Tourismés mission is to develop tourism and

promote Morges as well as its neighbouring municipalities. This association also aims to develop tourism
across Morges Distridtlorges Région Tourisnteas two main priorities: Managing promotion, communication,
marketing and tourism strategy, and sustaining and securing the organization, management and
administration of the tourism Association.

« Villeverte Suisse Morges

In December2019, the City of Morges o cially received \fdleverte Suissdabel, and an oak tree was

planted to mark this event. Villeverte is a label awarding places of residence that hold great respect for the
development and maintenance of their green areas. In order to promote biodiversity on a long-term basis,
the O ce of Parks and Promenades also planted 500 m2 of a hedgerow made up of more than 1,000 native
shrubs and trees.

VILLEVERTE

SUISSE

TOURISM AND SERVICES SECTOR

For Morges Region, tourism is an important vector for creating and maintaining local employment and
sustaining its commerce. It represents a transversal branch with an important economic e ect. Many
companies from various economic sectors bene t remarkably from visitors’ spending.
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LOGO AND CLAIM

S
w

MORGES
2 REGION

Slow Towism./

SLOW TOURISM INFORMATION

Morges’ activities, environment and local craftsmen are mainly turoédl 1 the slow criteria. The city of
Morges is the rstin French-speaking Switzerland to clearly announce its position as a slow destination.
The region, which includes several notable tourist sites, wants to become an authentic hub of slow tourism
in Switzerland. It is indeed the rst destination in the country with the slogan “Slow Destination Morges
Région”, to make slow tourism the common thread of its message.

The programme of the “Slow Destination” project has been established over a period of four years, from
2016 to 2020, and is soon to be completelllorges Région Tourisnetarted a new stage during the Tourism
General Assembly in autumn 2019 by unveiling an improved website layout to further assert the title of slow
destination of the region.

ACCOMMODATION

Morges Region o ers a wide range of quality accommodation. The hotels in the region are distinguished by
their high level of hospitality. The region o ers a wide range of hotels combining comfort and modernity.

Most of the hotels are concentrated in the city centre near Lake Geneva, all o ering a view of the Alps,
following the Slow Tourism criteria: establishments are generally locally own and customized.

* Hostels
* Le Petit Manoirhttp://www.lepetitmanoir.ch/ )

Magni cent 18th century residence classi ed as a historic monument, the Hostellerie le Petit Manoir
is located 200m from Lake Geneva and the city centre of Morges. Modern and friendly setting, o ers a
traditional cuisine which is considerate of local products and their seasonality.

» Chez Yanrhftps://www.auberge-hotel-etoy.ch/ )
Hostel that works exclusively with producers within the region;

by focusing on seasonality, quality, artisanal manufacturing and natural products (only wild sh, local
meat, organic vegetables).
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* Aux Deux Sapinsitps://www.2sapins.ch/ )

At the heart of the Parc Jura Vaudddgix Deux Sapins ers its guests a view of the mount Tendre, as well
as of Lake Geneva. Its rooms and restaurant are popular amongst hikers, gourmet visitors and food lovers.
The hostel o ers fresh, seasonal cuisine, stamped with the

“Label Fait Maison” (“Homemade Label”). Some vegetables are picked directly from the hostel’s garden, and
the rest come from producers in the region; whether it is for meats, dairy products, vegetables, oils from
Moulin de Sévery or sh from Lake Geneva. The creative gourmet dishes are made especially for foodies. To
support them, thevaud Enotourismecerti ed establishment serves only Swiss wines.

* Hotels
» Domaine de la Gracieudwtp://gracieuse.ch/ )

Ideally located in Lonay, on the shores of Lake Geneva, at the entrance of Morges. From the Dolreine de
Gracieusegguests can enjoy breath-taking views of the lake and the Alps.

» Hotel Mont-Blanc au Labittps://www.hotel-mont-blanc.ch/de )

The beautiful sight, the warm welcome, the comfort and the tradition of the house make Mont-Blanc au
Lacan ideal place to stay. In summer, guests can enjoy the enchanting “waterfront” garden, a place that
invites them to relax.

 Hotel de la Nouvelle Couronngtps://www.couronne-morges.ch/ )

The building where the New Crown Hotel was built dates back to the 16th century. The ceiling of the
breakfast room, dating from 1550, as well as a wooden veneer from the 19th century can be admired, which
hides a portion of the wall of the old medieval town.

« La Longeraiehttps://lalongeraie.ch/ )

The Hotel and congress centre b& Longeraids located in a large wooded park. This quiet location provides
an ideal setting for those looking for proximity to the city centre in a green and calm space.

GASTRONOMY

The region has an authentic gastronomical expertise that its many artisans invite visitors to discover.

* Local products of Mr. Dufaux: Discovering the thee certi ed cheeses from Canton of Vaud, as well as
other gourmet specialties, in this popular shop in Morges.

* Le Petit Frigo: Located in Lussy-sur-Morges, a charming village on the outskirts of Morges, this family
farm o ers visitors the possibility to buy fresh fruits and vegetables produced naturally, pesticide-free.

» Mes Vignerons: Mes Vigneron® ers customers an introduction to Swiss wine tasting at the various
wineries of the Canton of Vaud, as well as wine tours.

» The Cretegny Farm: The Cretegny Farris a combination of an agricultural Domaine, a vineyard and a
Mecca for agritourism intended for gourmets, adventurers, as well as for children.

Brewery of the coast: Established in 2007, in a former dairy in the village of VullierensBthsserie de la
Coteis where craft beers are produced. Céte is where craft beers are produced.
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ACTIVITIES

Morges Region is full of interesting locations and provides a wide array of activities. Whether it be cultural,
wine tasting or sporting events, the environment allows for great diversity thanks to the lake and the many
vineyards and museums in the region.

« Hiking:
Morges and its region o ers many hiking trails, whether it be by the lake, in the middle of the forest or on the

crests of the Jura. Marked trails allow visitors to explore the region. Some walks o er educational panels that
will tell travellers about ora and fauna.

« Cycling
It is easy to cycle the Wine Route, the valleys around and the shores of Lake Geneva. Tourists will enjoy the
vastness and diversity of Morges Region with its breath-taking landscapes and a soft and temperate climate.

TRANSPORT

The Morges Region encourages visitors to move around by sustainable mobility options such as bikes and
buses, allowing them to avoid private cars.

* Bike

The hilly coasts of the hinterland will satisfy the most athletic travellers. As for amateur sports people will
appreciate local culinary and wine specialties found in one of the hostels along the di erent routes. The
itineraries o ered are invitations to discover the region in a di erent way.

* Bus

The Morges-Biére-Cossonay region bought four hybrid vehicles. These acquisitions are in line with the slow
criteria of Morges, which advocates for means of transport that is more respectful of the environment.

EVENTS

Morges Region has various events and festivities to invite tourists to discover the cultural and gastronomic
heritage of the territory in a Slow Tourism way. These include:

* Gourmets Saturdays (https://www.morges-tourisme.ch/fr/ )

Guided tasting and gourmet meal “Food and wine pairing”. Visit of a vineyard and presentation of the Domain.
Appetizers and guided tasting of the di erent wines and grape varieties grown in the Merges’ wine cellars.
Then, visitors will be welcomed at the Auberge Communale de la Croix d ‘Or, in Yens, to discover the menu
served with a glass of wine.

When — June

Typology — Wine tasting

« Tasting of new Vintages (ttps://www.morges-tourisme.ch/fr/ )

Open house and tasting of the new vintage wines of 2019, with a friendly and relaxed atmosphere.
When — August

Typology — Wine tasting
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« Train to the cheese factory (https://www.morges-tourisme.ch/fr/ )

Discover how Gruyére AOP (Controlled Designation of Origin) is made at the cheese factory Gourmande in
Montricher. Visitors will board a small train of Morges Région Tourisme. The programme includes: guided tour
of the cheese factory and appetizers.

When — July & August

Typology — Gastronomy

» Morning at the farm (https://www.morges-tourisme.ch/fr/ )

An outing to the Farm “Aux Saveurs d’'Autrefois” with the Morges Touristic Train is organized to delight
children and adults. Visitors will experience life on the farm through its animals, learning how to make sugar
buns and a bu et meal made with local products.

When — July & August

Typology — Nature

* Retro brunch in the elds (https://mbc.ch/?p=259 )

Thanks to BAM La Voie des Sens (railway track connecting Biéres-Apples-Morges), tourists can board on a
retro train and travel back in time. Comfortably seated, passengers can take the time to admire the landscape
while being served a tasty brunch primarily made with regional products.

When — July & August

Typology — Gastronomy

* Train of avours (https://mbc.ch/ )

Leaving the shores of Lake Geneva aboard the Biere-Apples-Morges, soaking up the harmonious landscapes
of the Pied du Jura and tasting exquisite dishes, this is the enticing program of “Train des Saveurs”.
Passengers embark on a journey through time. The self-propelled electric car dates back to 1943, the dining
car from 1925 and the bar car from 1895. Themed meals served on the retro train are prepared with

passion by Chef Frédéric Simond from the Auberge aux 2 sapins de Montricher and Chefs Arnaud Spring and
Stéphane Brioschi from Artisans Cuisiniers de Biére. They are renowned for their creative cuisine rich in local
quality products. After lunch, if tourists want to, they will visit the Moulin de Sévery, an artisanal oil mill built

in 1845. They will be able to admire the craftsman’s know-how with a demonstration of the production of
old-style pressed oil, followed by a tasting.

When — June, August, September and October

Typology — Gastronomy

» Open wine cellars - tasting tour  (https://www.morges-tourisme.ch/fr/ )

Visitors will be embarked on a two days wine tasting tour in the cellars of the Canton de Vaud, from
Bonvillars to Chablais, from La Céte to Vully to Les Coétes de I'Orb. They can preview the vintages of the 2019
harvest, while spending quality time with local winegrowers.

When — September
Typology — Wine tasting

» Autumn market (https://www.morges-tourisme.ch/fr/ )

With a friendly atmosphere and 120 exhibitors, visitors can come and experience the traditional autumn
market at Grand-Rue, Rue Louis de Savoie and at Rue Centrale de Morges.

When — September

Typology — Gastronomy
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* Run Mates (https://www.morges-tourisme.ch/fr/ )

The Run mates are teams of two to nine people, 1 van or 1-2 carsgaen,ta magni cent course of around

200 km, accessible to beginners as well as con rmed, two days and one night of racing and ve challenges

out of the game. The route follows the edges of Lake Geneva with the race starting in the town of Pully and
the tour of the lake will be carried out clockwise. Each runner chooses the relay (s) he wishes. The shortest
relay is 3 km and the longest 13 km. 2400m of elevation gain.

When — September
Typology — Sport

» The Dahlia dock (https://www.morges-tourisme.ch/fr/ )

Along Lake Geneva, between the Temple and the Parc de Vertou, the quays of Morges extend over more
than a kilometre and a half. It is in this enchanting setting that around 2,200 dahlias were planted, which

are in bloom from July to October. The Quais du Dahlia, which is completely free to access, is a unique event
in French-speaking Switzerland. The aim of this exhibition and sale is to highlight the various facets of this
summer ower. For the 24th edition of this colourful event, the public can discover almost 100 varieties
distributed along an idyllic promenade, on foot or by Little Train.

When — July to October

Typology — Nature

FESTIVALS

* Tulip festival (https://www.morges-tourisme.ch/fr/Z12055/fete-de-la-tulipe )

The festival takes place in the Independence Park, located on the shores of Lake Geneva, between the
Chateau de Morges and the Morges river. The Independence Park o ers, in all seasons, a magni cent green
setting and presents 50 varieties of trees such as impressive chestnut trees dating from 1750 or giant
sequoia trees. It is just a few meters from the historic city center, the landing stage, restaurants and shops.

When — March to May
Typology — Nature

* Gigusto Fair — Festival of good taste (http://www.gigusto.ch/ )

Visitors can go and have a good time with friends and support the artisans from our country. They can
discover award-winning exclusively Swiss wines and taste cheeses, cold meats and other table products
made by Swiss artisans. The Salon Gigusto selects its exhibitors on the basis of awards obtained,
guaranteeing high quality products.

When — September
Typology — July to November

* Grape festival (https://www.feteduraisin.ch/ )

In a spirit of openness and to invite dialogue, the winegrowers of the promotion of the Féchy production site
decided, in 1998, to create the Féte du Raisin which, during an o cial ceremony, united the planting of vines
and the lifting of the harvest banns. Visitors will be delighted to discover the local wines, the educational
activities for the children and the various craftsmen and musicians who take part in this day.

When — September
Typology — Gastronomy and wine tasting

Note: Some Information may vary due to COVID-19.
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Seine-et-Marne

In 2019, Seine-et-Marne focused its tourism strategy on developing Slow Tourism, encouraging
visitors to enjoy the area in a sustainable and low impact way. Taking into account the location
of the region, near lle-de-France, this destination is a good example of applying a Slow Tourism
perspective near urban areas.

GENERAL INFORMATION

PLACE AND LOCATION : o

m =3 o
Seine-et-Marne is a French department ooty m O Sy A
(administrative and territorial division) named after ... = @ ety anFaece
the Seine and Marne rivers. Located in the fle-de- e o g
France region, Seine-et-Marne is only one hour away T RS I v
from Gare de Lyon (Paris) by train. Due to its proximit M mm ;
to the capital, Seine-et-Marne, was known as a main Nicvites o i ~ =
recreational location for the French royalty and high- == oM, ;

Metun i i

society during the Renaissance period. As aresult, m .

the department is best known today for the beauty ol

of its castles and palaces, and the richness of its £

history, art and culture. m 18 1
m m W )

Google Maps

POPULATION AND DEMOGRAPHICS

In the 2019 census, the population of Seine-et-Marne was 1,397,665.
« Population density was 236,4 residents per square kilometre in 2016.
« Population grew by 2,38% since 2016.

» Population density: 215 residents per square kilomgtre

DISTANCE FROM THE MAIN CITY

« Paris: 30 min — 47km

* Reims: 1hr 15 min — 104 km
* Orléans: 2hr— 177 km

e Lille: 2hr 40 min— 229 km

* Orléans: 2hr — 177 km

* Bourges: 3hr—293 km

« Lyon: 4hr 40min — 476 km

1 94 Citoyens source.
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HOW TO GET THERE

Seine-et-Marne is most easily accessible from Paris by train. Other available options of public transportation
from Paris are buses, which can take up to 2 hours to reach the destination. Due to its geographical location
and landscape, Seine-et-Marne is well-connected to the cities in its vicinity. It has a dense road network and
is also the home of one of the most important international airports in France: Charles de Gaulle.

e Train

The department of Seine-et-Marne can be reached by train and RER (Regional Express Railway) from all
main cities of France, some of which are directs trips and others require a correspondence. The railroad is
considered e cient and highly operational.

* Coach

Direct buses are available from Paris to the city of Melun.

* Plane

The Charles de Gaulle Airport is partly located in the Seine-et-Marne department. Upon arrival, the main cities
such as Chelles, Meaux and Melun can be reached by train, bus or taxi. The trip takes up to half an hour.

NUMBER OF VISITORS / TOURISTS

2018 is considered the best year of the past decade in number of visitors for Seine et Marne.This represents
an encouraging perspective for the various tourism actors of the department, who are reporting record

gures and numbers. For instance, hotel attendance has increased by 1,8%, which is due to a 6.6% rise of
arrivals of overseas visitors. This represents 14% of hotel arrivals in the Region, with a number exceeding 5
million arrivals for the rst time ever recorded. As such, this is the best occupancy rate (77.9%) in the past
decade and represents a total of 10,166,875 overnight stays. In other words, there has been an increase of
1.6% compared to the previous year.

Tourism remains, more than ever, an essential vector of the economy of the Seine-et-Marne territory.
Nowadays, there are over 8,000 establishments employing 28,400 personnel; these numbers constitute
7.7% of the total salaried jobs in Seine-et-Marne, and also generates 5,600 non-salaried jobs.

2018 Facts and Figures:
* The main tourism clientele came from:
* United Kingdom
* Spain
« Belgium
* Netherlands

¢ Asian /Oceanic regions

2 Tourisme Seine-et-Marne (2019).
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MAIN ATTRACTIONS

Below is a list of some of the main tourist attractions in Seine-et-Marne.

Attraction name Typology Towns
Chateau Blandy-les-Tours Castle Melun
Parcs Zoologiques Lumigny Zoo Lumigny
Chéateau de Champs-sur-Marne Castle Champs-sur-Marne
Le Musée de la Grande Guerre Museum Meaux
Chéteau de Fontainebleau Castle Fontainebleau
Chéateau de Vaux-le-Vicomte Castle Maincy
Chéateau des Champs Castle Champs-sur-Marne
Tour César Castle Provins
Remparts de Provins Fortress Provins
Cathédrale St-Etienne Cathedral Meaux

OFFICIAL TOURISM WEBSITE

Seine-et-Marne Attractivitéhttps://www.seine-et-marne-attractivite.fr/
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ADDITIONAL INFORMATION

DISTINCTIONS AND STRATEGIES

The tourism board for the department is Seine & Marne Attractivité, and has been active since 1st of
January 2018. It provides advice and expertise to public and private players in the Department, in terms of
quali cation and tourism data strategy, organization and development. In the past few years, the board has
been actively working towards enhancing technologies to better observe the territory and tourism practices.
This has been done with the aim to e ectively anticipate the aspirations of tourists and visitors.

In 2019, a technological device named Flux Vision was developed by Orange Business and Tourisme et
Territoire (national network). This tool enables a better understanding of tourism activity within the Seine-et-
Marne territory. By using Flux Vision, the tourism board can analyse -on an hourly, daily, weekly and monthly
basis- the volume and origin of French and foreign tourists; as well as their nights spent and the mobility ow
between sub-departmental areas and locations.

* UNESCO Proving

Provins is an internationally renowned tourist site. It is an essential component of the Paris lle-de-France
destination and one of the four tourist centres of Seine-et-Marne (with Fontainebleau, Vaux-le-Vicomte and
Disneyland Paris). It is a one of a kind tourism experience, transporting visitors back in time to the 11th to
13th century through its medieval heritage, landscape and structure of the city. The tourist development of
the city was quickly followed by the application for the registration of Provins to UNESCO World Heritage.
Its naming in 2001 had an immediate e ect on attendance of tourists (+20%) and its in uence was
international. The city has been listed as a UNESCO World Heritage Site since 2001.

« UNESCO Fontainebleau*

The medieval royal hunting lodge of Fontainebleau was used by the Kings of France from the 12th century.
Located in the heart of a vast forest in the Tle-de-France, it was transformed, enlarged and embellished in the
16th century by Francois |, who wanted to make a “New Rome” of it. Surrounded by an immense park, the
Italianate palace combines Renaissance and French artistic traditions. The need to expand and decorate this
immense palace created the conditions for the survival of a true artistic centre. The palace has been listed as
a UNESCO World Heritage Site since 1981.

TOURISM AND SERVICES SECTOR

Covering half of the Tle-de-France, the Department of Seine-et-Marne possesses a cultural and touristic o er

of very high standards: castles, museums, unique villages and art are there to represent the cultural richness
of its past and present. Even more so, this area is recognized worldwide thanks to sites such as Fontainebleau
or Vaux-le-Vicomte.

To complement the tourism ux and cluster, and to make Seine-et-Marne a “land of excellence” in terms of
research and training in the tourism Domain, the Department has invested in establishing the pole Paris-Est
of the French Institute of Tourism. This pole, located in Fontainebleau, combines advanced tourism research
and training.

3 |AU idF (2018).
4 World Heritage Convention UNESCO (2020).
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LOGO AND CLAIM

SEINE=MARNE
ATTRACTIVITE /’74\

SLOW TOURISM INFORMATION

ACCOMMODATION

There is a wide choice of atypical establishments available for tourists and visitors who wish to step away

from the “conventional” hotel settings, and experience new types of accommodations more focused on a
Sustainable and Slow Tourism approach. These include for instance: tree-houses, sound-proof cocoons, luxury
houseboats, tipis, caravans or bubble hotels.

For more information, visit:

https://tourisme.seine-et-marne-attractivite.fr/activites/cocooning/hebergements-insolites

GASTRONOMY

One of the ways the department of Seine-et-Marne wishes to promote its Slow Tourism, is by inviting
travellers and visitors to take a break and savour the local gastronomy, such as Brie from Coulommiers or
traditional candies from Nemours.

Some slow gastronomy experiences that visitors can enjoy in Seine-et-Marne are:

* Bistrot de la Grande Maison au Mée-sur-Seine
(https:/ltourisme.seine-et-marne-attractivite.fr/5101145-le-bistro-de-la-grande-maison )

Simple and “bistro” cuisine in a 19th century building, formerly a hunting lodge. Visitors can taste homemade
products and local ingredients.

 Cruise on the Seine
(https:/ltourisme.seine-et-marne-attractivite.fr/activites/slow/week-end-au-bord-de-leau-
melun-val-de-seine )

Departing from the Queen Blanche’s dock in Melun, the cruise-boat o ers gourmet brunches, but also guided
tours and cocktails evenings. Yoga classes are also available during the cruise experience.

 La Bulle Gourmande a Melun
(https://tourisme.seine-et-marne-attractivite.fr/879128-la-bulle-gourmande-2 )

Creative and elaborate cuisine made with quality and seasonal products.

* Le Bistro Frangais a Melun
(https:/ftourisme.seine-et-marne-attractivite.fr/5097146-le-bistrot-du-palais )

Traditional and antique cuisine made by the chef. French specialities and gastronomy.

Research study on Slow Tourism international trends and innovations



62| CHAPTER 4:Destinations with Slow Tourism o er

ACTIVITIES

Slow trawel is about nding a new rhythm and travelling di erently. Travellers can meet the local people of
Seine-et-Marne thanks to a multitude of original Slow Tourism experiences and activities. Some of these
include horse-riding in the countryside, letting oneself be carried by the current on a cruise or a canoe, cycling
on the various routes and getting familiar with the authentic foods and local products. It also represents an
opportunity to discover the history and cultural heritage of the villages of Seine-et-Marne, as well as the
region’s most beautiful tourist sites.

* Horse-riding
Various slow activities of horse-riding are available in Seine-et-Marne, which can be accompanied by an
instructor or a guide. Some of them are:

» Caval&Go: Specialist travel agency on horseback. They organize eco-responsible trips that combine
authentic discoveries and respect for nature.

https://tourisme.seine-et-marne-attractivite.fr/4637320-caval-go?private=0

* La Coulée aux chevaux : Accompanied and solo horse-riding strolls.
https://tourisme.seine-et-marne-attractivite.fr/4903879-la-coulee-aux-chevaux?private=0

 Canoeing

In Seine-et-Marne, water is often a link between moments of relaxation and energizing activities. By boat or
by canoe, it is possible to discover the landscape whilst practicing a physical activity.

» Kawak: 6km of canoe descent for adults and children.
https://tourisme.seine-et-marne-attractivite.fr/4802799-kawak?private=0

* Saint-Mammeés: Discovering the old river transportation from the 18th and 19th century in the county
of Saint-Mammeés.

https://tourisme.seine-et-marne-attractivite.fr/727326-saint-mammes?private=0

* Cycling

Whether on the Scandibérique route, which was mentioned previously, or by use of the other cycling
pathways of the department, visitors can discover the landscape of the territory and roam around the city in
all its serenity thanks to quality service providers.

« Prét de vélo en Marne et Gondoire: Cycle through the natural and cultural sites, 35 km from Paris.

https://tourisme.seine-et-marne-attractivite.fr/5269995-pret-de-velos-en-marne-et-
gondoire?private=0

* Les cyclos du loin: Bike rental to explore the Loing Valley, the Fontainebleau forest and the regional
heritage.

https://tourisme.seine-et-marne-attractivite.fr/723448-les-cyclos-du-loing?private=0
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WORKSHOPS

¢ Pains infusés ©

Accompanied by their parents, the children will be able to take time with the dough and discover the
importance & our, water and even air in the baking process.

When — May 6th 2020
Typology — Culture

* Bombe & Graines’

Children will learn how to sow a plot of owering meadow, useful for insects and beautiful to look at.
When — No dates yet

Typology — Nature

« Initiation a la Sophrologie 8
This discipline can help in stress management, improving sleep, preparing for exams or simply progressing in

one’s personal development. A sophrologist will give visitors advice to maintain this well-being and practice
on a daily basis.

When — October 22nd 2020
Typology — Well-being

TRANSPORT

In early 2019 various media souréeannounced that the department of Seine-et-Marne was aiming to
further develop Slow Tourism, by inviting and encouraging visitors to explore Seine-et-Marne by boat,
bike and food while enjoying their stay. This, for instance, has been made possible through the previous
development of a multitude of cycling routes, available from di erent train stations of Seine-et-Marne.

Moreover, in September of 2018 was the launch of a tourist cycling scheme called The Scandibérique was
launched. The Scandibérique is the name given to the French part of a Euro-cycle route which links Trondheim
(Norway) to Santiago de Compostela (Spain). With a 1600 km route, it is the largest cycle route in France. It
passes through the South and North of Seine-et-Marne for a total of 110 km of cycling routes within the
department s territory. In each route, di erent tourist points of interest can be found, such as: Having a
gourmet break in a local restaurant, visiting a cultural village, having a stroll on towpaths etc. Crossing the
diversity of natural landscapes, visitors will have the opportunity to discover the impressive heritage, and
immerse themselves in the local culture and gastronomy, skills and know-how of France.

As an attempt to diminish one’s carbon footprint and be aligned with Slow Tourism goals, there are various
options rendered available to travel around Seine-et-Marne. Some of them include:

« By foot

There is a rich o er of hiking itineraries available in Seine-et-Marne (3,000 km of marked hiking trails). All
routes are signposted and therefore covered periodically for maintenance and quality check - including
beacons and paths - by a team of volunteers.

5 Seine-et-Marne Attractivité (2020). https://tourisme.seine-et-marne-attractivite.fr
6 Event cancelled and link not available due to Covid 19 situation.

7 Event cancelled and link not available due to Covid 19 situation.

8 Event cancelled and link not available due to Covid-19.

9 Le Parisien and Actu.fr.
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* Bike
As mentioned previously, the cycling routes are well-develop&kine-et-Marne. Bike-renta available for
all who wish to travel around on wheels.

* Bus

The mobility companyransdev ile de Franamvers the majority of cities and counties of Seine-et-Marne.
Additionally, the bus servic®eine-et-Marne Expressnanced by the Department of Seine-et-Marne and Tle-
de-France, provides connections between the main centres of Seine-et-Marne, in addition to rail networks.

* Train
The Seine-et-Marne department has 2 main stations : Gare de Marne la Vallée and Gare de Melun. Many
trains run in Seine-et-Marne, servicing in particular the cities of Marseille, Lyon and Montpellier.

EVENTS

Cultural and gastronomic events, festivals, exhibitions and workshops are a year-round occurrence in Seine-
et-Marne. Here are a few events that would t under the Slow de nition.

FESTIVALS

* La Cave du Jazz (http://lacavedujazz.free.fr/)

Jazz concert put one very month o ering a quality program during an evening full of conviviality.
When — December31st 2020

Typology — Ambiance and conviviality

* Les Tabarderies*®

First eco-citizen festival Les Tabarderies centres around the theme of environmental preservation. It
highlights all local, ecological and alternative initiatives to traditional consumption patterns.

When — May23rd 2020
Typology — Environment and sustainability

* Printemps de Paroles *

Comedians, musicians, dancers and many other artists await to celebrate this week of artistic madness.
When — May 30thand 31st 2020

Typology — Music and art

EVENTS

« Salon du bien-étre (https://actu.fr/ile-de-france/bois-le-roi_77037/seine-marne-salon-bien-
etre-bois-roi_23706243.html)

This completely free event o ers workshops, conferences and initiatives. The purpose of this day is to raise
awareness of well-being, to meet local practitioners, to discover approaches, and for this year also to discover
new tastes.

When — May 17th 2020

Typology — Well-being

10 Event cancelled and link not available due to Covid-19.
11 Event cancelled and link not available due to Covid-19.
Note: Some information may vary due to COVID-19.
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Dolcevita Bike Tours
A mine of Memories

A mine of Memoriesis a good example of a Slow Tourism package because it allows travellers to
immerse themselves in Sardinia and its culture while they are moving around by bike, a green means
of transport.

SUMMARY

The package includes:

* Guided trip by experienced cycling guides
¢ Group size: 18 people maximum

¢ Accommodation for seven nights

 Local three-star hotels

« Half-board (breakfast and dinner)

» Baggage transportation

¢ Occasional support van

« Activities: cycling; sightseeing; cultural visits (museums and archaeological sites)

HIGHLIGHTS

e Guided bike tour along the southwestern Sardinia

« Pedalling on routes ehe-beaten-path

¢ Low tra c roads and scenic beauty

¢ Charming family-run accommodations to experience local hospitality

« Selected hotels and restaurants to taste typical dishes and local wines

¢ Complete stay combining a wide array of activities: Active tourism, nature and gastronomy

¢ Helpful, knowledgeable and enthusiastic leaders

WEBSITE

https://www.dolcevitabiketours.com/en/leisure-cycling/guided/a-mine-of-memories

COUNTRY

¢ Country (of the company): Italy
e Country (of the destination): Italy

Research study on Slow Tourism international trends and innovations
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REGION (DESTINATION)
T T

The route is located in Sardinia island,
from San Salvatore Sinis to Pula. The
itinerary passes by Costa Verde and
dunes of Piscinas, Arbus, Mines of Sulcis,
Gonnesa, Calasetta and Sant’anna Arresi.

HOW TO GET THERE

There are two ways to travel to Sardinia: by plane or by boat. Dolcevita Bike Tours provides information on
how to get to the departure point from the airport (Alghero (158 Km) and Cagliari (107 Km) airports ) such as
private transfer services, schedules and public transports.

PRODUCT PROMOTER

Dolcevita Bike Tours is an incoming travel agency established in Sardinia which has formed long-term
cooperation with many tour operators. With over 14 years of experience in active tourism, they have unrivalled
knowledge of its local territory and traditions.

All routes are carefully planned through the most beautiful parts of the island, selecting secondary roads and
scenic areas, visiting unknown impressive spots and keeping in touch with its most ancient traditions. They
monitor the itineraries at least twice per year in order to avoid any unexpected problems.

',
i~
T DoLceviTA

1 Google Maps
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SLOW / SUSTAINABLE TOURISM ELEMENTS
» General  Activities
Small groups Local communities involved

Sustainable and responsible tourism approach /[v] Cultural visits

promotion / philosophy Immersion in the culture of the destination

v .
Local tour operator . Accommodation

* Transport Local and family-run business

v i o )
Sustainable means of transport Agritourism and/or small properties

[] Actions to reduce the CO2 emissions [ ] Sustainable ways to reduce emissions
Low tia ¢ areas and roads
* Food
Local producers
[ ] Seasonal products

Culinary tastings and/or visits to local producers

TARGET PROFILE

Travellers interested in cycling tours; active holidays; sharing experiences, and responsible travel.

SEASON
Available from May to September.

TRANSPORT

Most of the touring is done on bicycles. However, there are other means of transport such as ferries and
support vans.

ACTIVITIES

The activities included in the package are as follows:

» Cycling

» Scenic stops for sightseeing

 Cultural visits (museums, archaeological sites, towns, etc.)
 Birdwatching

ACCOMMODATION

This travel agency proposes a list of hotel options, subject to availability. Dolcevita Bike Tours only selects
charming family-run accommodations where the guest can experience the traditional Italian hospitality:
Agritourism properties, Italian villas, hotels and resorts.

FOOD

The properties and restaurants are selected by Dolcevita Bike Tours. To give guests a great experience, they
take into account Italian products. For this reason, the proposed menus always include Sardinian specialities,
meals made with products from local markets and wines from the Island.

Research study on Slow Tourism international trends and innovations
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PRICING

From 1.190 € / Pax.

PROMOTION & SALES CHANNELS

There are several site®t nd and contract this package:

¢ In Dolcevita Bike Tours website&zww.dolcevitabiketours.com
e By phone

¢ By email

¢ Throughout an online form

VARIATIONS*
Original package Variation 1: Half tour 1 (4 days — 3 nights)
(8 days — 7 nights) A potential adaptation would be to shorten the duration to a half

One-week guided tour designed to  Week and focusing on one part of the route.
discover Sardinia by bike. A road trip 1 day: Start day
to plunge into southern Sardinia. A 2nigay: The Sinis Peninsula (36 km)

G that allirss vl mol 3 day: Costa Verde and dunes of Piscinas (46/54 km)
only to enjoy the landscape of the
4™ day: End of tour

road, but also to be involved in the
ltalian culture by visiting cultural sites Variation 2: Half tour 2 (4 days - 3 nights)

and staying at local accommodation A potential adaptation would be to shorten the duration to a half
properties. week and focusing on one part of the route.
1st day: Start day in Gonnesa — Calasetta (43 km)
1%t day: Start day 2" day: Calasetta Sant’Anna Arresi (40 km)
2% day: The Sinis Peninsula (36 km) 3dday: Sant’Anna Arresi - Pula. The South Coast (57 km)
4" day: End of tour

rd .
& ey CosiE WEmE el mes o Variation 3: Tour of northern Sardinia (8 days — 7 nights)

Piscinas (46 / 54 km) ) ) i
A potential adaptation would be a route that would by villages and

4™ day: Arbus - Gonnesa. scenic routes of the northern part of Sardinia.

The mines of Sulcis (41 km) Variation 4: Half tour of northern Sardinia 1 (4 days — 3 nights)

5t day: Gonnesa - Calasetta. The A potential adaptation would be a route that would pass by villages
island of Carloforte (43 km) and scenic routes of the northern part of Sardinia.

~Variation 5: Half tour of northern Sardinia 2 (4 days — 3 nights)
6" day: Calasetta Sant’Anna Arresi , . .
A potential adaptation would be a route that would pass by villages

40 km

( ) and scenic routes of the northern part of Sardinia.

7" day: Sant’Anna Arresi - Pula. Variation 6: Tour focused biking and wellbeing

The South Coast (57 km) (8 days — 7 nights)

8t day: End of tour A potential adaptation would be to add one day of relaxing activities

such as spa circuits, yoga sessions, local shows and events,
traditional art crafts, and more to the original tour.

* These variations are proposals. Their aim is to inspire, prompt ideas, and to show how to adapt a Slow Tourism package.

Note: All the information has been extracted from the tour operator website. Some information may vary due to COVID-19.
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Ecovoyageurs

Italie: Séjour bien-étre, yoga et rando dans les Abruzzes

This is a good option for a Slow Tourism package because it creates an experience to explore and
discover a destination by combining activities related to introspection and personal development.
This package consists in a tour of three days in which visitors will explore Abruzzo in southern Italy,
and includes activities such as yoga sessions, meditation, cooking lessons, initiation to naturalist
painting, hikes to discover churches, castles, palaces and landscapes of Abruzzo.

SUMMARY

The package includes:

e Travel with a guide

* Group size between 8 and 15 people maximum
¢ Two nights’ accommodation

e Full board (breakfast, lunch and dinner)

¢ Wine and water with meals

¢ Activities: FEBI Energy; Meditation & Yoga Flow training; visiting cheese makers and cheese tasting
(gastronomy)

HIGHLIGHTS

¢ A complete and varied stay combining nature, culture and well-being
« Visiting medieval villages

¢ Immersion in the heart of unspoiled nature

« Cooking classes and tasting of local products

« Accommodation in agritourism properties

WEBSITE

https://www.ecovoyageurs.com/voyage-italie/italie-sejour-bien-etre-yoga-et-rando-dans-les-
abruzzes.html

COUNTRY

e Country (of the company): Frandecovoyageury/ Italy (Wolftour)
¢ Country (of the destination): Italy

Research study on Slow Tourism international trends and innovations
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REGION (DESTINATION)

San Benedello
. del Tronto
o

The package takes place in various
destinations and villages of the Abruzzo
region, located in central Italy.

e
HOW TO GET THERE

The nearest airports are Rome Fiumicino (187 Km), Ciampino (161 Km) and Pescara (61,9 Km) international
airport.

The transfer to the meeting point is not included but it is possible to book it as an extra service.

PRODUCT PROMOTER

This package is available in Ecovoyageurs.com, a French website recommending travel that respects people
and nature to tourists interested in tralling di erently, far from mass tourism. However, the Tour Operator
who designed the package is Wolftour, an Italian Tour Operator and incoming travel agency based in Abruzzo.

The selection criteria that Ecovoyageurs follows to recommend packages in their catalogue focus on giving
new meaning to travel. These criteria take into account both the authenticity of (and the immersion into)
every aspect of the tours and balances them with the overall approach and the ethos of Ecotourism. In
addition, Ecovoyageurs works with partners that are local receptives, associations, French tour operators,
voluntary organizations, ecolodges, labels and networks that share the same purpose: to build together the
nest selection of responsible travel, and to share it as widely as possible.

voyageurs con

1 Google Maps
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SLOW / SUSTAINABLE TOURISM ELEMENTS
» General  Activities
Small groups Local communities involved

Sustainable and responsible tourism approach /[_] Cultural visits

promotion / philosophy Immersion in the culture of the destination

V| Local r rator .
ocal tour operato * Accommodation

* Transport Local and family-run business

[] Sustainable means of transport Agritourism and/or small properties

L] Actions to reduce the CO2 emissions [ ] Sustainable ways to reduce emissions
[ ] Low ta c areas and roads
* Food
Local producers
Seasonal products

Culinary tastings and/or visits to local producer

TARGET PROFILE

Travellers interested in eco-friendly family trips, ecotourism, eco-friendly travel and responsible travel.

SEASON
The period between May and Septembegrs the best weather conditions to visit the Abruzzo region.

TRANSPORT

There is no information about sustainable means of transport.

ACTIVITIES

Activities included in the programme are as follows:
» FEBI Energy, Meditation & Yoga Flow training (mindfulness).
* Visiting cheese manufacturers and cheese tasting (gastronomy).

ACCOMMODATION

Visitors stay in Agritourism properties.

FOOD

Local gastronomy is one of the pillars of this package. The value proposition takes into account the origin of

the food as well as how it is processed. As mentioned, this tour includes gastronomy activities such as:

» Cooking classes and tasting of local products.
» Cheese tasting (gastronomy).

Research study on Slow Tourism international trends and innovations
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PRICING

From 440 € / Pax

PROMOTION & SALES CHANNELS

There are several sites where this package can be found and contracted:
» Ecovoyageurs websitevww.ecovoyageurs.com

« Wolftour website: www.wolftour.it

« By phone (Wolftour)

VARIATIONS*
Original package Variation 1: One-week tour (7 days — 6 nights)
(3 days — 2 nights) Lengthening the duration of the package to one-week is an alternative which

Three days two-nights tour would allow travellers to enjoy this package at a more relaxed pace. The idea
designed to discover and ge»[would be to do the same with more time, allowing participants to immerse
immersed in Italian culture themselves deeply into the experience.

and gastronomy as well as Variation 2: One-week tour with cultural visits (7 days — 6 nights)

enjoy wellbeing activities.  This variation adds some cultural activities as well as lengthens the duration
During these three days, of the package. The idea would be to combine original activities with cultural

the participants will enjoy  Visits, such as visiting old villages, museums, historical sites, etc. in order to allow
healthy meals based on participants to get immersed in the local community and history of the destination.

fruits and fresh products,  variation 3: Veggie and vegan one-week tour (7 days — 6 nights)

as_ well as practl.c.e.yoga andThis option is a variation of typology that focuses on healthy and veggie

mindfulness activities. gastronomy. This variation would allow participants who are passionate about
culinary arts to get immersed in the gastronomy of this destination while
enjoying health-related activities in a natural and slow atmosphere. Apart from
the activities of the original package, it could include activities such as tasting,
show cooking, visiting local farms, etc.

Variation 4: One-week cycling and hiking tour (7 days — 6 nights)

This option is a variation of typology that adds cycling. This variation would
allow participants to discover the area by bike, letting them do a guided tour or
non-guided ridesd di erent spots of the destination.

Variation 5: Shinrin-yoku and wellbeing activities week

(7 days — 6 nights)

This option is a variation of typology that would add the well-known slow
activity of Shinrin-yoku (forest bathing), that consists on a recreational trip in
the forest for relaxation and wellbeing.

Variation 6: Super Slow Tourism Tour (14 days — 13 nights)

This variation contains several new activities that would make it the best

option to discover the area. It includes the original one (mindfulness and healthy
food) with others such as bicycles rides, cultural visits and culinary activities. In
addition, in order to live a really slow experience with enough time to enjoy the
activities and the environment, the package would last two weeks.

* These variations are proposals. Their aim is to inspire, prompt ideas, and to show how to adapt a Slow Tourism package.

Note: All the information has been extracted from the tour operator website. Some information may vary due to COVID-19.
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Km Zero Tours

Fall in (love with) Tuscany

This package has been selected because it includes Slow Tourism dimensions like: Sustainability
(sustainable and organic food); Emotion (visitors will be immersed in the grape harvest process
while admiring the vineyards and landscapes); Authenticity (enjoying time with local communities);
Slowness (visitors will enjoy this tour in a slow way).

SUMMARY

The package includes:
 Private tour leader service
« Experienced local guide
« Accommodation for six nights in a farmhouse
¢ Full board (breakfast, lunch and dinner)
« Activities:
Cooking classes (one with a chef who is a member of a Slow Food Movement);
Grape Harvest Experience, visit wine producers and wiriantgdru e experience, visit local farmers and

producers, and cultural walking tours.

HIGHLIGHTS

» Five-day travel immersion in Tuscany: Vineyard experience, contact with farmers, sustainable and slow
cuisine, organic wine tasting, local healthy meals, discovery of cultural and historical heritage

¢ Live the experience of the grape harvest

¢ Share the daily life of local farmers

¢ Taste home-grown food

¢ Taste the wines that come from their own vineyards

¢ Get immersed in Tuscany’s culture

WEBSITE

https://www.kmzerotours.com/slowexperience/fall-tuscany-grape/

COUNTRY

¢ Country (of the company): Italy
¢ Country (of the destination): Italy
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REGION (DESTINATION)

The tour passes by villages and farms in
the Chianti Region of Tuscany, such as
Siena, Greve in Chianti, San Gimignano
and Pienza.

HOW TO GET THERE

The main airport is in Firenze. From there, the company’s transfer service picks up visitors.

PRODUCT PROMOTER

KMZ TOURS is an incoming travel agency located in Italy. They are a small boutique travel company based in
the Chianti region of Tuscany.

Its philosophy is based on slow and sustainable travel. They create meaningful and immersive travel
experiences aimed at discovering the authentic cultural and culinary heritage of the Tuscan region.

They also support and value the craft and talent of passionate local farmers and artists, who deeply respect
and love their land and deep-rooted traditions, and who are willing to share it with new visitors and friends.

This is the reason why the travel experiences thegraan last from one day to the whole week and have
di erent themes according to guests interests and needs.

These include:

¢ Organic wine tastings

¢ Cheese making lessons

« “Slow food” cooking courses

¢ Local handicraft

e Sustainable cashmere

« Olive oil tastings

 Visits to local villages and art centres

¢ Hikes in nature and lots of time around the table
* Sharing stories and experiences

kmsigetours
- s

¥ TRAVEL TUSCANY

1 Google Maps
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SLOW / SUSTAINABLE TOURISM ELEMENTS
» General  Activities
Small groups Local communities involved

Sustainable and responsible tourism approach /[v] Cultural visits

promotion / philosophy Immersion in the culture of the destination

V| Local r rator .
ocal tour operato * Accommodation

* Transport Local and family-run business

[] Sustainable means of transport Agritourism and/or small properties

L] Actions to reduce the CO2 emissions [ ] Sustainable ways to reduce emissions
Low tra c areas and roads
» Food
Local producers
Seasonal products

Culinary tastings and/or visits to local producer

TARGET PROFILE

Travellers interested in tailor-made travel, culinary trips, meeting locals, sharing experiences and sustainable,
slow and responsible travel.

SEASON

There are two times of the year when this tour is available:

e Fall in Tuscany 1 (Grape Harvest) - From late August until early October
 Fall in Tuscany 2 (Olive Harvest) — From mid-October until the end of November

TRANSPORT

There is no information on sustainable means of transport.

ACTIVITIES

The package includes the following activities:

e Low-intensity hiking » Wine producers visits and wine tasting

e Cooking classes: Bread making and slow food ¢ Visiting a dairy farm or honey producer (includes a
cooking lessons tasting)

« White tru e hunting  Cultural walking tours in villages of the region

» Grape Harvest Experience  Craft workshop: Glass experience

e Saron experience

ACCOMMODATION

The properties that work with KM Zero Tours are all typical villas of the Chianti area, integrated in the
environment with an amazing view of nature and are run by local owners. From a B&B built in a historical
Medieval Tower to a typical Tuscan farmhouse. In total the package includes six nights’ accommodation.
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CHAPTER 5:Products with a Slow Tourism approach

FOOD

As it is a culinary experience, all food comes from local and sustainable products and most of the activities
are gastronomic ones. These include:

« Homemade cooking with local products

« Cooking classes

¢ Visit and cheese tasting (gastronomy)

« Wine producers visits and wine tasting (oenology)

PRICING

The all-inclusive price for the package is €1,150 / Pax.

PROMOTION & SALES CHANNELS

There are several site®t nd and contract this package:

¢ On the Km Zero Tours websiteww.kmzerotours.com
¢ Online Brochure

* By phone

¢ O cial Social Networks

OBSERVATIONS

A shorter program (3+ nights) is also available. Upon request they can create a customized itinerary tailored
to visitors’ speci ¢ interests and requests.

VARIATIONS*
Original package Variation 1: Two-week Fall in (love with) Tuscany Experience
(7 days — 6 nights) (14 days — 13 nights)

An alternative to discover all the activities and experiences organized in the original
includes seven days and package at a slower pace. The idea would be to do the same with more time, allowing
six nights in a villa located participants to immerse themselves deeply in the culture and environment.

in the Chianti Classico Variation 2: Two weeks and two faces of Tuscany

region. This package is full (14 days — 13 nights)

of activities for discovery  This option would allow visitors to discover two areas of the Chianti Region. It

The original package

and learning about the would be divided in two weeks. For the rst week, the accommodation would
gastronomy and oenology be in one villa in Chianti. For the second week, they would stay in another villa
of this Italian region. near a di erent area of Tuscany. Through this, visitors could discover more
Visitors will do activities places of Tuscany and its gastronomy.

such as grape harvest Variation 3: Fall in (love with) Tuscany Experience, veggie tour

experience, historical (7 days — 6 nights)

sites and village visits and s option could be an alternative for vegetarian visitors that want to enjoy

tastings, all accompanied by, experience Tuscany and at the same time feel immersed and included in

a local guide. the group. This package would include all the activities adapted for vegetarian
people. There would be also the possibility to extend the package to two weeks.
Variation 4: Sustainable mobility Fall in (love with) Tuscany
(8 days — 7 nights)
This option is a variation of typology, that would allow participants to live the
Fall (in love) with Tuscany Experience by using sustainable mobility such as
electrical bicycles, horse riding, segways, etc.

* These variations are proposals. Their aim is to inspire, prompt ideas, and to show how to adapt a Slow Tourism package.

Note: All the information has been extracted from the tour operator website. Some information may vary due to COVID-19.

Research study on Slow Tourism international trends and innovations



15|

CHAPTER 5:Products with a Slow Tourism approach

Luberon Experience

The Luberon Experience

Luberon Experience oers a perfect Slow Tourism package for those who want to explore and
discover a place in a sustainable and responsible manner, taking time to enjoy the way. The week-
long Luberon Experience is a guided package that combines a well-structured programme with the
right level of exibility to o er visitors a wide array of activities to discover the Provence in France.

SUMMARY

The package includes:

e Guided trip

¢ Seven-night accommodation in a small - eight-room - and charming 3* hotel

¢ Full board (breakfast, lunch and dinner)

¢ Wine with meals

¢ Activities: cultural visits; market visit; walking tours; farm visit and tasting of farm products; low-intensity

hiking; winery visit and wine tasting

HIGHLIGHTS

« A tailor-made programme accompanied by the organisers themselves
¢ Full-in destination immersion

¢ A diverse stay that combines culture, gastronomy and nature

¢ Small group of like-minded travellers

¢ Helpful, knowledgeable and enthusiastic leaders

* Flexibility

¢ Cultural, gourmet and historical journey

¢ Relaxation and peace of mind

* A taste of La Provence

WEBSITE

https://luberonexperience.com/our-itinerary/

COUNTRY

¢ Country (of the company): France

¢ Country (of the destination): France
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CHAPTER 5:Products with a Slow Tourism approach

REGION (DESTINATION)

The Luberon consists of a long,
narrow mountain range and the

area that lies around it. It is located

in the southernmost part of France,
La Provence, and north of the
Mediterranean coast. The Luberon
mountain range is about 35 miles long
and runs east to west.

HOW TO GET THERE

The meeting point to get there is Avignon TGV station. The main airport is located in Avignon Provence
Airport (12 km away).

¢ Transportation to the meeting point (Avignon TGV station) at the beginning of the trip is not included.

¢ ransportation back to the Avignon TGV station at the end of the trip is included.

PRODUCT PROMOTER

The founders and leaders of The Luberon Experience are two retired Americans, Kathy and Charley Wood.
They discovered Europe while on their honeymoon trip and settled in France in 2006. Apart from The Luberon
Experience, they also organise other tripsdi erent annual destinations such as The Chianti Experience,

The Cotswolds Experience, The Alsace Experience, etc.

The Luberon Experience

1 Google Maps
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» General  Activities
[] Small groups [] Local communities involved
[] Sustainable and responsible tourism approach /[ ] Cultural visits

promotion / philosophy |:| Immersion in the culture of the destination

[] Local tour operator . Accommodation

* Transport [] Local and family-run business

[ Sustainable means of transport L] Agritourism and/or small properties

[4 Actions to reduce the CO2 emissions [ ] Sustainable ways to reduce emissions
[] Low tm ¢ areas and roads
» Food
[] Local producers
[ ] Seasonal products

[] Culinary tastings and/or visits to local producers

Travellers interested in tailor-made travel; doing more than sightseeing; absorbing natural beauty;
experiencing unique cultures, and sharing such experiences with fellow travellers. People interested in quality
over quantity.

Available from May to September.

Private van for the group to move around the Provence area is included.

The package includes the following activities:

 Cultural visits: village, church, castle, museum, cellar, etc.
* Market's visit

» Walking tours

» Farm visit and tasting of farm products

» Low-intensity hiking

» Winery visit and wine tasting

Travellers spend seven nights at the same property, a small and charming, eight-room hotel in the village of
Bonnieux.
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All food is sourced from local producers and farms:

» Meals made by the hosts with produce from the local market

» Access to a fully-equipped kitchen should guests want to make use of it
* Lunch/Dinner at friendly local restaurants

* Picnic lunch-bag prepared with local products

» Wine tasting (oenology)

From 3.300 € / Pax

There are several site®t nd and contract this package:

* In the Luberon Experience websiteww.luberonexperience.com
» Throughout an online brochure

* By phone

* By email

» Traveller’s trip planning guide

An alternative to discover with slower all the activities and experiences organised
Eight well organised days N the original package at a slower pace. The idea would be to do the same with
with activities to discover more time, allowing participants to immerse themselves deeply in the culture and

the Luberon area, which ~ €nvironment.

includes cultural visits,

market visits, walking tours, This option would be a variation of typology that focuses on wine and food

a farm visit and tasting experiences, in order to discovery, not only the area and its main highlights but
of farm products, low- also its culinary traditions and products. This package would include activities

intensity hiking, a winery  such as tasting, cooking shows, grape harvest, visiting by electric bicycles the
visit and wine tasting. vineyards, etc.

This would be an extension of Variation 2, with a total of 14 days tour in order to
allow the participant to deeply and slowly discover the area.

This option would be a variation of typology, that allows the participant to live
the Luberon Experience by using sustainable mobility such as electrical bicycles,
horse riding, segways, etc.

This would be an extension of Variation 4, with a total of 14 days tour in order to
allow the participant to deeply and slowly discovers the area.

* These variations are proposals. Their aim is to inspire, prompt ideas, and to show how to adapt a Slow Tourism package.

Note: All the information has been extracted from the tour operator website. Some information may vary due to COVID-19.
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Responsible Travel

Food and Wine tour in Croatia and Slovenia

Responsible Travel is a British tour operator pioneer in sustainable holidays.Food and Wine tour in
Croatia and Sloveniais for travellers who love to discover and get to know the local gastronomy of
destinations. Apart from knowing cultures of two lesser-known European nations, in a small group
they will have experiences such as chatting with local people and local experts, visiting organic
farms and immersing themselves in the rural life and its secrets at a slow pace. Thus, this package
has been selected because it suits the Slow Tourism ideology.

The package includes:

Guided trip by a tour leader and local guides

Group size: Maximum 16-20 people

Accommodation for 10 nights

Full board (breakfast, lunch and dinner) including top restaurants
Private car transport

Activities: Wine tasting, olive oil tasting, honeytiag, pumpkin oil & tru e tasting, cheese tasting,
sightseeing, cultural visits, museums and archaeological sites

Ten-day food and wine tour
Guided small group accompanied by local experts
Meeting with locals (producers, farmers, restaurant owners, etc.)

Selected family-run restaurants to taste regional dishes and local wines

https://www.responsibletravel.com/holiday/12429/food-and-wine-tour-in-croatia-and-slovenia

Country (of the company): United Kingdom

Country (of the destination): Croatia and Slovenia
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This paclkge passes by di erent areas
and regions, which are:

* Friuli / Brda region, Slovenia
» Cividale, Italy

* Vipava Valley, Slovenia

* Istria region, Croatia

» Kvarner region, Croatia
 Ptuj, Slovenia

 Ljubljana, Slovenia

Travellers arrive in Slovenia by plane.
» Transfer from several airports

» Nearest airports are Ljubljana and Trieste (ltaly)

Responsible Travel is a member of the Association of British Travel Agents with 19 years of experience. They
de ne themselves as a pioneer in selling authentic and sustainable holidays, that are a matching service
connecting travellers with more than 400 specialised and small travel companies who run the trips for

them. Also, they consider themselves an activist travel company committed to making tourism a more caring
industry.

Some facts about Responsible Travel:

* Founded in 2001

» Established in Brighton, United Kingdom

 First business to use the term “responsible tourism”

* First business 100% dedicated to responsible tourism

1 Google Maps
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» General  Activities
[] Small groups [] Local communities involved

[] Sustainable and responsible tourism approach /[ ] Cultural visits

promotion / philosophy |:| Immersion in the culture of the destination

[ ] Local tour operator . Accommodation

* Transport [] Local and family-run business

[] Sustainable means of transport ] Agritourism and/or small properties

[ Actions to reduce the CO2 emissions [ ] Sustainable ways to reduce emissions
[ ] Low tr c areas and roads
» Food
[] Local producers
[] Seasonal products

[] Culinary tastings and/or visits to local producers

Travellers interested in wine and food, responsible travel, small group holidays, sharing experiences and tailor-
made travel.

Available in October.

Trips within the package are included and travellers will be transported by private cars which are energy
e cient.

The package includes the following activities:
» Wine tasting
» Regional product tasting

e Cultural visits

Responsible Travelers travellers only small family-owned hotels, pensions / B&B’s to stay in. Overnight
stays in these locally owned lodgings enhances the visitors’ experience, since they get an opportunity to be
welcomed by a local host and receive better insights into the everyday life of local people.
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On this tour the company works with many food producers and wine makers that are natural, organic and bio.
This means guests not only get pesticide-free food and wines but know that their hosts are not polluting the
soil and environment. Nearly half of the tastings they feature on this tour are with these types of producers.
Furthermore, all the producers they visit are family-run and locally owned.

All meals included in the tours are locally owned and operated restaurants, farmhouses and pensions. This
way, travellers have an opportunity to taste some of the typical specialties of the region and also help the
local economy. Most of the food served at these places are from the owner’s land, though a few items are
supplemented from other local farmers and food producers in the region.

Many of the wines and food specialties on the tour (such as pumpkin oil or goat cheese) are not available
anywhere outside of these countries. Some of these items are not even available in local shops; only at the
home of the winemakers and food producers. This gives travellers a real unique chance to try something that
they could never purchase at home, help put some money into the local economy and spread the word about
these businesses, which is key to their sustainability.

» Restaurants cooking regional cuisine

» Typical lunch at local family’s Agritourism establishment
e Organic and biodynamic wine tasting

» Gault & Millau Slovenia’s top restaurant

* Dinner at a one-star Michelin restaurant

From 3.300 €/ pax (ten days ebding ights)

There are several site®t nd and contract this package:

» On the Responsible Travel websitanvw.responsibletravel.com
* By phone

* By email

* Via an online form
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Regarding environmental issues, as a responsible companyafijy di erent actions to be sustainable:

» To reduce the amount of driving, Responsible Travels uses a hub-and-spoke approach. Guests stay in fewer
lodging locations that become their ‘base’ from which they run many nearby day trips that are all close by
to the base. This means less driving, less emissions and more time everyday spent with local businesses
instead of sitting in cars. Being in one place for longer than a day helps guests get to know the regional
communities better. They only use modern diesel vehicles that are energy e cient and comply with the
strict standards of European Union.

» Allinvoices, travel information and travel documents are issued to the clients as a PDF - not printed on
paper. The majority of brochures are disseminated via PDF downloads and emails rather than printed on
paper. In the o ce, they operate mainly with computers. Emails are preferred over fax and, although some
documents get printed, these are stored digitally on computers and in the cloud.

* Since the tour operator lives in the country where they operate, all the money from the tour gets
reimbursed into the local community. It also puts guests in touch with people they would normally not
come across while travelling. They communicate directly to these suppliers so there is no middle man who
would get most of the money. Instead, the majority of money generated throughout tours goes into the
pockets of small wineries, shops, farmhouses and other locally operated businesses.

The original package An alternative to experiencing the original package at a slower pace. The idea
consists of a road trip would be to do the same program with more time, allowing the travellers to
in Slovenia and Croatia immerse deeply in the culture and environment of the destinations.

focused on gastronomy
and oenology, where
travellers will learn and

experience di erent An alternative of the original variation that would o er customers the possibility

culinary and gastronomic  to do the road trip on a Mobile Home.
activities in order to be

immersed in these cultures.

This variation consists of adding wellness and mindfulness activities to the
original package. The idea would be not only to be involved in local communities
and their culture by discovering their gastronomy, but also to relax and
disconnect as well as practice healthy habits.

This variation adds some cultural activities to the original package for travellers
that are not only interested in gastronomy and oenology, but also in culture and
heritage. This variation would include cultural visits to villages and historical sites
as well as museums and other interesting places in the destinations.

* These variations are proposals. Their aim is to inspire, prompt ideas, and to show how to adapt a Slow Tourism package.

Note: All the information has been extracted from the tour operator website. Some information may vary due to COVID-19.

Research study on Slow Tourism international trends and innovations



Voyageurs du Monde

Du Douro a I'Alentejo - Loin des foules, le Portugal
authentique

This package has been selected as an example of Slow Tourism proposal combining culture, hiking
and enotourism. As a member of a French Responsible Tourism Association, the tour operator
Voyageurs du Monde creates packages that suit the Slow Tourism philosophy from activities to
accommodation.

During an eleven-day guided road trip in Portugal, visitors discover the rich heritage and sweetness of
life in the Portuguese hinterland. This cultural, gourmet and historic journey, appeals to lovers of period
architecture, castles with plural trences and medieval alleys full of charm. It also satighe desires

of disconnection and tranquillity, thanks to many walks with views along the rivers and vineyards on the
terraces.

The package includes:

 Private French-speaking tour guide

 Private travel (no group travel)

» Accommodation in di erent properties

* Meals included: Breakfast

* Activities: Cultural visits, wine tasting, boat / sailing boat trip
» French-speaking concierge service (throughout the trip)

» Traveller's notebook

» Eleven days of cultural, historical and gastronomical experiences

» Discovery of vines, hiking, moments of disconnection and tranquillity

» Road trip o -the-beaten track

» Discovery of a very rich heritage and the gentle lifestyle in the hinterland
e Cultural, gourmet and historical journey

 Disconnection and peace of mind

A taste of an authentic Portugal, far from crowds

https://www.voyageursdumonde.fr/voyage-sur-mesure/voyage-portugal-douro-alentejo-guimaraes-
pinhao-coimbra-evora-alcacer-do-sal/voyage-en-voiture-au-portugal-de-guimaraes-a-evora/pei4 711

e Country (of the company): France
» Country (of the destination): Portugal
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From North to Central Portugal.

Itinerary: Guimaraes - Pinhao - Coimbra -
Evora - Alcacer do Sal.

Visitors will be travelling by rental car from the airport. The company assists them if they need help to rent a
car.

Voyageurs du Mondis a tour operator and gup with di erent brands:Terres d’Aventure, Allibert Trekking,
Nomades, Visages, La Pélerine, Chamina, Destination Merveilles.

Established in 1979Yoyageurs du Mondis a specialist in tailor-made individual travel. It is a member of the
association Agir pour ufiourisme Responsable (ATR).

1 Google Maps
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» General  Activities
[] Small groups [] Local communities involved
[] Sustainable and responsible tourism approach /[ ] Cultural visits

promotion / philosophy |:| Immersion in the culture of the destination

[ ] Local tour operator . Accommodation

* Transport [] Local and family-run business

[ Sustainable means of transport ] Agritourism and/or small properties

[ Actions to reduce the CO2 emissions [] Sustainable ways to reduce emissions
[ ] Low tr c areas and roads
» Food
[] Local producers
[ ] Seasonal products

[] Culinary tastings and/or visits to local producers

Travellers interested in tailor-made travel, road trips, honeymoon travel, luxury travel and with a responsible
travel attitude who care about sustainability.

The tour takes place all year round without season limits

Car rental is the means of transport for the trip.

Committed for over ten@ars in the ght against global warming, Voyageurs du Monde now absorbs all
emissions of CO2 linked to travels (in the air but also on land) of its tourists thanks to major reforestation
projects around the world. The company also achieves carbon neutrality across the travel board of its
employees.

The package includes the following activities:

» Cultural visits: City, cathedral, church, castle, museum, cellar, etc.
» Wine tasting with regional products

* Sailing boat trip

 Traditional boat trip

 Private French-speaking tour guide (5 visits)

» Optional: Private cruise, hot-air balloon ride
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As it is a road trip, the package includes several accommodations for ten nights:

Two nights at a manor country house

Two nights at an accommodation in a vineyard
Two nights in a small charming accommodation
Four nights at a Pousadas which are historic hotels

The package includes wine tasting (oenology). Moreover, Voyageurs du Monde is a specialist in organizing
personalized trips. As such, they have a selection of restaurants and gastronomic products according to
the tastes of their customers, in ordeo ful | their expectations as well as letting them know about the
gastronomy and culture of the chosen destination.

From 1.800 € / Pax

There are several sites to nd and contract this package:

In Voyageurs du Monde websitsww.voyageursdumonde.fr
Paper brochures

Online brochures

By phone

On physical travel agencies

100% CO2 Neutral

Each trip has a measurable impact on global warming. Voyageurs du Monde precisely assesses the amount
of CO2 emissions linked to all of its travellers’ journeys. This precise calculation model, certi ed by Ademe
(French Environment and Energy Management Agency), allows them to know how many trees should be
planted in order to absorb the volume of CO2.

Traveller's notebook
Available both on paper and on smartphone, the package includes a traveller’s notebook that helps the
participant. These notebooks include:

Daily trip details

Maps and geolocation of places (hotels, services)
Good addresses World Travellers

GPS

Practical information and contacts

Visitors are able to give opinions on their accommodation, services and greetings

Research study on Slow Tourism international trends and innovations



An alternative to discovering Portugal at a slower pace, by going on a two-
The package consists of ~Week road trip. The idea would be to do the same with more time, allowing
an eleven-day guided road Participants to immerse themselves in the culture and environment, as well as
trip to discover the culture SPending more than one night at the same accommodation.

and lifestyle of Portugal. It
combines di erent types
of activities: cultural visits
and gourmet experiences
as well as activities that
facilitate relaxation and
disconnection during the
tour.

An alternative of the original variation that would o er customers the
possibility to do the road trip during one week. They could choose their
preferred area of the original package.

An alternative of the original variation that would o er customers the
possibility to do the road trip on a mobile home.

An alternative of the variation 3 that would o er customers the possibility to
do the road trip during one week on a mobile home. They could choose their
preferred area of the original package.

* These variations are proposals. Their aim is to inspire, prompt ideas, and to show how to adapt a Slow Tourism package.

Note: All the information has been extracted from the tour operator website. Some information may vary due to COVID-19.
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MENA ICT FORUM 2020

This event targeting speci cally the Middle East and North Africa (MENA) region is the meeting place
for visitors and companies that are looking for innovative technologies such as arti cial intelligence,
big data, analytics or cyber security solutions applicable to the tourist sector, also including Slow
Tourism.

MENA ICT Forum is the Middle East and North Africa (MENA) region’s biennial information and communication
technology (ICT) industry event. Held in Jordan, this forum focuses on using technology to provide a better
quality of life, re-skill the youth, and prepare for a better future.

MENA is a premier two-day forum that:

* Brings together regional leaders in technology, innovation, and business to discuss and spread awareness
on the future of technologies to the region;

» Showcases the region’s ICT activities and addresses industry trends, opportunities, and future outlook;
» Brings together vendors, entrepreneurs, investors, developers, telecom operators, and goverroiasit o

The MENA ICT Forum 2020 presents a rich selection of current and trending topics such as augmented and
virtual realities, the impact of arti cial intelligence on vital sectors, (education, medical care, banking, and
business), machine learning, cyber security and analytical tools to innovate and create.

The forum aims to address how technology can help in solving pressing challenges that most nations face

in today’s age, including alarming unemployment rates, healthcare, rebuilding digital economies, and the role
of FinTech in creating transparency and bridging the gap between societies in hopes for a better life for its
citizens.

Through the events, attendees can:
» Learn rst-hand about the latest industry developments and how they bene t their organizations.

 Participate in sessions and intensive break-outs to expand their practical knowledge and skills in key
deployments.

» Expand personal visions on how technologies impact business, societies, and lives at large in critical
industries.

» Experience a quality, content-rich, and highly focused forum with mind-challenging discussions.

» Engage in networking and social events, to exchange ideas and expand contact bases.

Mena ICT Forum takes place at King Hussein Bin Talal Convention Center,
Dead Sea Road, Sweimeh, Jordan

https://goo.gl/maps/hvZNMNvZJ4zVg22MA

Next edition is expected to take place on November 2021.
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The forum was inaugurated in 1999 and was extended from the “Jordan ICT Forum” held in 2002, 2004, and
2006.

The MENA ICT Forum 2020 marks the 20th anniversary of a successful technology and networking event
that connects people from the region and the globe to explore and learn about trending topics that reshape
the present and future.

Last edition: September 10th — 11th, 2018 - King Hussein Business Park, Amman.
Previous forums: 2010 - 2013 - 2014 - 2016.

https://www.menaictforum.com/

The Information and Communications Technology Association of Jordan (int@j), founded in 2000, is a
membership-based ICT and IT Enabled Services (ITES) industry advocacy, support and networking association.

int@j serves as the collective voice of the industry, advocating on behalf of its stakeholders and seeking to
maximize the contribution of the ICT sector towards Jordan’s national economy. As the representative of
Jordan’s ICT and ITES sectors, int@j supports its members with the tools they need to continuously grow and
expand.

int@j has been organizing and hosting the Technology Fusion Summit sincé.2002

Experts and business leaders from 30 countries attended MENA ICT Forum 2018.

MENA ICT Forum is a regional platform to acquire knowledge, establish a vision, and network with experts
and decision makers. The forum is the venue of choice for:

» C-suite Business Executives

 Governments MENA ITC Forum 2016 Delegates
* Policy Makers

» Academics and Researchers Others

« Nonprot Executives 1 1%

* Venture Capitalists

» Angel Investors

MENA
* Investment Funds

* Entrepreneurs & Startups 14%

* |CT Professionals

Jordan

715%

* Enthusiasts and Hobbyists

L www.intaj.net
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Some of the tentative topics for next edition are:
Augmented and virtual realities

Taking augmented and virtual realities beyond the realm of gaming, and into creating that multi-experience
of how people interact with, and perceive, the digital world; AR and VR are one of today'signosant
advancements in travel and tourism but also in business, education and learning, consumer entertainment,
social collaboration, medical care and well-being, encompassing virtually every aspect in life.

Arti cial intelligence and machine learning

Arti cial Intelligence has made — and continues to make exponential progress which individuals are
increasingly experiencing in their daily lives. Whether it be applications that support business decision making
processes to sophisticated home appliances, Al has become an integral part of life.

Leading themes:

» How people ethically enhance, deploy, and use Al.

» How people secure the Al models themselves and the data used to support them.

» Will Al replace humans in their jobs, or will it create new opportunities?

* What will the workplace look like in a few years?

» How Al bene t the quality of education, medical care, governments, business, transport.

« How are enterprises, governments, and educational institutions contributing to the enhancement and
deployment of Al in the MENA region.

Big data and prescriptive analytics

The bloodstream of Al, machine learning, AR/VR, and most modern technologies is big data and prescriptive
analytics. Data is available today in abundance, primarily because people have become really good at
collecting every piece of information that can be digitized. The challenge with “big data” is that it is grown so
big it could stop making sense; or at least in the absence of prescriptive analytics.

Tourism boards and companies in the tourism sector can bene t from data of this type in many ways. This
includes pinpointing marketing campaigns, o ering packages tailored to visitors’ likely interests, and deciding
which countries to focus on winning customers in.

These insights can be a great help in the decision-making process and improve how the tourism industry
operates. Players in the tourism industry can now make informed decisions on the basis of analytics and
number-driven data. They can identify targeted groups of potential customers at every stage of the trip
planning process. They can also increase tlegeacy and quality of services. Big data can even be used to
predict which new products might work well in their market.

For tourists, big data technologies used e ectively can translate to personalized o ers tailored to their
interests and needs. They can receive improved experiences that are focused on the customers and their
needs. Big data can be used not just as a predictive tool to forecast future trends, but also in real time to
anticipate and respond to tourists’ needs nearly immediately.
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The internet of things

The Internet of Things is evolving at a pace that seems to near the speed of light. Drones and self-driving
cars have become the norm, and smart homes are becoming increasingly popular and common. As the use
and existence of autonomous things grows, there is an expected shift from stand-alone intelligent things
towards collaborative intelligent things, with multiple devices working collectively, either independently of

people or human input.

AGENDA For more information you can chetktps://www.menaictforum.com/agenda.html

SPEAKERSFeatured keynote speakers included King Abdullah Il, Intel CEO Craig Barrett, Cisco chairman John
Chambers, 3Com CEO Edgar Mastri, and Sun Microsystems chief researcher John Gage.

Fees, members of Int@j

1-3 Delegates 4-6 Delegates

Runner Rate $345 $310
Standard Rate $390 $355
Late Registration $470 $425

Fee per delegate. 16% VAT not included

Fees, non-members of Int@]

1-3 Delegates 4-6 Delegates

Runner Rate $525 $475
Standard Rate $600 $540
Late Registration $720 $650

Fee per delegate. 16% VAT not included
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7-9 Delegates
$295

$335
$400

7-9 Delegates
$450

$510
$615

10+ Delegates
$275

$315
$380

10+ Delegates
$420

$480
$580



SPONSORSHIP OPPORTUNITIES
For more information you can chebktps://bit.ly/2xByNhX

STRATEGIC PARTNERSHIP

» Keynote address during main opening session

» Remarks/ speech during closing sessions

» Keynote address/ presentation during topic-related plenary session
» One presentation/ speaker per topic-related breakout

» Two dedicated break-out rooms for self-managed sessions/ workshops
» Prominent branding of topic-related breakout halls

* Logo included prominently on all venue branding items

* Logo included on all printed and digital collateral materials

* High visibility on website, social media posts, and newsletters

» Representative seat on head-table during press conferences

* Inclusion in all press releases

* 50 complimentary passes

12 VIP seats during primary sessions

* Private VIP room for meetings

* Private reception function for VIP clients, delegates, guests

* 25 x 25 m2 space for booth or pavilion

For more information you can chebktps://bit.ly/2W2z42e

NATIONAL PAVILIONS

National Pavilions are fully built and equipped, and include a country-branded structure (to accommodate a
number of booths indicated in the table above), individually branded booths, high-speed internet access, one
TV screen per booth, table and chairs, and a small storage unit with lock.

For more information you can chedbittps://bit.ly/3dj8Dja
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Among others, featured 2018 sponsors were:

» Orange

» Jordan Investment Commission

* MENAICTECH

» Optimiza

» Amman Chamber of Industry and Internet Society
» Galaxy Telecommunication

e Samsung

Note: The information has been extracted from the event website. Some information may vary due to COVID-19.
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TRAVEL FORWARD

This event would be specially interesting for those companies that are looking for innovative and
advanced technologies such as the latest market trends and research, customer experience, big data
and analytics or Augmented Reality (AR), Virtual Reality (VR), Arti cial Intelligence (Al) and machine
learning for travel tourism application and, consequently, also for Slow Tourism.

Travel Forward is the leading travel technology show which is part of the World Travel Market (WTM). This
event consists of a three-day program containing a combination of conferences, interactive exhibition and
startup showcase.

World Travel Market is a UK event for the global travel industry. Almost 46,000 senior travel industry
professionals, government ministers and representatives of the international media, converge at ExCelL
London each year to attend this travel exhibition.

Over 7,000 travel executives have the opportunity to tailor the event to their individual interests and
requirements, whether it be hearing insightful case studies from industry peers, participating in round-table
debates or meeting over 250 of the latest innovative solution providers.

Travel Forward takes place at the ExCel venue in London:
Royal Victoria Dock, 1 Western Gateway, Royal Docks, London E16 1XL
Check the address in the following Iwkvw.google.com/maps

Next edition is expected to take place on November 2nd - 4th, 2020.

The rst edition of Travel Forward was held in November 2018. This year is expected to be the third edition.

https://travelforward.wtm.com/
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World Travel Market is organized by Reed Exhibitions, which also organizes other travel industry events
including Arabian Travel Market and International Luxury Travel Market.

Reed Exhibitions is an event organizer, with a portfolio of approximately 500 events in 40 countries including
UK, Austria, USA, France, Germany, Brazil, Russia, India, China, Australia, South Africa and the Middle East.

Reed Exhibitions employs about 4,000 employees. This company is part of RELX Group, which in 2017 made
an adjusted pra of £2,284m on revenues of £7,355m.

The information and analytics company operates in four market segments:
1. Scienti c, technical and medical

2. Risk and business analytics

3. Legal

4. Exhibitions

Inits rst edition in 2018, almost 400 exhibitors from worldwide and 7.378 visitors attended Travel Forward.
Data was gathered about is attendees, and showed their origin, the pro le, and the interests:

North America
South America
Europe

Africa

Midde East
Asia
Australasia
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41%

C-level executives / Owners /
General Managers /
Presidents / CEO/

Partners / Founders

Administrarion / Support

Business / Commercial development
Customer Experience

Customer services

Digital inuencer

Distribution

Events

Finance

General management

HR / Training

Marketing /Communication

Booking and Reservation System

Business automation and management
Channel Management

Connectivity & Network

Consultancy

Content Management

Digital Marketing (SEO/Email/Social Media)
Data Management and analytics tools
Distribution systems

GDS and Datawitches

Hotel Technology (PMS, POS, CRS, etc)

46%

Senior management /
Directors / CTO /
CIO / CMO /VPs

13%

Junior management /
Administrator / Support /
Co-ordinator / Organiser /
Planner

Marketing/Digital/CRM/Loyalty/Mobile
Media

Meeting/Conferences

Operations

Procurement/Contracting

Product management

Research

Revenue Management

Sales

Technology/IT

Travel management

Online Marketing, CFM & Customer Loyalty
PSP & Review Platforms

Payment Solutions

Personalisation

Screen tech & Digital Entertainment
Software Solutions

Startups

Telecoms

Ticketing / itineraries

Tour Operator / Travel Agent Systems

Transport Technology
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CONFERENCE

Travel Forward'’s exclusive conference brings together a cutting-edge, inspiring line up of industry experts,
providers and imencers to deliver a rich progm lled with valuable experience. Across multiple tracks,

Travel Forward's case study-based sessions are all about the ‘how’, giving attendees hands-on insights about
how technology can make a real di erence to their organizations.

In 2018 edition was o ered a mix of panel sessions, reside chat interviews and direct presentations, each
with the shared goals of both inspiring and educating the audience with actionable takeaways.

Running alongside presentations from hotel chains and airlines, OTAs and infrastructure partners, technology
providers gain the opportunity to demonstrate eld- tested solutions and share learnings from successful
deployments of technology.

Panelists and speakers include representatives from travel companies such as Expedia’s Media Solutions and
Partner Solutions units, Carlson Wagonlit Travel, booking.com, Trainline, Klook, AccorHotels, Air France and
Hotelbeds Group, as well as technology giants such as Google Cloud, Facebook for Work, Tata Consultancy
Services, Amadeus, Sabre and Travelport.

The Travel Forward conference delivers insights to senior decision makers, providers, operators, and agencies
as they set strategy and plan for the future. It links strategic vision to practical reality, cutting through the
complexity of travel technology across supply, distribution and the entire value chain. This, it connects buyers
with suppliers in a non-pressured environment that sets the scene for long-term relationships.

FEATURE TOPICS

Distribution, Reservations and

Latest Market Trends and Research -
Customer Acquisition

Customer Experience, Engagement

and Personalisation Connectivity and Integration

AR/VR/AI, Chatbots, Machine

Digital Marketing and Mobile Strategies Learning and Robotics

Big Data and Analytics Payment Solutions

CRM and Loyalty Blockchain

Startups, Entrepreneurship

Dynamic Packaging Innovation and Investing

LEADING THEMES OF LAST CONFERENCE (2019)
» The impact of technology on the needs, aspirations and expectations of business and leisure travellers.

» O ering clarity on cutting-edge, disruptive solution areas such as machine learning and blockchain, from
acquisition and distribution to customer-facing mobility platforms.

» Helping travel leaders learn from peer experience and industry expertise through case study presentations,
panel sessions, and informal networking

» Exploring “the art of the possible”, covering what options exist, what can be done now and how to set
direction for the coming years.

» The conference was focused around four main avenues: Digitization, Customer-focus, Infrastructure and
Data.
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EXHIBITION

The Travel Forward Exhibition space o ers an environment to build on the themes of the conference, to
network with peers and to showcase how cutting-edge technologies are driving the industry forward.

The exhibition incorporates a number of facilities and events to connect companies developing technology
solutions with travel and hospitality business decision-makers:

» A product showcase theatre enables exhibitors to present in-depth overviews of their o erings.
» The visitor advice clinic enables decision makers to present their challenges and receive expert feedback.

» The spotlight placed on innovation creates a special area owsbor geared around tangible
demonstrations of travel innovation.

« The Startup showcase, and competition creates an opportunity to test-pitch to an investor audience,
incorporating “meet the investor” sessions and feedback. Running alongside these, are a hackathon for
developers to test out new ideas, and a VIP buyer program to ensure that in uential buying decision makers
have the conversations they need to drive their organizations forward.

The interactive exhibition area at Travel Forward features more than 250 of the most innovative technology
and solution providers working in the world of travel today. Exhibitors have the opportunity to showcase their
products and services to senior decision makers and in uencers from all segments of the travel & hospitality
industry. Alongside the exhibition, there are a product demonstration and a startup stage where exhibitors can
bring their services to life and engage with the audience in an interactive and lively atmosphere.

STARTUP SHOWCASE

The Travel Forward Startup Showcase is a brand-new forum designed to showcase the latest technology
innovations from some of the brightest minds in the travel & hospitality industry.

It provides attendees the opportunity to pitch against peers, network with investors and present the exhibitor’'s
business to a global audience at the world’s leading B2B travel & hospitality exhibition and conference.

By taking part in the Startup Showcase, visitors get access to these exclusive o ers:

» Startup Stand Package.

« Complimentary entry into the Travel Forward Startup Competition.

» Networking opportunities with investors.

* Global exposure through the Travel Forward and World Travel Market's marketing and publicity campaigns.
HACKATHON

As technology innovation changes the experience of travellers, it creates both newtseared pain points.
Therefore, it is important to understand and solve these challengesasrgly as possible.

For 2019, the organization teamed up with Winding Tree to host their latest #HackTravel event. #HackTravel
hackathons bring forward thinking travel industry players together to collaboratively tackle real world industry
pain points. Like the rest of Travel Forward #HackTravel is a platform for self-expression and creativity through
technology.

Whether the visitor is an OTA, hotel, software vendor or an independent travel tech expert, there are great
challenges to take part in for both technical and business hackathon participants. This is a unique opportunity
to share the problem-solving process with people that companies would not normally be able to learn from,
collaborate with peers and create actionable solutions at pace.
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Travel Forward is located next to and connected with World Travel Market. By purchasing a ticket to either
event, visitors gain access to both shows. Admission fees for the 2019 edition were:

Trade visitor - Exhibition SOLO Pass

* FREE

* Access to Travel Forward Exhibition

» Access to World Travel Market London

Startup Company — Conference Ticket

* £349

» Access to Travel Forward Conference

* Access to Travel Forward Exhibition

* Access to World Travel Market London

» Fast track entry

« Meals and refreshments during the conference
« Invitation to networking drinks reception

* Access to speakers’ presentation

« Vote in the Startup Competition Final

Travel Company / Brand - Conference Ticket

« Recommended Retail Price £649 / Early-bird discount 39% (£349)
» Access to Travel Forward Conference

* Access to Travel Forward Exhibition

* Access to World Travel Market London

« Fast track entry

« Meals and refreshments during the conference
« Invitation to networking drinks reception

» Access to speakers’ presentations

« Vote in the Startup Competition Final
Technology Solution Provider - Conference Ticket
« Recommended Retail Price £849 / Early-bird discount 42% (£499)

» Access to Travel Forward Conference

* Access to Travel Forward Exhibition

* Access to World Travel Market London

 Fast track entry

* Meals and refreshments during the conference
« Invitation to networking drinks reception

» Access to speakers’ presentations

« Vote in the Startup Competition Final
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The price per sgm is approximately £440, but this doesn't include the shell scheme, electrics, furniture or
additional items.

EVENT PARTNER

ASSOCIATION PARTNERS

MEDIA PARTNERS

Note: The information has been extracted from the event website. Some information may vary due to COVID-19.
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TRAVEL TECHNOLOGY EUROPE - TTE

The Travel Technology Europe Conference is an interactive and high-quality conference program
whose aim is to share the most innovative digital solutions within the travel sector. This event could
be specially interesting for Slow Tourism companies to nd and implement advanced technologies in
their business.

Travel Technology Europe has been held annually in London for 17 years, bringing together more than 6,000
travel and hospitality technology professionals. This long- established and reputable event connects travel
technology buyers and managers with the suppliers, knowledge, and contacts to help innovate for the future
of travel.

Most of these tend to be about Hospitality, Travel, Holiday, Tourism, E-Commerce, Payment Systems,
Information Technologies, Travel Technology, Reservation Systems, and Booking. This event shows
products like reservation, distribution, content and web marketing technology to niche providers in business
automation, translation and CRM software, hospitality, healthcare, leisure, and interactive smart hospitality.

Throughout the two days, attendees get the opportunity to meet and network with other senior industry
leaders and discover the latest in travel and marketing technology. It also o ers a glimpse into the future of
travel marketing, booking and technology. Additionally, visitors will receive bespoke advice from technical
experts in the advice clinic and learn from professionals with over 35 streamed conference sessions.

Organizers are relocating Travel Technology Europe to ExCel venue in London from 2021.
Royal Victoria Dock, 1 Western Gateway, Royal Docks, London E16 1XL
https://goo.gl/maps/FVKWBX3Zsu2uTgZu6

Next edition is expected to take place on February 24th - 25th, 2021.

The 2020 edition was the 17th edition.

Dates: February 26th — 27th February 2020.

Travel Technology Europe took place at Olympia venue in London.
Hammersmith Rd, Kensington, London W14 8UX
https://goo.gl/maps/qnB8GXUHB76Ap2Gp6

Last edition (2020)https://olympia.london/whatson/travel-technology-europe

Next edition (2021):https://ntm.traveltechnologyeurope.com/
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Travel Technology Europe is organised by Northstar Travel Gesuppowered by PhocuswrighfTTE is part
of the Northstar’s portfolio of events in creating industry uniting experiences, connecting their audiences,
and ultimately driving business impact for the travel industry.

As the largest and most trusted travel media, information, and services company in the world, Northstar is
committed to the growth of a sustainable, global travel industry. Northstar serves the breadth and depth

of the travel and hospitality ecosystem. Through their events, media, and insights backed by years of
experience, they directly empower the decision makers and champion the trailblazers who are committed to a
sustainable and accessible planet.

Northstar Travel Group o ers the most comprehensive coverage in the travel industry with 85 events,
18 brands, 1.1M audience, and opemain ve markets segments: Retail Travel, Meeting and Incentives,
Corporate Travel, Travel Technology and Hotel Investment.

+ 6.000 visitors
+ 180 exhibitors

The Travel Technology Europe Conference will showcase the latest technologies and innovations that can
help businesses succeed. Last year's event featured free-to-attend conference sessions with brand new Tech
Huddles which was designed to help attendees learn from the experience of users and suppliers. More than
70 hours of free conferences content and almost 100 expert speakers and panelists participated in the 2020
event.

KEYNOTE SESSIONS

The main topics discussed during the 2019 sessions dealt with how to harness the power of cognitive,
analytics, blockchain and the Internet of Things (IOT) in the transportation and travel industries. It was also
highlighted how crucial is search engine optimization and how major travel brands are creating an engaging
mobile experience due to the increased usage of this technology. The importance of user experience when it
comes to achieving success in-destination was also one of the main topics discussed.

EDUCATIONAL SESSIONS

More than 50 educational sessions were organized during the 17th edition for visitors to collect ideas and
information on a range of topics, including business transformation, funding, social and mobile networks.

In particular, such sessions were attended by a number of representatives of travel companies that shared
their thoughts on travel inspiration, what they are looking for from travel companies, whethenicers

can really in uence, what technologies old and young consumers want to use, how companies can appeal
to both market and whether ight shame means they won't be traveling anyway. Other panelists joining the
conference discussed how experienced business leaders from di erent tourism sectors identify trends that
will have an impact on tourism technologies, such as Brexit and sustainable travel.

Also, br the rst time Travel Technology Europe featured a session focused on business travel technology,
where experts discussed IATA's NDC targets alongside other technologies facing resistance to change,
including online booking tools.

PHOCUSWRIGHT BATTLEGROUND: EMEA

During last edition of Travel Technology Europe and for the rst time, the pitch contest event “Phocuswright
Battleground” was held with the participation of six start-ups which presented the newest ideas in travel
technology.

Thttps://www.northstartravelgroup.com/
2https://lwww.phocuswright.com/
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Free & Paid Ticket (detailed prices are not available online)

* GBP 6,165 (Shell Scheme Stand (96 sq. mt.))
» GBP 5,697 (Space Only Stand (96 sg. mt.))

Note: The information has been extracted from the event website. Some information may vary due to COVID-19.
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WEB SUMMIT

Web Summit o ers a start-up programme where visitors have the chance to join a global community
of start-ups relating to the tourism sector that are looking for brand awareness, funding, networking
or learning. Thus, it is also an interesting event for start-ups and small companies working with an
Slow Tourism approach.

Web Summit brings together people and companies redg the global tech industry and tackling the big
challenges facing industry today. The summit stages cover topics ranging from internet technology, emerging
technologies and data science, to design and environmental sustainability.

Attendees meet with CEOs and founders of the world’s biggest companies, the most promising new start-
ups, inuential investors, and leading journalists.

Web Summit takes place at Altice Arena & Fil in Lisbon
Rossio dos Olivais, 1990-231 Lisbon, Portugal
https://goo.gl/maps/fUA3AqzGIDzXLhkW7

Next Web Summit is expected to take place online on December 2nd — 4th, 2020.

Founded in 2009, Web Summit was originally held in Dublin (Ireland). From 2012, it moved permanently to
Lisbon (Portugal).

Last edition; November 4th — 7th, 2019.

https://websummit.com/

Web Summit is organized by Connected Intelligence Limited, a company based in Dublin (Ireland) that holds
events online and across the world redimg tech - Web Summit, Collision and RISE.
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TOP 20 REPRESENTED COUNTRIES

Austria
Belgium
Brazil
Canada
Denmark
France
Germany
Ireland

Italy
Netherlands
Poland
Portugal
Romania
Russia

Spain
Sweden
Switzerland
Ukraine
United Kingdom
United States

MAIN FIGURES:

* Attendees: 70.000+

* Female attendees: 46%+
¢ Investors: 1.200+

« Developers: 8,500+

« Countries: 160+

e Speakers: 1.200+

e Journalists: 2.500+

* CEOs: 11.000+

TOP 5 EXHIBITORS:
* AIRBUS

*» ACCENTURE

* GOOGLE

« KPMG

* SIEMENS
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CONFERENCES

Across the four days more than 1,200 speakers spoke at the last summit's 22 stages. In last editions, some
of the speakers included Edward Snowden; former UK Prime Minister Tony Blair; former professional boxer
Wiladimir Klitschko; Jaden Smith; Guo Ping (Rotating Chairman of Huawei) and Katherine Maher the CEO of
Wikipedia.

STARTUPS

The Web Summit startup programme showcases the startups disrupting their industries and introduces them
to the world’s leading investors, companies and media.

Startups that apply to exhibit at Web Summit are assigned to a category depending on the company size and
revenue: ALPHA, BETA and GROWTH. ALPHA companies are startups in the pre-investment stage.

Successful applicants to Web Summit’s ALPHA startup programme receive three tickets to the conference with
full access to all stages, covering everything from deep tech to corporate innovation.

The event has always revolved around startups, and 2020'’s edition will see its biggest startup contingent to
date — with 2,150 ALPHA, BETA, and GROWTH level startups joining the event.

Startups exhibiting in 2019 represented a wide range of industries. Below aredpevie industry sectors:
» Advertising, content and marketing (Adludio, Advocado, User.com, etc.)

» Al and machine learning (4Dage, O Genie, etc.)

» Ecommerce and retail (4Gifters, TravelPost, Kngro, etc.)

e Social media and networking (We travel the world s.r.o., Twisper International SA, etc)

» Travel and Hospitality (Travel a la carte, Travely, Gozo Travel, Beyond Pricing, Byhours, Flightio, GetTransfer,
Aervio, BeRightBack, BeSeated Inc., BusUp, Checkin, FinalRentals, TransferGest, etc.)

Startup activations at Web Summit:
* PITCH: Web Summit’s startup competition
 Startup workshops

» Mentor Hours: Series of pre-scheduled, 45-minute long group meetings between our high-level attendees
and startups

* Investor Meetings: Series of pre-scheduled, 15-minute meetings between tech’s moshtial investors
and startups

MEDIA

From moderating talks and interviewing speakers to reporting on the most impactful stories on the ground

in Lisbon, the media at Web Summit brought their expertise in a myrialtl® and helped push the

conversation. More than 2,500 journalists, broadcasters and reporters attended in the last eféiitonThe

Financial Times, The Washington Post, The Wall Street Journal, The Guardian, CNN, CNBC, Politico, The New
Yorker, Forbes, Wired, Recode, Euronews, Fast Company, Reuters, BNN Bloomberg, 8urrtsagdmore

were a part of Web Summit. The previous year saw 13,401 articles written across 3,200 publications, with an
Advertising Value Equivalent of US$102.64 million.

NIGHT SUMMIT

The Web Summit ticket provides attendees access to all Night Summit activities with the possibility to
network and build connections.

Some of the activities at Night Summit 2019 are Waterfront Meet & Greet, Time to do Business and
Warehouse party. For more information, visit the webdgitgs://websummit.com/night-summit
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General attendee prices
There are two options for enémce prices: Exhibition oor only or General attendee.
- Exhibition oor only

» Access to exhibition oor
» €450 (€366 Excluding VAT)
- General attendee

» Access to exhibition oor

» Access to 1,000+ talks

» Access to workshops

» Access to mobile app

e €595 (€484 Excluding VAT) — Super early bird
» €775 — Early bird

» €995 — Regular

Group packages prices

Group packages get access to ticket belseAccess to talks across 23 tracks, get the Web Summit app,
networking opportunities, and gather with tech industry’s high speakers. To get a tailored group package,
contact: partnerships@websummit.com

Startups prices !

ALPHA category spotlights the early-stage startups engineering the future, connecting them to the world’s
most inuential companies, investors, and media.

Ticket benets if startups apply to exhibit as part of ALPHA:

» Three tickets

» Access to Investor Meetings
» Access to Mentor Hours

» Access to Startup University
» Access to startup workshop
» €995

No information available on the website.

Web Summit partners range from Fortune 500 companies to startups, with attendees representing all levels
and sectors of the global high technology industry.

Some of the 2019 sponsors were:

. APAX
« ACCEL

« 500 STARTUPS

. SEQUOIA
SUPPORT CENTRE

https://support.websummit.com/support/home

tFor further information: https://websummit.com/startups/alpha
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Ascape

Ascape oers to the Slow Tourism travellers the opportunity to explore a place through virtual
reality, a trend in the Tourism Industry. A way to feel the Slow Tourism approach of a destination
in an innovative way, using the technology to explore and make an idea of how wonderful living
an experience would be once at the destination. An alternative to promote a destination or an
experience that captures the essence of slow travel.

» Mobile and tablet technology

* Virtual reality

This innovative solution is applicable to the following phases of the Slow Tourism product design and/or
execution:

» Communication and promotion

» Conceptualization and management

Ascape is a curated platform where professional Virtual Reality (VR) creators upload their 360° travel videos
for users to consume via mobile app for both iOS and Android devices.

Ascape is a leading supplier of VR travel solutions. They work with both B2B and B2C clients.

About 80% of the videos on the platform are free to watch and the rest are paid (they charge users an
amount per video and share the revenue with the content creator). They currently have the largest library of
high-quality 360° travel videos in the world (more than 700 videos from over 60 countries).

On the B2B side, they help travel brands to create and acquire 360° video content cheaper. By employing
their network of professional creators and small studios around the world (in over 40 countries), they reduce
the production cost of 360° videos.

Websitewww.ascape.com

Emailcontact@ascape.com
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* A wide range of 360° virtual reality travel videos

¢ Thanks to the virtual reality the user feels like they are in another place

¢ Using VR sound technology, the user can hear the “real world” around them

« The user can enjoy the most iconic places in the world with realistic 360° tours

« New 360° videos uploaded often so users candakdi erent virtual reality tour every day

¢ The user feels the immersion right on their smartphone screen, without a virtual reality device

« Compatible with any virtual reality device: Google Cardboard, Zeiss VR ONE, DoDo Case VR, HOMIDO,
Durovis Dive, Fibrum, etc.

Ascape is a virtual reality app with many 360° travel videos. Ascape VR allows the user to explore and
experience high quality interactive tours and relaxing movie videos even without leaving home. Their scenic
VR tours are designed for travel inspiration. Ascape captures reality in 360° so users can see hundreds of
destinations as they would discover them in real life.

The user uses their own smartphone or Google Cardboard, or any other virtual reality device to take the most
immersive tours that take them through di erent tourist destinations on the planet.

Users can, for example, take a 360° virtual reality tour of San Francisco with the mayoral candidate, explore
the ancient temples of Pe#r, y over St. Petersburg, walk with the elephants of Botswana or even swim with
the dolphins, all from their smartphone.

Ascape VR is a go-to source for licensing VR travel footage for use in any video, commercial, or multimedia
production. Travel brands (airlines, hotels, travel agencies, and tourism boards) license their 360° videos

to help frame their marketing messages. They work with brands like JetBlue, Lonely Planet, Yellow Pages,
Thomas Cook, and Amadeus.

Users can download the application for free (available for Android and iOS). There is a free catalogue and
premium access.

Ascape VR lets visitors’ experience the planet’s best locations from anywhere: what users have to do is
simply rotake the phone and nd themselves on the beach in New Zealand or Miami, meeting people in San
Francisco, watching a parade in Disneyland or enjoying a sunrise at the Sydney Opera House.

Founded in 2015, Ascape VR Inc is based in San Francisco, California, United States.

Ascape is the rst ever travel agency for virtual reality trips connecting travel brands to VR creators and
travel lovers. Ascape is for those with a ‘wanderlust gene’ looking for travel inspiration and people who
cannot travel in real life like those with disabilities, retirees, low income and even kids.
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Ascape has videos from many destinations. A prominent example is their virtual reality tour ‘You Are Here: San
Francisco’ which was nominated for a Digital Hollywood Award in 2015.

This was the rst in a series of You Are Here travel entries.

You Are Here: San Francisco is a guided tour of one of America’s most iconic cities with Stuart Schu man,
2015 San Francisco mayoral candidate and the host of IFC’s 2011 travel show Young, Broke, and Beautiful.

Recorded using 360-degree VR video and realistic positional sound, proprietarily developed by Ascape VR.
You Are Here: San Francisco immerses the viewer in the city as they explore the hidden gems of San Francisco
with Schu man, such as Balmy Alley and the Musée Mécanique.

The 360-degree VR video experience was shot in 4K and is compatible with a number of currently available
mobile VR head-mounted displays (HMD), including Google Cardboard, Zeiss VR One, Merge VR, and any
others that are compatible with Android smartphones.

We have no information on the cost to use this solution for commercial purposes.

Ascape VR also provides VR Solutions for Trade Shows, Hotels and Resorts:
» Immersive projection for venues of any size

» Preloaded Ascape VR experiences

» 3 walls + ceiling projection

» Plug and play setup

» Works with any VR/360° media

* Built-in speakers

* No VR headsets needed

* No Internet connection needed

Note: All the information has been extracted from the company’s website.
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Authenticitys

Authenticitys is a platform that connects travellers who seek to live an authentic experience based
on sustainable and local perspective. This is a perfect online platform to promote and commercialize
Slow Tourism activities and experiences, since they share the same philosophy and approach of
how tourism could be a good motor for social and environmental sustainability while travelling.

* Internet platform
« Sharing economy platforms

» Co-creation of experiences

This innovative solution is applicable to the following phase of the Slow Tourism product design and/or
execution:

» Conceptualization and management of tourist products

Authenticitys is an online platform that connects visitors with local, authentic experiences that make visiting
cities better for travellers.

They design and host experiences with local entrepreneurs to curate a good time that will leave a positive
impact in the city the tourists visit.

They curate experiences with NGO'’s and social organisations for travellers who want to leave a positive
impact.

Authenticitys allows local entrepreneurs to promote and disclose educational experiences in order for
travellers to be informed prior to booking via Authenticitys’ website.

Websitewww.authenticitys.com

Emailinfo@authenticitys.com
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» Enhance the travel experience for tourists

 Allow visitors to discover new placesihe-beaten-path

» Experiences are run by non-pro t or social organizations that employ people from local communities
» All experiences are carbon neutral or negative

» Some of the experiences create awareness about environmental challenges and provide an insightful view
from those who are most a ected by them

» Educational and pedagogical background of the experiences

» Travellers leave transformed and inspired

Authenticitys is a boutique platform for social impact experience in cities. A social impact experience is a
two-three hour transformational tour that changes the visitor's perspective on the city as well as leaves the
city better than they found it.

The philosophy of Authenticitys takes into account the sustainable development goals proposed by the UN.
The company brings local initiatives into contact with visitors.

They are willing to work with any local initiative that meets their philosophy:

» Social and community integration, meaningful and sustainable employment
» Education of travellers

» Environmental sustainability

Experiences are designed taking into account six dimensions:

» Education

» Employability

» Environment

» Happiness

* Health

» Freedom & Equality

On the company’s website, travellers can discover the activities on o er in the di erent cities. Presently, it
o ers almost 100 proposals in 27 cities throughout Europe, Asia and Latin America.

The client can book the experience that they nd most attractive and interesting via the company’s website
and it will be the local provider who will provide the service.
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Authenticitys Experiences SL is based ind&wna and has been certi ed as a Certi ed B Corporation.

Certi ed B Corporation’s are the businesses that meet the highest standards of veri ed social and
environmental performance and help to face challenging problems of a community. These so-called ‘B Corp
companies’ aim to achieve a more inclusive and sustainable society and a positive impact for employers,
culture and environment. Certi ed B Corporation Companies serve as exemplary pioneers in our society, to
e ect a positive change in order to leave an impact and footprint on this planet for the following generations.

Below is an example of an existing product available on Authenticitys platform: San Sebastian, Spain

“Eat one feed one” social impact food tour in San Sebastian is a foodie immersion in real, ordinary San
Sebastian to get a real sense of community, understand how locals live and eat while learning about the
history and culture.

For every person that joins the experience, Authenticitys helps a person in need by donating a meal to the
local soup kitchen.

This type of experience is for people who love food, travel and happen to be keen on a sustainable future and
want to give back to the city they visit by supporting a social foodpreneur.

This experience includes:

- Time: 3h

- Guide: Local expert food guide

- Languages: Spanish and English

- Frequency: Every day by appointment at 12.00 pm or 6pm

- Good for: Adults, families, students, groups and professionals
- Participants: 1-8

- All food is included: ve stops with v@intxos (Basque tapas) and four- ve wines or local appetizers.
Non-alcoholic beverages are also available. Vegetarian friendly, more limited options for vegans but doable

- Cost for adults: €118 (18 and over)

! Link to the o cial website: https://bcorporation.eu/
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There is no a cost for organizations or institutions.
What the company does is connecting the supplier with the client.

The company charges a percentage of the sal¢tte nal consumer.

Note: All the information has been extracted from the company’s website.
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Evaneos

On the Evaneos website, travellers can design, imagine, prepare and share their trip, centralizing
everything in one place. All this is done with the advantage that it helps them to get in touch with
local travel agents in di erent cities of the world to create 100% personalized trips. From a Slow
Tourism perspective, this website can be the perfect platform where travellers can start looking at
slow activities and experiences developed and designed by local tour operators or small businesses.

» Customised travel journeys
* Online platform and sales

This innovative solution is applicable to the following phases of the Slow Tourism product design and/or
execution:

e Communication and promotion

* Management

Evaneos is an award-winning platform that allows travellers to create 100% tailor-made tours directly with a
local travel agent based in the destination.

Evaneos sources the best local agencies in each destination, make them available via their website and
app, and then provide both tools and guarantees to ensure that traveller’'s entire Evaneos experience runs
smoothly and securely.

Local agencies are selected based on a strict level of criteria, including quality and professionalism in the
industry, from Evaneos’ own in-house sourcing team. In addition, the selected local agents are not only
experts of their destination; they are also all English-speakers.

Local agent’s job is to create the perfect itinerary, activities, guides or accommodation to satisfy visitors’
wishes. By booking via Evaneos, tourists will also receive a direct quote from the agent, without an
intermediate fee.

Evaneos has a community of 1,000,000 members, 2,000 partner agencies in 160 destinations, and over
500,000 people that have travelled with this company since 2009.

Website www.evaneos.com

Phone number33 1 82 83 36 36
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» Put the buyer in touch directly with the local travel agent

Allow travellers to create tailor-made tours directly with a local travel agent
» Help tourists with travel itineraries

» Customize tours at the destination

Evaneos, by means of the website and a mobile application called “Evanewsthe following services to
users wishing to organise their travel:

* Information, advice and factsheets
» Making contact with local travel agencies specializing in devising and delivering customized travel services

» System of transmission of personal contact details and other information to selected contacts and
partners

» System of secure payment to local travel agencies

 Information on and sale of travel insurance after purchase of travel services
» Online display and sharing of travel dossiers and photos

» Creation and sharing of testimonies, comment and advice

» Creation and sharing of feedback and content of experience

Travellers can make contact with a local travel agency through the Evaneos website and app to organise their
trip.

Following a simple process, users will receive information about a product/tour according to their preferences.
This process includes to select a destination, to choose a local travel agency and a proposed itinerary. Then,
users will be given some details such as travel preferences, expectations in terms of accommodation, travel
companions and pace of travel.

Founded in Paris in 2009, Evaneos has helped more than 500.000 people travel to more than 160
destinations, and the satisfaction rate is 96%. This company is currently active in nine source markets, which
are France, Italy, Germany, Switzerland, Netherlands, UK, USA and Canada.

Evaneos’ Manifesto is as follows:
» Create the tools that allow each of local travel agents to design their travellers’ perfect trip.
 Innovation is the key to revolution.

 Protect the diversity of our beautiful planet via a commitment to responsible tourism.
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As this innovative solution is an online platform that aims to create tailor-tours contacting local travel agents,
there is not a unique destination involved. However, Evaneos shows in its website several destinations all

over the world where they can plan a tour, divided by areas: Africa, Asia, Central America, Europe, Middle East,
North America, Oceania and South America.

Evaneos does not apply charges to travellers. The platform remuneration is made up of commissions paid
by local travel agencies. Evaneos provides a service whereby members are put in contact with local travel
agencies. Evaneos shall not bill travellers for the service and add no further costs to the cost estimate
provided by local travel agencies. The sums paid havescb@n the website listings of local travel agencies
nor on the choice of local travel agencies proposed to members when raising requests for cost estimates
through the website or mobile application.

In this case, the applicability of this innovative solution is limited to an inspiration of how this company
promotes and communicates as well as operates the tours they sell.

Note: All the information has been extracted from the company’s website.
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Nexto

Nexto is a good, innovative and technological solution to apply to Slow Tourism terms, not only
for promotional purposes but also to allow users to get immersed and experience the destinations
thanks to augmented reality (AR) features. It is a self-guiding app that also helps visitors to get to
know the destination.

» Mobile technology

This innovative solution is applicable to the following phases of the Slow Tourism product design and/or
execution:

» Conceptualization
» As part of the tourist experience (execution of the product)

Nexto is an app designed by Slovenian developers that creates game-like learning experiences with
augmented reality. This storytelling app aims to give added value to the sightseeing experience by engaging
tourists. It combines traditional audio guides with additional features, such as puzzles, riddles and a collection
of items by scanning objects with a smartphone.

Nexto provides a service that allows destinations to post, link, store, share. This app can also make available
certain information, text, graphics, videos, or other material “content” in the app. Additionally, Nexto is

a service that collaborates with marketing representatives to display content in order to enhance the

travel experience for tourists. They mainly work with institutions and organizations representing tourist
destinations (cities, provinces, countries). It also has a highly exible storytelling format that is suited to any
destinations like Slow Tourism destinations.

Nexto oers an innovative solution to destinations and cultural venues that want to create a new innovative
experience. With Nexto’s own content management system, the start-up provides assistance for creating
more immersive content.

Finally, Nexto was awarded “Best practice in digitalization” by European Capital for Smart Tourism initiative. The
European Capital of Smart Tourism initiative recognises outstanding achievements by European cities as tourism
destinations. In 2019, the initiative recognized Nexto as one of the best practices in digitalization for the way it
transformed the sightseeing experience of Ljubljana and made it accessible to a wider range of audiences.

Booking.com also awarded Nexto as the number one App in Sustainable Tourism solutions.

Websitehttp://nexto.io/

Emailinfo@nexto.io

Research study on Slow Tourism international trends and innovations



» Gami ed sightseeing

» Enhance the travel experience for tourists

 Discovery of beautiful new places

» Audio guides, information and alerts with relevant information

» Available for iOS and Android smartphones (App on Apple App Store and Google Play Store)

This technological innovation helps to improve tourist experiences, thanks to the following characteristics:

» Containing interactive maps that help visitors discover a destination’s hidden gems and utilizes location
aware technology that activates the audio guide whenever the user is near a point of interest.

* The app can also be used o ine as the content can be downloaded beforehand.

» The multimedia tours and games can be downloaded for o ine use to avoid burning roaming data.

The product promoter is NAVIPRO D.O.0., an independent private limited company located in Ljubljana
(Slovenia) and is a part of the Information Technology Services Industry.

Nexto App has several options and bene ts:
* Nexto Guided Stories
Nexto has designed a new format for location-based storytelling: Nexto Guided Stories.

This is a new type of navigational experience that uses a familiar conversational interface to tell the story
gradually, through audio, visual and augmented reality elements. Nexto Guided Stergekighly exible
storytelling format that is suited to any destinations. It can be used to tell immersive and complex stories as
well as build exciting scavenger hunts, quests and escape room experiences.

» Guided Tours

A new option is to connect points of interest in a linear sequence and create routes towards destinations

on the map. Travellers will be able to navigate through the designated path smoothly and with ease. Guided
tours are marked in the app with the freedom to create as many destinations as the users wants and can add
labels with additional information such as duration, payable content, etc.

» Augmented Reality ( AR) E ects

The experiences combine traditional audio guide content with mini games like puzzles, riddles, and hunting
down virtual items at real-world locations when visitors scan with their phone. Through AR, ruins can be
reconstructed to their old gloryand di erent layers of famous paintings can be revealed.

» Social Networks

Destinations can reward their visitors for completing quests in Nexto guided stories with Facebook and
Snapchat lters. This is a way to promote a destination’s stories or brand through AR e ects that visitors can
share with their friends on social media.
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Some real examples of the use of Nexto App are:
* The Ljubljana Castle, Slovenia.

The castle now @rs a unique hands-free audio tour experience that guides visitors through the history and
secrets of this mighty fortress, using Bluetooth beacon technology. Rich multimedia content, clearly marked
maps and the support for over ten languages.

» The city of Belém, Portugal.

The user has the possibility to visit the city through an interactive tour provided by the Nexto app. Through
a map, the user can visit certain places, learn about its history through historical characters and interact
dynamically by responding to quests.

Destinations and venues can then decide whether to make content free to users, or charge a fee for visitors
to unlock experiences. Users pay Nexto a monthly subscription to the platform based on active users, and/or
a creative agency fee for content creation assistance.

Note: All the information has been extracted from the company’s website.
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Routemotion

Routemotion is an ICT solution which facilitates the task of designing personalised Apps to
destinations and other tourist actors. For instance, it is possible to design an App oering
information related to local restaurants, sustainable options for travelling, slow packages
experience with detailed information, etc. In terms of Slow Tourism, this tool could be a good
way for DMOs and travel agencies to create Apps addressed to tourists looking for Slow Tourism
experiences. Also, it can be used for travellers b nd all the o er related to Slow Tourism of a
speci c destination in a single place.

» Mobile and tablet technology

This innovative solution is applicable to the following phases of the Slow Tourism product design and/or
execution:

» Communication

 As part of the tourist experience (execution of the product)

Routemotion is a service that collaborates with marketing representatives to create mobile apps that attract
and enhance tourism in the user’s local area.

Routemotion is designed to be used in cities, villages, museums, parks, and any other entity that wants to
attract travellers and enhance their experience.

With Routemotion, those in the travel industry have the ability to create sleek and functional custom-made
applications.

These resulting apps will have many beador tourists: guide travellers through custom itineraries, o ering

a host of helpful information in the di erent forms such as audio, video, articles, etc. The applications will also
have the ability to showcase the recommended sights and amenities, including places to eat, hotels or inns,
and all kinds of activities. Along with in-app routes, geo-tags can be created alerting tourists to interesting
points or triggering audio guides.

They work with di erent tourism actors as destinations, museums, cities, villages, parks, tour guides.

These mobile apps will work on iOS and/or Android devices.

Website www.routemotion.com

Emailinfo@routemotion.com
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With the apps developed thanks to Routemotion, it is possible to:

Enhance tourist’s travel experience

Allow to discover beautiful new places

Help tourists with travel itineraries

Customize tours of the destination

Self-guide museum or park tour

Audio guides, information and alerts with relevant information

Ideas for the best restaurants, hotels, museums, etc.

This company focuses on developing applications that help destinations show their potential. It is a tool for
promotion and communication, thanks to a modular, exible custom App Building Platform. The company
develops a personalized app that can be as simple or as extensive as the destination wants.

Routemotions is a SaaS (software as a service) solution that allows the development of custom mobile Apps
supporting many types of contents and features that destinations can easily activate or deactivate in the
app. These include:

Dynamic trails and routes
Geo-tagged audio segments
Geo-tagged observation points
Multi-language content
Multimedia articles

Maps

Online/oine support

Places to eat, sleep, and relax

Suggested equipment

It also works with an administrative console that controls the app allowing the destination to:

Activate or deactivate various features and modules within the app
Publish new content and o er new features

Create itineraries and routes for users to enjoy

Add navigation features and maps to help users get from place to place
Create geo-tags at interesting points, triggering audio guides, music, etc.
Provide multiple languages for visitors to choose from

Create rich multimedia content

Customize the app by adding recommended hotels, restaurants, agritourism, museums, and more along the
route
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Routemotion is developed by a team of experienced mobile and web app developers at Palmologix
Technologies, a technology company based in Berlin.

It was not possibled nd a speci c example. For more information contaafo@routemotion.com

Routemotion proposes a personalised budget depending on the characteristics of the app to be developed,
the maintenance required, etc.

Note: All the information has been extracted from the company’s website.
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WhaiWhai

WhaiWhai is an innovative solution that combines gaming with travel guidebooks, a di erent way

to learn and discover a place while playing. In terms of Slow Tourism, where learning takes on a new
meaning and relevance, WhaiWhai guides help to improve the tourists’ experiences allowing them
not only to discover places but to have fun and to be aware of the environment at the same time.

» Co-creation of experience

» Guide Books and gaming

This innovative solution is applicable to the following phases of the Slow Tourism product design and/or
execution:

» Communication and promotion
» Conceptualization and management

WhaiWhai guidebooks are unconventional guides for tourists and travellers who are looking for an experience
that is out-of-the-ordinary.

In the WhaiWhai guidebook series, readers will experience an interactive treasure bughtli erent
cities, unlocking their mysteries and discovering their most charming corners.

In order to experience this treasure hunt, the visitor will need the WhaiWhai guidebook of the destination
and a mobile phone. The phone can send text messages to WhaiWhai that includes a special code and the
traveller will immediately receive the rst clue. As the customer travels to each new location throughout the
city, a new clue is revealed.

WhaiWhai Guides are available in di erent cities, where each one hides a di erent treasure. In addition, each
experience combines history and fantasy, allowing readers to step into a story that plays out inside the city.

Website www.whaiwhai.com

Emailinfo@whaiwhai.com
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* Gami ed sightseeing

« Enhances the travel experience for the tourists

< Allows travellers to discover beautiful new places
* Helps visitors in travel itineraries

* Gami ed tours of the destination

The company has created these innovative tourist guides, which combine a guidebook with an elaborated
game around the destination.

On the game book’s rst pages, the consumer will nd all the indications that will explain how to play and the
game.

This innovation helps to improve the tourists’ experiences, thanks to the following characteristics:
¢ A non-traditional printed guidebook

e Catchy storytelling that aims to give added value to the sightseeing experience of tourists by engaging
them

« Combining traditional guidebook characteristics with a treasure hunt experience
¢ Creating game-like learning experiences

« Helping visitors discover a destination’s hidden gems by stepping into a story that plays out inside the city
and making them the hero of an adventure

WhaiWhai does not use any app or internet platform. Instead it uses text messages via mobile phone for a
real-time interaction during the games. It consists of printed city guides that invite tourists to explore the city
as a treasure hunter. By sending a text message and setting the duration, di culty level and start location,
the game begins.

The participant will receive di erent challenges and riddles while walking through the city, and get a part of
the story that is told about the city every time. Users can either play alone and enjoy an atypical tour of the
city, or in a group. It is also possible to live the WhaiWhai experience from home, solving the challenges and
riddles without actually going to the locations.

LOG607 is a company based in Venetia (Italy) that sees the game as an instrument and not as a goal, as a
means of presenting an experience.

In addition, LOG607 is an Italian publisher that has been producing a series of playful guides, mostly to Italian
cities that combine books with games users play through text messaging.
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Each game experience lets the visitor read about six stories and see six locations: New York, Milan, Verona,
Rome, Venice and Florence.

The traveller can play two times with one guide. The system will remember customer and lead them to
di erent places and di erent stories when they play again.

Below is an example of a destination that has a WhaiWhai guide:
« New York Guide. The Pegleg
Readers will nd themsels ung back to 1647.

Through a ctional story, the visitor will discover streets, hidden places and squares, stories and original tales
about the city.

The company will propose a personalised budget depending on the characteristics of the guidebook and the
story to be developed, etc.

Despite the fact that guidebooks are usually related to their destination, this innovative solution can be
applied to experiences, including museum experiences and even tourist packages. It consists of developing
a game around an experience, so this idea can be extrapolated to other slow tourism options, including the
exploration of heritage and nature sites.

Note: All the information has been extracted from the company’s website.
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