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In the next hour I will share with you

• a story about a special place with many different paths

• the crosspoint I think we are at in tourism

• potential paths you and your business can walk into:

- Business as usual – system innovation – regeneration

• An important question: Which path will you choose?



A story about
a special place









Saivo











1. What is the story about
your place?

2. What is your dream for
this place?

3. WHY do you want 
tourism?



First stop = introspection



Tourism at a crossroad



3 different paths

Business as usual system innovation regeneration



3 different paths

Business as usual



Business as usual in tourism



Business as usual tourism

DMO

Accommodation

Attractions

Bars and restaurants

Tour providers

Transport

More jobs, more income



Business as usual in tourism



Many reasons to party like it’s 2019

- Business suffered from Covid19

- There’s a big appetite to travel

- There are a lot of incentives/subsidies to restart travel

- Shareholders want to earn some money now

- Some businesses are locked-in 

- Some business want to ‘cash cow’ as long as possible





The time for change

Investors

Consumers

Employees

Residents

Government

“the number-one driver is investors, governments and regulators”

"Sustainability, investors realize, is good for 

profitability, growth, and innovation and sustainable 

companies have better risk profiles. 

“These economic packages offer the great 
opportunity to accelerate the green transition”



The time for change

Investors

Consumers

Employees

Residents

Government

• 82% - sustainability “more top of mind” vs pre-

pandemic

• +70% - “seeking sustainable travel options”

• Google Flights carbon labelling = behavior change

“3 in 5 travelers are willing to 
pay more to make a trip 
sustainable”

“83% of travelers think 
sustainable travel is vital”



The time for change

Investors

Consumers

Employees

Residents

Government

“It is one of the most powerful things 

we are seeing in recruitment.”

“these younger generations want 
to work for companies with a 
purpose beyond profit”

“As such, focusing on creating a 
positive impact in society and 
giving employees ways to get 
involved and give back will likely 
help attract and retain talent.”



The time for change

Investors

Consumers

Employees

Residents

Government

“Residents cited the same issues to improve quality of life: 

Housing, transportation, tourism management, community 
infrastructure, short-term rentals, and charges on 
tourists.”

Want less int’l tourists than pre pandemic



The time for change

Investors

Consumers

Employees

Residents

Government



The time for change
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THE TRANSFORMING TWENTIES WILL BE 
THE DECADE IN WHICH WE DARE

TO CHANGE A VIEW THAT HAS BROUGHT 
US PROGRESS –

BUT THAT IS NOW KILLING US SLOWLY.

(FLRISH, 2020)





3 different paths
system innovation



The core of sustainability, SDG, ESG,… 

Do less harm to the planet
‘greening’  
- Certifications for hotels
- Off setting for airlines
- Energy-efficiency
- Climate adaption & 

mitigation









The core of sustainability, SDG, ESG,… 

Do more good to people

- Listening and/or 
including to the
residents

- Better quality jobs
- Contributing to local

communities

Do less harm to the planet
‘greening’  
- Certifications for hotels
- Off setting for airlines
- Energy-efficiency
- Climate adaption & 

mitigation



Involve the residents!



FairBnB



The core of sustainability, SDG, ESG,… 

Do more good to people

- Listening and/or 
including to the
residents

- Better quality jobs
- Contributing to local

communities

Do less harm to the planet
‘greening’  
- Certifications for hotels
- Off setting for airlines
- Energy-efficiency
- Climate adaption & 

mitigation

Increase profit with less burden
….’managing the destination’ ….
DESTINATION MANAGEMENT OR 
DESTINATION MARKETING



How to get tourism in the safe space?



New-Zealand - 23 US dollar



The marina iguana in Galapagos

100 US dollar



Palau - 100 US dollar



Raising taxes is politically risky 

for lawmakers, but the risk is 

perceived to be lower if tourists 

are made to pay rather than 

locals because tourists don’t 

vote.

A new ‘levy’ for tourists 

 A surplus on the current tax

A user charge for nature sites







How to get tourism in the safe space?



The optimal value of tourism in your place

"The Doughnut Destination" by Stefan Hartman 
and Jasper Hessel Heslinga



GHG
EMISSIONS

Thresholds (early 
warning signals)

Limits (emergency 
signals)

INDUSTRY 
PRACTICE

Tourism’s 
impact 
today in 
some ski
destinations



oneplanetnetwork.org/glasgow-tourism-climate-
declaration



The five pathways to net zero  

Measure Decarbonise Regenerate Collaborate Finance

The Glasgow Declaration



Using a “climate lens” at three levels:

Visit Scotland’s Road to Net Zero



3 different paths

system change



THE TRANSFORMATIVE

TWENTIES 
THE CHANGE OF A SYSTEM 



PHENOMENA

|
ROLES & BEHAVIOUR

|
SOCIO-ECONOMIC SYSTEM DESIGN

|
HOW WE RELATE TO NATURE, ANIMALS AND EACH OTHER

|
AN ENGAGING NARRATIVE

|
DOMINANT VALUES

|
THE WAY WE LOOK AT PEOPLE AND THE WORLD

|
(FOR HUMAN PROGRESS)

(FLRISH, 2020)



IF VALUES FOR 
PEOPLE AND SOCIETIES CHANGE,

IT IS THE RESPONSIBILITY OF THE MEANINGFUL 
MARKETEER TO BRING THESE NEW VALUES INTO 

THE ORGANIZATION

AND MAKE SURE THE ORGANIZATION ADEPTS IN 
ORDER TO STAY RELEVANT OR A LIFE 



In the meantime, 
how can
marketers 
navigate these 
waters? 



System change: regeneration

The road to net positive

How can we make
a place & people thrive?





Five fundamental shifts to 
drive the transition to ‘net 
positive’ system change –

regeneration-
SHIFT 1: SHIFT IN OUR WORLDVIEW

SHIFT 2: SHIFT IN OUR PURPOSE 

SHIFT 3: SHIFT IN RELATIONSHIP WITH OUR STAKEHOLDERS

SHIFT 4: SHIFT IN RELATIONSHIP WITH OUR CUSTOMER 

SHIFT 5: SHIFT IN OUR ROLE



1. START THINKING
HOLISTICALLY

SHIFT IN OUR 
WORLDVIEW 

FROM: ONE WORLDVIEW

TO: ANOTHER WOLDVIEW

Be aware you are part of something bigger – a living 
system. “we are all passengers of the same planet”

Face the fact that your succes can have a positive or 
negative effect on others….





SHIFT IN OUR 
WORLDVIEW 



A transition: a crisis or a big opportunity?

DYING OLD TOURISM INDUSTRY

Extractive

 EMERGING NEW VISITOR   
ECONOMY

 Regenerative

• Quantity • Quality

• Exclusive • Inclusive

• Standarising • Uniqueness

• More money • More net benefit 

• Disempowering communities • Empowering communities

SHIFT IN OUR 
WORLDVIEW 

TRANSITION

Anna Pollock, 2017



2. RESET YOUR 
PURPOSE 
AIM FOR A HIGHER 
PURPOSE 

FROM: YOUR CURRENT PURPOSE

TO: A HIGHER PURPOSE: 

WHEN YOU EXIST TO BRING BENEFITS TO THE GREATER 
SOCIETY  

SHIFT IN OUR PURPOSE 
SHIFT IN OUR PURPOSE



FROM: GROWING MORE

tourism as an end goal  

Measured by number of visitors attracted to Flanders

TO: FLOURISHING BETTER

Tourism as a means for a flourishing community 

Measured at the level of the tourism eco-system:

- citizen
- local entrepreneurs
- visitor
- the place

VISITFLANDERS EXISTS TO MAKE 
COMMUNITIES FLOURISH

SHIFT IN OUR PURPOSE



FLOURISHING 
DESTINATION

TOURISM 
AS 

MEANS

Leads to… Contributes to…
OVERALL 

QUALITY OF 
LIFE/HAPINESS

NON-TOURISTIC
INFLUENCES

FLOURISHING 
RESIDENTS

FLOURISHING 
VISITORS

FLOURISHING 
ENTREPRENEURS

FLOURISHING 
PLACE

ROLE
VISITFLANDERS

FLOURISHING VISITORS
• Involvement with tourism product
• Freedom of choice in the tourism product
• Hospitality within the destination
• Impactful travel experiences
• Services
• Physical elements of the place

FLOURISHING PLACE
•Tourist use of nature
•Tourist emissions
•Macro econ. aspect
•Protected cult. heritage
•Protected nature area
•Events and festivals

FLOURISHING RESIDENTS

•Happiness & joy of life 
•Value framework
•Personal relations
•Financial and mat. stability
•Employment
•Natural and living environment

FLOURISHING 
ENTREPRENEURS
•Use of natural resources
•Emissions
•Employment
•Ethical operations
•Financial results



3. COLLABORATE 
DEEPLY. START TO
CO-CREATE

FROM: COLLABORATING WITH PARTNERS THAT CAN 

HELP YOU GET YOUR OBJECTIVES

TO: SETTING JOINT OBJECTIVES TOGETHER WITH 

PARTNERS

SHIFT IN OUR PURPOSE 
SHIFT IN OUR 

RELATIONSHIP WITH 
STAKEHOLDERS



Placemarketers need to RESPONSIBLY CHANGE the way they look at 
‘THEIR PRODUCT’. You don’t just ‘sell’ a place people live in.

You can try to co-create, make it accessible and attractive for all,  
and facilitate encounter. 



SHIFT IN OUR 
RELATIONSHIP WITH 

STAKEHOLDERS

CO-CREATE WITH EVERYONE

CO-CREATE WITH

- Entrepreneurs (suppliers)

- Guests (customers)

- Hosts (locals)

- Neighbours (competitors)

- Unidentified others





4. FOCUS ON SHARED 
VALUE

FROM: A ONE WAY (TRANSACTUAL) VALUE

TO: A MUTUALLY BENEFICIAL OR SHARED VALUE

SHIFT IN OUR PURPOSE 
SHIFT IN OUR 

RELATIONSHIP WITH 
OUR VISITORS



FROM: WHAT DOES A CUSTOMER WANT TO BUY

TO: WHAT DO OUR COMMUNITIES HAVE AND WANT TO SHARE

SHIFT IN OUR 
RELATIONSHIP WITH 

OUR VISITORSPlacemarketers need to responsibly
change the way they look at the
‘demand’ – the customer





Input Elke foto supporters





SHIFT IN OUR 
RELATIONSHIP WITH 

OUR VISITORS

There is a need to reframe the way we view demand:
THE CUSTOMER IS NOT ALWAYS RIGHT!

CUSTOMER CENTRICITY IS MOST OF ALL ABOUT HELPING YOUR CUSTOMER

INCLUDING TAKING UP RESPONSIBILITY FOR THE WELLBEING.



With love  
from 
Flanders



5. SHIFT IN OUR ROLE

FROM: PRODUCT DEVELOPMENT AND MANAGEMENT 
AND PRODUCT MARKETING – B2B AND B2C  

TO: ENABLING LOCAL COMMUNITIES TO FLOURISH AND 
HELPING THEM TO CONNECT MEANINGFULLY

SHIFT IN OUR PURPOSE 

SHIFT IN OUR ROLE



A new relationship with destinations

DMO

Broader 
stakeholders & 
impacts

Tourism businesses

Customers 

Residents 



Your research dept.

Your promotion team 

Your productdevelopment dept.



Be more than the best of what everyone does 
today.

Be the best in what matters tomorrow

Be a meaningful place for yourself and 
respectful visitors will come.



If you want to matter tomorrow, what
path do you choice today?



THANK YOU ALL
FOR BEING MEANINGFUL 

LISTENERS 

Let’s stay connected on Linked In @elkedens


