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In the next hour | will share with you

Aa story about a specialplace with many different paths
Athe crosspoint | think we are at in tourism

Apotential paths you and your businesscan walk into :
- Business asisuall systeminnovation [ regeneration

AAnN important question: Which path will you choose?



A story about
a special place







.- Levi, Lappi, Finland

elkedens An early Christmas card from Lapland #levi #lapland
#finland
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‘ 1-: jeremy_sampson Woabh.... Stunning!!
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ﬁ’ liesbetvonflandern Enjoy!!!
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1.What Is the story about
your place?
2. What Is your dream for
this place?
3. WHY do you want
tourism ?







TouriIsm at a crossroad










Business asusual 1n tourism

Supply and demand
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price p

quantity g

© 2013 Encyclopeedia Britannica, Inc.




Accommodation

Attractions

Bars and restaurants )

Tour providers

Transport

ExXE]

More jobs, moreincome

DMO

¥
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theTravel
Balanced measures of success Foundation

FOR THOSE YET TO COME

Communities

Natural and built assets
Equity, diversity and inclusion
Managing risk

Climate and ecological impacts
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- Businessuffered from Covid19 o
- Uh e radiBappetite to-travel - -

- There are a lot of inceMMes/subsidiesto sestart.iravel
- Shareholderswant to earn somemoney now

’ouf’s‘éesare locked-in .
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TRAYELWEEKLY
Investors driving travel towards

‘tipping point’ on sustainability

Deloitte

At he nanexdierisinvestors, governments and regulatorso

. "Sustainability, investors realize, is good for
Green BlZ profitability, growth, and innovation and sustainable

companies have better risk profiles.

' Fu ropean Bank ZThese economic packages offer the great
for Reconstruction and Development | OPPOrtunity to accelerate the green transitiaf



The time for change

Investors Google

consumers

dia group” Sustainable trips will rise in
Employees pOpU'Gf"’Y B3 in 5travelers are willing to

pay more to make a trip
JESCELSE Booking.com

Government

Sustainable Travel Report
Affirms Potential Watershed

Moment for Industry and
Consumers




" 92, TRAVFLWEEKLY .
Environmentally-focused companies

recruit ‘the best’ tis one of the most powerful things
we are seeing 1in

Deloitte.

bt hese! younger! gener
to work for companies with a

A call for purpose!beyond! profi
aCCOuntabi“ty bBs! such-!focusing! c

: positive impact in society and
aﬂd aCtlon giving employees ways to get

involved and give back will likely

el e help attract and retain talent / b




The time for change

Investors
Consumers
Employees
Residents

Government

HAWAII NEWS Hliami Hevald

Residents’ sentiment toward tourism has Key West rejects changing cruise rules at
worsened private pier. What does it mean for tourists?
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¥ fravelsart | & &

Resident Sentiment Index I I I
@._ 35-49y. 0. 50-64y.0. 65+



The time for change

Thailand allows visitors back to Maya Bay

I nve Sto rS &m NEWS B Up to 375 visitors will

be able to visit the
beach at one time,
while swimming

remains prohibited

consumers

Employees Transition ‘
Pathway

Residents for Tourism

Government
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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)

VISITFLANDERS




INNOVATION

INTRODUCTION MATURITY DECLINE

TIME







The core of sustainability - ' TEH- ! F

PEOPLE

Do lessharm to the planet

‘Breenlngsl l
Certifications for hotels
Off setting for airlines
Energy-efficiency PLANET
Climate adaption &
mitigation




booking.comsustainabletravelreport2022final.pdf

| Glenn Fogel
M. CEO of Booking.com

Sustainability is shaping
the future of travel

“Over the seven years Booking.com has
conducted this research, it's inspiring

to see awareness of the importance of
sustainable travel grow consistently, not only
with travelers but also our partners. With
increased pressure on our natural resources
and the undeniable impact our way of life

is having on the environment, our partners
recognize the need to prepare for a more
resilient and regenerative future for their
businesses and wider communities.

Sustainable travel means different things to
different people, and protecting the natural
environment isn't the whole story; we must
also consider the social, economic and
cultural impact. At Booking.com, we believe
that travel can be a powerful force for good,
bringing enhanced cultural understanding,
socio-economic opportunities for
communities and the potential to help
rejuvenate and protect our planet for future
generations.

This report highlights an encouraging shift
in desire to travel more sustainably. It also
reveals that people are feeling empowered
to transform sustainable intentions into
impactful choices across the entire travel
experience.

Still, it's clear there's work to be done to
evolve perceptions and change behaviors.
The more sustainable practices we can help
our partners to identify and implement, the
more we can experiment with how best

to highlight this information to customers,
ultimately making sustainability a transparent
and easily identifiable part of their travel
decision-making process.

While the traveler insights identified in

this report give us direction, solutions give
us pathways forward. We took some big
steps in 2021 to make sustainable travel an
easier choice for everyone. Our new Travel
Sustainable badge breaks new ground by

than 95,000 properties around the world,
and provides travelers with a consistent and
easy-to-understand way to identify a wider
range of sustainable stays.

And we believe 2022 will give us the
opportunity to have even more of an impact.
At Booking.com, we will be expanding

our Travel Sustainable programs and
supporting more efforts to decarbonize the
travel industry. We want to use our voice to
speak to a broader audience and ultimately
accelerate impact across the whole ind

“It's.increasingly evident.that
eco-friendly, sustainable and
responsible travel'is much
more than a trend.

It must become the

industry standard.”

We have ambitious goals for whét we want
to achieve. Building a truly sugtainable

travel industry will take time fCoordination
and concerted effort, but prbgress is

possible through continued{nnovation,
partner support and industry {ollaboration.
Together, we will continue to
for everyone to experience the woNd in a
more mindful and responsible way.”




Seeking alternative
destinations and timing

With 50% of global travelers saying the news about climate change has influenced them to
make more sustainable travel choices, there’s an emerging consensus of wanting to avoid
busy and over-visited destinations to ensure a more even dispersal of the impact and bepéfits
of their visit.

This indicates an opportunity for travel platforms to work with accommodation providers
to highlight more sustainable options in busy cities and other popular tourist destinztions
as well as to help people discover alternate times and places to take their trips - withdut

sacrificing on experience.

To avoid overcrowding, travelers have:

39 27+.@®

chosen to travel outside of chosen to g8 temedlass
peak season popular travel destinatio

Looking forward to the next 12 months
To mitigate overcrowding and/or ensure the dispersal of tourism, travelers say
they would be willing to:

64+ @ 40 314 ©

avoid popular tourist exclusively travel in off peak choose an alternative to thei

destinations and attractions seasons or outside of peak preferred destination
season

Many are at a loss as 10 Witere o imatiese less crowded locations. Over two in five

travelers (42%) struggle to find appealing destinations that are less crowded, while over
a third (34%) feel like it's not possible to find sustainable travel options in cities or other
popular tourist destinations.

However, 28% say that travel companies proposing alternative destinations to prevent
overcrowding would encourage them to make more sustainable travel choices.

This presents opportunity for everyone:

o Giving accommodatic e Giving travel a Ultimately he
nrovide t

n ping travelers
sre the incentive \aHfarme the diccay altarnata fir



of global travelers intend to stay in a sustainable property at
least once in the coming year

In search of more
sustainable stays

There is no doubt sustainable travel is important to global travelers,

with over four in five (81%) confirming this to be true for them. Half ) X
of global travelers have stayed in a sustainable

accommodation at least once over the past year and the
.' reasons vary:

(50%) of global travelers say that recent news about climate change
has influenced them to make more sustainable travel choices, and the
desire to travel more sustainably is growing:

s
o) —
715 <2 1 53 41 % 33% 31%
: %6 D) %o . .

NI _ wanted to help wanted to have a believed sustainable
of travelers want to are more determined o .
make more effort in to make sustainable reduce theirimpact | more locally relevant | properties treat the
the next year to travel travel choices when on the environment expenence community better
more sustainably (up they travel now than a
10% from 2021) year ago.

Encouragingly, awareness and visibility of more sustainable stays
continues:

erceive sustainable properties
For some, the 19% P prop

?1 sustainable as stylish and trendy
e experience is

t more about the

confirm they have actively look for

/
éjﬂ A0% 38% )

believe they are perfect for
om | | | 169
J/ aesthetic: N posting on social media

seen a sustainable information about




The core of sustainability - ' TEH- ! F

Do more good to people

PEOPLE

- Listeningand/or
iIncluding to the
residents

- Better quality jobs

- Contributing to local
communities

Do lessharm to the planet

‘Breenlngsl l
Certifications for hotels

- Off setting for airlines

- Energy-efficiency PLANET

- Climate adaption &
mitigation




Involve the residents!

Empowerment

Collaboration
Citizen Proposals

. Forums
Consultation |
Mapping
* Polls - Decision-makin
Information Idea Collection g
S
Newsletter HIVEYS .
Message Board Peer Interaction
Websites
Project Introduction Feedback

Information




FairBnB

Ki

Guest




The core of sustainability - ' TEH- ! F

Do more good to people

PEOPLE

- Listeningand/or
iIncluding to the
residents

- Better quality jobs

- Contributing to local
communities

Do lessharm to the planet

‘Breenlngs .

Certifications for hotels
- Off setting for airlines

- Energy-efficiency PLANET -
- Climate adaption & Increaseprofit with lessburden

DESTINATION MANAGEMENT OR
DESTINATION MARKETING




< C ( & theguardian.com

L New Zealand tourism minister makes
pitch to therich as he spurns ‘$10-a-day’ .
travellers

Stuart Nash says NZ to ‘unashamedly’ target wealthy tourists
ahead of those who ‘travel around our country eating two-minute
noodles’

Tess McClure

¥ @tessairini
Thu 11 Aug 2022 03.41 BST
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© New Zealand tourism minister says the country's marketing would be at 'high-quality tourists'
instead of budget travellers. Photograph: HDKam/Getty Images/iStockphoto

New Zealand’s tourism minister has again expressed his aversion to budget









