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Ministry	of	Regional	Development		

•  Inter-ministerial	commission	&	regulation		
•  100th	anniversary		
•  Inter-disciplinary	team	–	law	on	construction	
and	public	planning		

•  Partnership	for	the	post-2020	agenda	
•  Functional	areas	–	law	of	urban	regeneration	
•  Stimulating	the	development	of	tourism	
services			



District	5	

•  Marriott	Hotel	biggest	contributor	to	the	
budget		

•  Land	use	planning	and	area	development	
focus		

•  Better	places	to	live	and	work		are	better	
places	to	visit		



Broader	consumer	trend	

•  Experience	economy	&	authenticity		
•  What	is	real	is	valued,	valued	over	the	fake.	
•  Money	and	time	–	the	currency	of	experience.	
•  Original,	Genuine,	Sincere,	Authentic		
•  Starbucks	coffee	drinking	experience	–	realising	added	

value	–	with	13,000	outlets	has	to	counter	ubiquity	with	
authenticity								

													“authenticity	..	A	new	strain	of	consumer	desire”		



The	Market	Opportunity		

•  Trend	towards	experiential	holidays	and	baby	
boomers	looking	for	community	and	engagement	–	
significant	market	segments	are	looking	to	get	more	
out	of	shorter	holidays	

•  Ethical	
•  Responsible	
•  Guilt	Free		
•  Non-price	competition	
•  Offer	richer	more	meaningful	experiences	
•  Extend	length	of	stay			



Responsible	Tourism	in	Destinations	
•  Making	“better	places	for	people	to	live	in,	
better	places	for	people	to	visit.”	

1.  Getting	agreement	that	there	is	an	issue	–	
carbon,	employment,	local	economic	
development		

2.  Agreeing	how	to	address	the	issue	-	
prioritisation	and	local	action		

3.  Measuring	and	reporting	progress		-		going	
from	how	many	businesses	are	certified	to	
how	much	water	consumption	per	bed	night	
has	been	reduced.		



Heritage	needs	to	be	inherited		



Think	about	it	
1.  Product/experience	enhancement		
2.  Loyalty	advantages		
3.  Differentiation	in	a	crowded	market	place	
4.  Non-price	competition		
5.  Market	segmentation	
6.  Added	relevance	for	particular	products		
7.  We	all	want	guilt	free	holidays	
8.  We	all	want	better	experiences	–	and	that	means	

finding	better	ways	of	interacting	with	communities	
and	their	environments		



Slovenia	



The	Origins	of	the	Slovene	Identity	
Project	

•  The	Traditional	Approach	
–  Top-down	
–  Primary	focus	on	

•  foreign	exchange	earnings	
•  volumes	

•  The	bottom-up	approach	
–  Community	spirit	
–  Local	economic	benefit	

•  supplementary	and	alternative	livelihoods	
•  integrated	rural	development	



A	heritage	trail...	
•  Spreads	tourists	and	
assists	regional	
tourism	development.	

•  Provides	an	economic	
development	
opportunity	by	
bringing	consumers	+	
repeats	

•  rural	area	tourism	
requires	careful	
management	

•  Local	economic	
development	
–  locally	owned	
–  locally	planned	
–  locally	managed	

•  can	bring	new	
–  jobs	
–  enterprises	
–  Opportunities	

•  Community	pride	



Take	responsibility	

•  to	use	tourism	achieve	
sustainable	development		

•  sustainable	development	
through	tourism		

•  the	aspiration	of	
Responsible	Tourism	is	to	
use	tourism	rather	than	to	
be	used	by	it.		

•  Talk	to	your	suppliers		
•  Talk	to	politicians	

•  Schools,	parents,	farmers	…			

•  Livelihood	diversification		
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Greenwashing	is	a	real	challenge	
•  Each	time	a	traveller	or	holidaymaker	checks	into	a	certified	hotel	and	

goes	to	the	room	to	find	the	thermostat	set	at	15C,	all	the	lights	and	the	
TV	on,	and	a	bit	of	card	stuck	in	the	key	card	light	switch,	more	damage	is	
done	to	certification.	When	you	turn	the	thermostat	up	or	off,	switch	off	
all	the	lights	and	the	TV,	and	put	the	towels	back	on	the	rail	as	you	leave	in	
the	morning	only	to	find,	on	returning	to	your	room,		the	aircon	back	on,	a	
freezing	room	with	lights	blazing	and	fresh	towels,		consumer	confidence	
in	certification	is	undermined.	

•  The	consumer	has	no	effective	redress.	The	hotel	does	not	award	itself	the	
certificate	and	makes	no	particular	sustainability	claim.	The	consumer	has	
no	contractual	relationship	with	the	certification	agency.	The	consumer	
has	been	miss-sold	but	has	no	redress.	

•  Levelling	down	–		the	consumer	cannot	know	the	actual	performance		

http://news.wtm.com/certification-what-comes-next/	



Evidence	matters		

And	it	needs	to	be	communicated		





Taking	Responsibility	
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http://haroldgoodwin.info/links/	
http://responsibletourismpartnership.org		



The	Business	Cases	for	Responsible	Tourism			

•  The	right	thing	to	do		
•  Minimising	risk	
•  License	to	operate	
•  Product	quality		
•  Cost	savings			
•  Staff	morale		
•  Market	Advantage		

•  Market	Advantage		
•  Experience		

–  richer	
–  more	authentic			
–  guilt	free		

•  Differentiation	and	PR	
–  Reputation		
–  Referrals		
–  Repeats	



I	haven’t	talked	about	certification.	

Why	
•  Because	it	is	the	right	thing	

to	do		
•  Cost	reductions	
•  Because	it	is	expected		
•  Referrals		

Marketing		
•  Solar	heating	=	cold	

showers	

•  The	visitor	should	be	able	to	
see	it	and	experience	it		

•  Enhance	the	guests	should	
have	an	enhanced	
experience		
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Partnerships	and	collaboration	

•  The	competition	is	
other	destinations		

•  Co-operation	is	
essential		
–  Attractions		
–  Activities		
–  Operators		
–  Accommodation	and		
–  the	communities		

•  But	the	choice	of	target	
market	has	real	
consequences	for	
existing	businesses	….	
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