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•  Financial	  

•  Sociocultural	  

•  Environment	  &	  Biodiversity	  

	  









1. Make	  op<mal	  use	  of	  environmental	  resources	  that	  
cons<tute	  a	  key	  element	  in	  tourism	  development,	  
maintaining	  essen<al	  ecological	  processes	  and	  helping	  to	  
conserve	  natural	  heritage	  and	  biodiversity.	  

2. Respect	  the	  socio-‐cultural	  authen<city	  of	  host	  communi<es,	  
conserve	  their	  built	  and	  living	  cultural	  heritage	  and	  
tradi<onal	  values,	  and	  contribute	  to	  inter-‐cultural	  
understanding	  and	  tolerance.	  

3. Ensure	  viable,	  long-‐term	  economic	  opera<ons,	  providing	  
socio-‐economic	  benefits	  to	  all	  stakeholders	  that	  are	  fairly	  
distributed,	  including	  stable	  employment	  and	  income-‐
earning	  opportuni<es	  and	  social	  services	  to	  host	  
communi<es,	  and	  contribu<ng	  to	  poverty	  allevia<on.	  



Not	  even	  a	  product…It’s	  the	  
founda<on	  of	  all	  business	  	  
-‐	  a	  development	  tool	  and	  a	  defini<on	  

Sustainable 
Tourism 



             1People 

             2Planet        
             3Profit        





•  Comple<on	  instead	  of	  compe<<on	  
	  

Surama	  Ecolodge	  
•  Isolated	  community	  in	  the	  interior	  of	  Guyana	  
•  Joint	  community	  ownership	  of	  the	  business	  

•  Using	  tourism	  as	  a	  complement	  to	  the	  tradi<onal	  tasks	  
•  Use	  tourism	  as	  a	  tool	  for	  conserva<on	  

	  



•  Cross-‐border	  partnerships	  
	  

The	  Green	  Circuit	  
•  Compe<tors	  came	  together	  for	  coopera<on	  

•  Offering	  the	  Indian	  subcon<nent	  	  
•  Cooperate	  to	  be	  stronger	  with	  a	  wider	  product	  range	  

•  Sharing	  experience,	  exper<se	  and	  advice	  



•  Let	  your	  customers	  be	  your	  ambassadors	  
	  

Huaorani	  Ecolodge	  
•  First	  contact	  with	  the	  outside	  world	  1956	  

•  A	  cultural	  experience	  in	  the	  Amazonian	  rainforest	  of	  Ecuador	  
•  A	  life-‐changing	  visit	  to	  learn	  about	  the	  culture,	  survival	  in	  
the	  rainforest	  and	  the	  tribe’s	  fight	  against	  oil	  explora<on	  

•  Uses	  tourism	  as	  a	  tool	  in	  their	  fight	  against	  the	  oil	  companies	  
•  The	  damage	  that	  oil	  explora<on	  has	  done	  to	  the	  forest	  and	  

the	  Huaorani	  people	  makes	  the	  visitors	  ambassadors	  



•  Reconnect	  people	  with	  nature	  
	  

EcoTraining	  
•  Pioneers	  and	  leaders	  in	  field	  guide	  and	  nature	  training	  
•  Started	  to	  raise	  quality	  and	  status	  of	  nature-‐guides	  

•  Realized	  the	  importance	  in	  securing	  correct	  interpreta<on	  
and	  informa<on	  of	  nature	  to	  guests	  and	  clients	  

•  Not	  only	  do	  they	  offer	  nature-‐guide	  training	  but	  also	  
reconnects	  ordinary	  people	  and	  tourists	  with	  nature	  

•  Integral	  part	  in	  the	  establishment	  of	  the	  guiding	  cer<fica<on	  



•  Coopera<on	  and	  collabora<on	  instead	  of	  compe<<on	  
	  

Des<na<on	  Sigtuna	  
•  Joint	  informed	  par<cipa<on	  from	  all	  stakeholders	  

•  Se]ng	  compe<<on	  aside	  for	  the	  sake	  of	  sustainability	  
•  Decision-‐makers	  and	  private	  businesses	  work	  together	  

•  Strong	  poli<cal	  leadership	  



•  Tourism	  as	  a	  tool	  to	  influence	  authori<es	  
	  

Kullabergsguiderna	  
•  Ac<ve	  coopera<on	  with	  local	  County	  Administra<ve	  	  
Board	  for	  be`er	  Reserve	  management	  and	  experience	  
•  Convinced	  authori<es	  to	  expand	  public	  transport	  
•  Raising	  awareness	  and	  ge]ng	  a`en<on	  through	  	  

their	  porpoise	  safaris	  
•  Offering	  assistance	  to	  whale	  scien<sts	  	  



•  Pioneering	  tourism	  
	  

Wild	  Sweden	  
•  Iden<fied	  the	  lack	  of	  professional	  wildlife	  tours	  in	  Sweden	  

•  Started	  with	  moose	  viewing	  and	  wolf-‐howling	  tours	  
•  Now	  offer	  full	  Swedish	  nature	  experiences	  

•  Use	  ecotourism	  as	  a	  tool	  for	  wildlife	  and	  nature	  conserva<on	  
•  Coopera<on	  with	  guides,	  researchers	  and	  conserva<onists	  

•  All	  tours	  run	  in	  coopera<on	  with	  local	  enterprises	  thus	  
crea<ng	  jobs	  and	  income	  in	  rural	  areas	  



•  Uniqueness	  and	  passion	  
•  Storytelling	  
•  Guiding	  experience	  
•  Collabora<on	  and	  coopera<on	  
•  Evaluate	  and	  develop	  
•  Believe	  in	  your	  product!	  





•  “Beau&ful	  untouched	  nature”	  is	  one	  of	  the	  main	  reasons	  for	  tourists	  to	  visit	  
Sweden	  

•  95%	  of	  tourists	  believe	  Sweden	  to	  be	  leaders	  in	  conserva<on	  within	  the	  EU	  
•  Reality	  is	  that	  only	  half	  of	  the	  2020	  target	  set	  by	  the	  Government	  is	  protected	  
•  Sweden	  is	  far	  behind	  when	  it	  comes	  to	  conserva<on	  and	  biodiversity	  protec<on	  
according	  to	  Environmental	  Performance	  Index	  2014	  

•  Tourism	  has	  a	  higher	  export	  value	  compared	  to	  the	  food	  and	  mining	  industry	  
together	  in	  Sweden	  -‐	  While	  it	  also	  provides	  VAT	  income	  to	  the	  state!	  

•  Yet,	  Sweden	  s<ll	  don’t	  have	  a	  clear	  strategy	  for	  Nature-‐based	  tourism	  and	  has	  
so	  far	  not	  iden<fied	  it	  as	  the	  resource	  it	  is	  

•  All	  this	  poten<al	  and	  yet	  we	  s<ck	  to	  old	  mining	  and	  forestry	  industry	  which	  
grows	  less	  and	  less	  profitable,	  while	  it	  also	  leaves	  deep	  scars	  in	  our	  nature	  

•  With	  inspiring	  examples	  such	  as	  Costa	  Rica,	  Namibia,	  Ecuador,	  Bhutan	  and	  New	  
Zealand	  -‐	  Sweden	  and	  many	  others	  should	  aspire	  to	  follow	  their	  lead	  

•  Sustainable	  tourism	  development	  requires	  the	  informed	  par<cipa<on	  of	  all	  
relevant	  stakeholders,	  as	  well	  as	  strong	  poli<cal	  leadership	  

	  



•  Lake	  Hornborga	  (Hornborgasjön)	  in	  Västergötland,	  Sweden	  is	  famous	  for	  one	  
annual	  event	  

•  During	  the	  annual	  migra<on	  of	  the	  Common	  Crane,	  as	  many	  as	  26	  500	  cranes	  
temporarily	  stop	  here	  on	  their	  way	  to	  their	  breeding	  grounds	  

•  This	  four	  week	  event	  a`racts	  up	  to	  150	  000	  visitors,	  which	  generates	  a	  direct	  
income	  to	  the	  area	  of	  65	  million	  SEK	  (approx.	  €6	  million)	  

•  Yet	  very	  few	  of	  the	  visitors	  (75%	  are	  tourists)	  spend	  the	  night	  in	  the	  area	  due	  
to	  the	  lack	  of	  infrastructure	  and	  ac<vi<es	  

•  A	  recent	  survey	  amongst	  the	  visitors,	  indicate	  a	  will	  for	  an	  extended	  stay	  
should	  there	  be	  addi<onal	  ac<vi<es	  and	  infrastructure	  

•  A	  joint	  long-‐term	  ini<a<ve	  from	  private	  entrepreneurs	  and	  local	  authori<es	  
with	  a	  strategic	  development	  plan	  could	  poten<ally	  generate	  even	  greater	  
direct	  income	  to	  the	  area	  and	  its	  stakeholders	  	  

•  No	  one	  has	  yet	  to	  capitalize	  on	  this	  opportunity	  
	  
	  



•  Be	  the	  entrepreneurial	  pioneer	  in	  tourism	  -‐	  Get	  the	  a`en<on	  you	  deserve!	  
•  Reconnect	  people	  with	  the	  nature	  they’ve	  lost	  knowledge	  about	  
•  Coopera<on	  and	  collabora<on	  instead	  of	  compe<<on	  -‐	  Complete	  each	  other!	  
•  Cross-‐border	  partnerships	  
•  Tourism	  as	  a	  tool	  to	  influence	  authori<es,	  leaders	  and	  media	  
•  Poli<cal	  leadership	  is	  beneficial	  to	  ensure	  control	  and	  strategic	  development	  
•  Maintain	  a	  high	  quality	  level	  to	  obtain	  guest	  sa<sfac<on	  -‐	  Quality	  before	  

quan<ty!	  	  
•  The	  guiding	  experience	  -‐	  The	  guide	  is	  the	  difference!	  
•  Charge	  what	  you	  deserve	  -‐	  Cheapest	  isn’t	  the	  best!	  
•  Professional	  pricing	  -‐	  Agents	  and	  operators	  want	  commission	  
•  Let	  your	  customers	  be	  your	  ambassadors	  -‐	  It	  creates	  viral	  marke<ng	  

	  



•  Sustainable	  tourism	  is	  not	  a	  niche	  product!	  
•  Sustainability	  is	  an	  integral	  part	  of	  the	  daily	  running	  of	  your	  business	  
•  Sustainability	  is	  a	  constant	  ongoing	  con<nuous	  process	  
•  Sustainability	  is	  based	  on:	  

ü  local	  collabora<on	  and	  coopera<on	  
ü  a	  will	  to	  change	  
ü  compromises	  
ü  long-‐term	  perspec<ve	  
ü  pragma<sm	  

•  Sustainability	  is	  an	  investment	  in	  the	  heart	  of	  the	  business	  
•  There	  is	  NO	  COPYRIGHT	  in	  responsible	  tourism,	  ONLY	  COPYLEFT!	  
•  Sustainability	  DOESN’T	  mean	  that	  you	  can’t	  make	  profit!	  
•  Sustainable	  tourism	  products	  offer	  high	  quality	  and	  more	  unique	  experiences…	  
•  and	  a	  more	  sustainable	  world	  for	  our	  children	  and	  future	  genera<ons!	  



You	  can	  build	  a	  successful	  and	  profitable	  tourism	  experience	  in	  coopera&on	  with	  the	  
local	  communi&es	  in	  rural	  areas	  without	  compromising	  the	  commitment	  to	  
sustainable	  natural	  resource	  management	  and	  the	  protec&on	  of	  wildlife.	  	  
	  
Not	  only	  will	  it	  provide	  financial	  income,	  but	  also	  profits	  in	  the	  shape	  of	  sustaining	  the	  
communi&es,	  conserving	  culture	  and	  nature	  while	  it	  mi&gates	  environmental	  effects.	  	  
	  
With	  commitment,	  curiosity,	  openness	  and	  willingness	  for	  change,	  we	  can	  accomplish	  
a	  posi&ve	  paradigm	  shiC	  for	  the	  benefit	  of	  the	  global	  tourism.	  	  
	  
This	  is	  where	  the	  key	  to	  success	  lies	  and	  once	  we’ve	  accomplished	  this,	  we	  can	  truly	  
say	  that	  we’re	  making	  profit	  from	  tourism.	  





On	  the	  web:	  
	  fair-‐travel.se	  -‐	  Responsible	  Tourism	  Experiences	  &	  Consul<ng	  
	  facebook.com/fair.travel.swe	  -‐	  Responsible	  Tourism	  Representa<on	  
	  linkedin.com/company/fair-‐travel	  
	  twi`er.com/Fair_Travel_Swe	  
	  flickr.com/photos/fair-‐travel/	  

	  



”Tell	  me	  and	  I	  forget.	  Teach	  me	  and	  I	  remember.	  Involve	  me	  	  
and	  I	  learn.”	  

Benjamin	  Franklin	  
	  


