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Sustainable Tourism & Its Dimensions

1. Learning Objectives

 The  students  will  have  understanding  of  the  history  and  background  of  the
sustainable tourism and its various dimensions in detail so that they may have
theoretical concepts 

2.  Historical Background

The debate over the concept of sustainable tourism is a phenomenon of the 1990s. How-

ever, its origins lie in the wider concept of sustainable development, which has been

with  us  for  many  centuries.  By  sustainable,  we  generally  mean  development  which

meets our needs today without compromising the ability of people in the future to meet

their needs. It is thus about taking a longer term perspective than is usual in human

decision-making  and  implies  a  need  for  intervention  and  planning.  The  concept  of

sustainability clearly embraces the environment, people and economic systems.

While the term 'Sustainable' has only begun to be used explicitly in the past 20 or 30

years, the ideas which underpin it dale back to the earliest examples of city planning, for

example.  Perhaps,  therefore,  some  of  the  earliest  attempts  to  achieve  sustainable

development  were  the  towns  and  cities  which  were  planned  and  developed  by  the

Romans. Likewise, many traditional agricultural systems were based on the principle of

sustainability. Farming was carried out in ways which preserved rather than destroyed

the productive capacity of the land so that it would still be able to support food produc-

tion  in  the  longer  term.  However,  overtime,  technological  inventions,  population

pressures, together with social and economic change, led to the growth of industry and

urbanization. This in turn put pressure on farmers to maximize food production in the

short term. These developments led to problems which in turn led to private and state

initiatives as we can see if we look at the case of urbanization in the UK. 

Industrialization in the UK transformed the economy and society as well as the natural

environment. There was a recognition that if it were not controlled, the process could

destroy  the  physical  environment,  and  lead  to  a  very  poor  quality  of  life  for  the

population.  This  resulted in  the growth of 'model'  settlements,  built  by paternalistic

industrialists who attempted to provide good living conditions,  such as New Lanark,
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Saltaire  and Port  Sunlight.  At  the  same time some industrialists  developed parks  to

ensure that future generations would have some green space to enjoy in the heart of

industrial cities.

Most of these were initiatives taken by affluent, powerful business men. However,  as

industrialization led to urban sprawl and a decline in public health, governments and

local councils began to take action to safeguard the long-term future of towns and cities,

as  well  as  ameliorating  short-term  problems.  This  trend  was  at  the  heart  of  the

development of the first statutory town plan-ning systems in Europe, which dated from

the end of the last century and the beginning of this century.

The desire to safeguard the environment and provide social equity also stimulated the

rise of the Garden City movement in the UK which was formed in 1898. The Second

World War gave a new impetus to all forms of planning, with the idea that a new world

order had to be built once the war ended. This resulted in a plethora of plans that were

all  related  to  the  concept  of  sustainable  development.  Leading  planners  like

Abercronibie were preparing blueprints for the future development of whole regions

such as Greater London. Strategies were being developed to systematically exploit social

and economic resources in ways which reduced disparities between regions. Plans were

being laid to create national parks across Europe. Also in the post war period, the first

major planning legislation was introduced in many European countries, most notably in

the UK. Slowly, across the developed world, bureaucratic systems of land-use planning

developed between 1945 and the 1970s.

However, some commentators would argue that planning has failed to help us achieve

sustainable development.  There is  growing cynicism about the ability  of  planners to

manage development effectively in the interests of sustainability. Indeed, writers such as

Beckernian would  even  argue  that  state  intervention  probably  impedes  the  move

towards sustainable development by distorting the free market system. The argument

being that  the  market,  if  left  alone,  will  ultimately lead to  sustainable  development.

However, this author feels it his duty to point out to any reader who is relatively new to

the sustainable tourism debate, that this is a position held by a minority of commenta-

tors. The conventional wisdom appears to be, rightly or wrongly, that sustainable tour-

ism requires intervention and planning.
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From the 1960s the question of Sustainable Development also became a major issue in

the  so-called  'Third  World'.  As  the  countries  of  Asia  and  Africa  gained  their

independence, they were intent on closing the wealth gap between themselves and the

developed countries. Some of them took a purely short-term view and set out to exploit

their natural resources for short-term gain. Others tried to take a longer term view and

there was much debate about how development could take place in a more sustainable

manner.

At the same time, there was a growing recognition in some developed countries that the

emphasis on materialism and the 'consumer society' was taking too heavy a toll on the

world's  resources.  For  example,  in  1960,  the  US  marketing  guru,  Vance  Packard,

published The Waste Makers, a critique of the 'throw-away society'.  In 1972, Danella

and  Dennis  Meadows  published  'The  Limits  to  Growth',  a  report  on  the  impact  of

economic  growth  on  the  future  of  the  world.  The  Massachusetts-based  team  used

computer simulations to show that the world could not cope with the level of resource

use and pollution that economic growth was creating. They used a systems approach to

analyse  the  problem  and  suggest  that  the  economic  system  had  to  be  modified  to

achieve a 'state of global equilibrium'. Numerous reports also warned that the earth's

future was under threat because the global population was growing too rapidly, and was

not sustainable in relation to the Earth's resources. One of the first reports to talk openly

about the concept of sustainable development was the 'World Conservation Strategy'

which was published in 1980 by the International Union for the Conservation of Nature

and  Natural  Resources.  Then  in  1987  the  World  Commission  on  Environment  and

Development  published  'Our  Common  Future',  otherwise  known  as  the  Brundtland

Report. This placed the concept of sustainable development centre stage and promoted

it  as  a  vehicle  for  deliverance  (Murphy,  1994)  This  report  was  based  on  the  well-

established idea that; we do not inherit the Earth from our forefathers, but borrow it

from our children (Murphy, 1995)

The  following  are  the  Sustainable  development  components.  Source:  adapted
from Murphy (1995) based upon the Brundtland Report 1987.

 Establishing ecological limits and more equitable standards : ' ... requires the
promotion of values that encourage consumption standards that are within the
bounds of the ecological possible and to which all can reasonably aspire'
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 Redistribution of economic activity and reallocation of resources : 'Meeting
essential  needs  depends  in  part  on  achieving  full  growth  potential  and
sustainable development clearly requires economic growth in places where such
needs are not being met'

 Population control : 'Though the issue is not merely one of population size but
of the distribution of resources, sustainable development can only be pursued if
demographic  developments  are  in  harmony  with  the  changing  productive
potential of the ecosystem'

 Conservation of basic resources:  sustainable development must not endanger
the natural systems that support life on Earth: the atmosphere, the waters, the
soils, and the living beings'

 More  equitable  access  to  resources:  'Growth  has  no  set  limits  in  terms  of
population or resource use beyond which lies ecological disaster... But ultimate
limits there are, and sustainability requires that long before these are reached
efforts are made to ensure more equitable access to resources ...'

 Carrying capacity and sustainable yield: '... most renewable resources are part
of a complex and interlinked ecosystem, and maximum sustainable yield must be
defined after taking into account system-wide effects of exploitation'

 Retention  of  resources:  'Sustainable  development  requires  that  the  rate  of
depletion of non-renewable resources foreclose as few future options as possible'

 Minimize adverse impacts : 'Sustainable development requires that the adverse
impacts on the quality of air, water, and other natural elements are minimised so
as to sustain the ecosystem's overall integrity'

 Diversification  of  the  species:  '...  sustainable  development  requires  the
conservation of plant and animal species' 

 Community control: '.community control over development decisions affecting
local ecosystems'

 Broad national/international policy framework: '... biosphere is the common
home of all human-kind and joint management of the biosphere is prerequisite
for global political security'

 Economic viability  : '... communities must pursue economic well-being while
recognising that [government] policies may set limits to material growth' 

 Environmental  quality  :  'Corporate  environmental  policy  is  an  extension  of
total quality management'
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 Environmental audit : 'An effective environmental audit system is at the heart of
good environmental management'

The  main  components  of  sustainable  development,  as  defined  largely  by  the

Brundtland Report, interpreted ted by Murphy. The emphasis is clearly; primarily on

the  environment.  As  we  will  sew,  as  the  book  develops,  this  emphasis  on  the

environmental  dimension  to  sustain-ability  rather  than  the  economic  and  social

dimensions, is a real problem in the debate on Sustainability and Sustainable tourism.

Since 1987 the growing interest in sustainable development has been fuelled by:

• The Rio Summit in 1992 and Agenda 21

• environmental problems such as 'global  warming' and the 'smog' which affected South-

East Asia in Autumn 1997. 

In 1997, Hunter produced a valuable list of the key issues which are wrapped up in the

sustainable tourism debate

The Sustainable Development Spectrum

In the same article, Hunter went on to adapt the earlier work of Turner, Pearce and Bate-

man, to argue that sustainable development is not a single absolute standard. Instead

there is, as  suggests, a wide spectrum of attitudes, and levels of commitment, towards

sustainable  development. This spectrum is also seen in terms of consumer interest in

sustainability as we will see later in the book when we look at the concept of 'shades of

green consumer'.

Sustainable Development and Ethical Business : Since the 1980s, there has been a

growing interest  in the ethical standards of businesses.  This  has been a response to

numerous  scandals  relating  to  unethical  or  irresponsible  actions  on  behalf  of

companies.  Public  and political  pressure has been growing for  companies  to behave

more ethically in relation to a range of issues, some of which are illustrated in Figure.

The concept of sustainable development fits readily into this trend. Companies are being

encouraged  to  take  their  responsibilities  towards  the  environment  most  seriously,

because:

• If they destroy environmental resources on which their business depends, then the

future of their business will be in jeopardy

• If they do not act voluntarily, governments may need to regulate then-activities
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• They have broader responsibilities to society, to be 'good neighbours'.

As a result, more and more companies are seeking to make their activities more sus-

tainable through:

• Pollution and waste reduction measures

• Energy conservation initiatives

A  simplified  description  of  the  sustainable  development  spectrum.  Source:  Hunter

(1997), adapted from Turner et al. (1994).

Sustainability position Defining characteristics

 Very  weak:  Anthropocentric  and  utilitarian;  growth  oriented  and  resource

exploitative;  natural  resources  utilized  at  economically  optimal  rates  through

unfettered free markets operating to satisfy individual consumer choice; infinite

substitution possible between natural and human-made capital; continued well-

being assured through economic growth and technical innovation

 Weak  :  Anthropocentric  and  utilitarian;  resource  conservationist;  growth  is

managed  and  modified;  concern  for  distribution  of  development  costs  and

benefits  through  intra-  and  intergenerational  equity;  rejection  of  infinite

substitution between natural and human-made capital with recognition of some

aspects  of  natural  world  as  critical  capital  (e.g.  ozone  layer,  some  natural

ecosystems); human-made plus natural capital constant or rising through time;

decoupling  of  negative  environmental  impacts  from  economic  growth  Strong

(Eco) systems perspective; resource preservationist; recognizes primary value of

maintaining  the  functional  integrity  of  ecosystems  over  and  above  secondary

value through human resource utilization; interests of the collective given more

weight  than  those  of  the  individual  consumer;  adherence  to  intra-  and

intergenerational equity; decoupling important but alongside a belief in a steady-

state economy as a consequence of following the constant natural assets rule;

zero economic and human population growth

 Very strong :  Bioethical and eco-centric; resource preservationist to the point

where utilization of natural resources is minimized; nature's rights or intrinsic

value  in  nature  encompassing  non-human  living  organisms  and  even  abiotic

elements under a literal interpretation of Gaianism; anti-economic growth and
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reduced human population the use of recyclable materials should consider all of

the issues outlined improved recruitment and training.

The Early Origins of Sustainable can be part of the solution rather than the Tourism

problem/ For many organizations, this is part of a Clearly, the debate about sustainable

tout wider campaign to be seen as ethical, by ism is partly influenced by the genres their

actions, in the belief that this might concept of sustainable development dis improve

their competitive position in the cussed above. The link between sustainable tour- been

a parallel debate going on for severe tourism ism and ethics in business will be explored

decades that has led to the widespread

3. Nature and Scope Of Sustainable Tourism

Sustainable Tourism is a complex term. It Synonymous with terms like Responsible Tourism,

Alternative  Tourism,  Soft  Tourism,  Minimum  impact  tourism,  Ecotourism,  Environment

Friendly Tourism. Most of the authors talk about the responsibility of tourists towards nature

but not about their rights as paying customers ,  Conversely they also talk about sustainable

and non-sustainable sides of tourism, but there are many shades of grey as well.

1. Stakeholders encompassing the scope

 Tourists – Mass market, eco-tourists 
 The Host Community – Directly or indirectly employed in tourism, Local business

people
 Governmental Bodies – International e.g.: European Union, National, Regional and

Local
 Tourism Industry – Tour operators, Transport Operators, Hospitality Sector, Visitor

attractions 
 Pressure Groups – Environment, Wildlife, Human rights, Workers Rights
 Media – News, Specialist travel articles
 Experts – Commercial consultants, Academics 
 Voluntary sector – NGO’s, Trusts and Environmental charities 
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Figure 1.1 Scope of Sustainable Tourism

2.Sustainable Tourism and Different Types of Environment

 Different types of environment are:

1.Natural or Geographical

-Tropical rainforests

-Desert

-Oceans

-Grasslands

-Polar regions

-Wetlands : swamps, marshes

2.Man made
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-Outer Environment-Includes : infrastructure or material culture

-Inner Environment –Includes : Society itself i.e. customs, heritage, rules and regulations or
non-material culture

2.Sustainability and different types of environment

 Emphasis in relation to sustainable tourism is …..to manage the existing forms of

tourism in the different types of environment

 Relationship between sustainability and different  environments must improve with

time.

 It involves working for the long-term viability and quality of both natural and human

resources.

 Managing  is  certainly  not  anti-growth,  but  acknowledges  that  there  are  limits  to

growth. 

 The basic economics of tourism must be planned according to the sustainability and

present carrying capacity of touristic areas for future need. 

3.Different Types of Tourism and Sustainable Tourism

 Principle of sustainability can be applied to any type of tourism.

 It  can  be  applied  to  social,  economic  and  environmental  impacts  of  any type  of

tourism.

 Different  forms  of  tourism  need  to  understand  their  needs  in  order  to  support

sustainability.

 Awareness raising and training should be an integral  part  of different  tourisms to

understand and contribute towards sustainability. 

4. Sustainable Tourism and Different Types of Tourism Organizations

These range of organizations have different effects on sustainability:

 Public sector sets strategies, private sector develops the products. Hence public sector

must persuade the private sector which dominates the supply to follow their plans.

 Large  organizations  seen  as  culprits  for  showing no or  less  commitment  towards

sustainability. One person business, small enterprises show long term commitment as

they are locals.
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 Transnational enterprises should show interest in sustainability of the countries they

deal with apart from their own country. 

5. Sustainable Tourism Issues and Different Sectors of Tourism

 Different Sectors of Tourism and their issues with sustainability:

a)Accommodation 

 Environmental impact of new buildings and their operation management eg: waste

disposal

 Role of multinational chains

 Human resource policies eg: wage levels, discrimination

b)Transport

 Use of fuel

 Land acquired for infrastructure for airports and roads

 Traffic congestion on the roads

c)Tourism Services(Tour Operators)
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 Volume and types of trips tourists take to their destinations

 Relations with local suppliers

 Educating tourists about sustainable issues

d)Visitor Attractions

 Environmental impact of new buildings and attractions

 Relations with local community

 Employment policies

e)Retail Travel Trade

 Role in creating tourist expectations

 Advice about destinations Eg: religion, health issues, political problems

f )Adventure tourism and recreation:

 Use and abuse of new destinations

 Use and abuse of present destinations

 Largely an area of interest of present travelers

g)Destination Management(F and B Service, Events and Conferences)

 Public sector planning and economic development strategies

 Financial incentives for new developments

 Tourist taxes and spending of this revenue

6.Sustainable Tourism and Functional Management

 Sustainable  tourism  should  be  of  concern  to  every  person  in  an  organization

irrespective of departments and functions.

 Different types of functional management roles are:

-Marketing

-Human Resource

-Finance

-Operations

-Marketing:

- Attracting tourists to already fragile and overcrowded environments

- Raising and shaping tourist expectations

 Human Resources
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- The recruitment of locals and immigrants

- Training and education

- Racial or sexual discrimination

- Wage levels and working conditions

- Management styles 

7.Concept of Sustainable Tourism in Different Regions of the World

 Sustainable tourism is more in countries where sustainable development is more eg:

Germany and Scandinavian countries

 Interest in sustainable tourism more in developed countries

 Developing countries concentrate on short term economic development 

 Time is changing now!! 

4. Critiques of Current Thinking in Sustainable Management

The aim is not to denigrate these ideas and those who propose them, but rather to show that

there are no easy answers and that the subject is more complex than it might at first appear.

Hopefully this will stimulate debate and further research that will help to refine the concepts

and techniques, which in turn will increase the likelihood of developing more sustainable

forms of tourism. Let us now consider each issue in turn.

Value Judgements and the Lack of Factual Evidence

The whole sustainable tourism debate often appears to be based more on value judgements

than on empirical research or other factual evidence. For example, two of the most influential

books on the subject in the UK in the early 1980s are entitled The Good Tourist (Wood and

House, 1991) and Holidays That Don't Cost the Earth (Elkington and Hailes, 1992), both

heavily value-laden phrases. 

Towards A New Approach To Sustainable Tourism Management

A Critique of Current Thinking in Sustainable Tourism Management

There  are  the  various  issues  involved  in  the  critique  thinking  in  sustainable  tourism
management which are discusses in detail as follows:- 
.

 Value Judgments and the Lack of Factual Evidence
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The whole sustainable tourism debate often appears to be based more on value judgments

than  on  empirical  research  or  other  factual  evidence.   For  example,  two  of  the  most

influential books on the subject in the UK in the early 1980s are entitled The Good Tourist

(Wood and House,  1991) and Holidays That Don't  Cost the Earth (Elkington and Hailes,

1992), both heavily value-laden phrases. Inside they are packed with judge- ments that appear

to have little hard evidence underpinning them.

Commentators have written as if certain opinions and attitudes are proven facts. For example,

there seems to be an implicit belief that:

• large high-rise coastal resorts around the Mediterranean represent a less sustainable form

of tourism than ecotourism holidays in Central America

• independent travel is more sustainable than, package holiday tourism

• small-scale tourism is always better than mass tourism

• cultural tourism is more sustainable than hedonistic tourism.

Yet there appears to be little if any evidence that these are true. Indeed, it could be argued

that,  providing it  is  well  managed and the infrastructure is  adequate,  mass seaside resort

tourism is a very sustainable font of tourism. It:

• provides jobs for a large number of people

• satisfies the needs of a large number of tourists so that they do not take trips to more fragile

environments, further afield

 • does not cause the negative socio- cultural impacts that tourists mixing with local people

can cause because there is little contact between both groups, and there are often relatively

few indigenous local people living in the resort.

Perhaps, therefore, what is happening is that commentators are supporting those forms of

tourism that they themselves prefer. The educated middle classes who comprise the majority

of such commentators often seem to prefer cultural holidays to sun, sand, sea and sex trips,

and they tend to make up a large part of the independent travel market. Thus a significant

proportion of the literature that has appeared may be at least partly instigated by a desire to

justify the author's own behaviour and that of their peer group.
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The lack of empirical evidence in the sustainable tourism field is also making it difficult for

us to evaluate the scale of some of the problems with the negative environmental impacts of

tourism. Furthermore, the combination of this and the value judgments of commentators who

have a partisan view on the subject, may be resulting in us getting some problems out of

proportion. Two examples will illustrate this point, as follows:

• The pollution caused by coastal  tourism in the Mediterranean is probably only a minor

cause of the problems being experienced in that sea, compared to manufacturing industry,

agriculture and the waste produced by residents

• Rural planners are greatly concerned by footpath erosion at a time when British upland

areas are suffering agricultural decline, rural poverty and unemployment that threaten their

long-term survival.

Finally, given that sustainability is about the future, we seem rather arrogantly willing to feel
that in spite of the lack of hard evidence, we know what is best not only for today, but also for
tomorrow.

 The Green Tourist

Much discussion on sustainable tourism seems to be based on what is described as the 'rise of

the green tourist'. Yet there appears little evidence of the rise of this tourist as a real force in

the  tourism  market.  Unlike  the  consumer  boycott  of  products  containing  CFCs

(chlorofluorocarbons) seen in the late 1980s there seems to be no such consumer action in the

tourism field. There is little evidence that tourists are:

• Switching From The Use Of Private Cars To Public Transport For Their Holiday Trips

• Demonstrating Against The Environmental Impacts Of New Theme Parks

• Insisting   That  Hotels   Recycle   Their Waste.

It is perhaps better therefore to talk in terms of 'shades of green' tourists, in other words the

fact that the market is divided into groups which vary from being very dark green to not

being  green at  all.  The  differences  between  these  different  shades  of  tourist  opinion  are

illustrated in Fig. 3.2. It is clear from this argument that dark green/ totally green tourists are

a small niche only, in the UK at least.
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Some argue that the situation is different in other countries, like Germany, where consumers

seem to be far more concerned with environmental issues. Certainly a BAT-Leisure Research

Institute report of 1993 claimed that, "of ten criteria for a quality holiday listed by consumers,

seven  related  to  the  environment"  (Homer  and  Swarbrooke,  1996).  However,  on  closer

examination  it  appears  to  be  more  about  the  vested  interests  of  these  consumers  in  the

environment  as  a  key  determinant  in  the  quality  of  their  holiday  experience,  than  their

concern with the environmental impacts of tourism in general.

Even these limited examples of environmental concerns on the part of tourists, are not typical

of the world as a whole. In some of the more recently economically developed regions of the

world, even a modest level of concern appears to be largely absent. Indeed there appears to be

evidence that interest in the environment amongst tourists is low, and may even be falling, at

least in the UK.

Research conducted by MORI (Martin, 1997) has indicated that:

•  In  1996,  21%  of  consumers  believed  too  much  'fuss'  was  being  made  about  the
environment, compared to 11% in 1992.
• In the UK only 3% of people felt the environment was the most important problem facing

the UK in 1996, whereas the equivalent figure in 1992 was 11%.

• Only 11% of tourists questioned in the mid-1990s said environmental prob- in a destination

would make them decide to not to return to the destination.

• In 1995, just 16% of tourists said it was very important for them to deal with a tourist

organization that took environmental issues into account, while 18% said it was not at all

important.

•  Only 6% of  people  questioned  in  1995 believed  tourism caused  major  damage  to  the

environment while 30% thought it caused no damage or involved no damage.

So far we have focused on the 'green tourist' who one would expect to be concerned with

purely environmental issues. There is even less evidence of the existence of a 'sustainable

tourist' who is also concerned about the long-term social and economic impacts of tourism.

Few tourists appear to be demanding to pay a higher price to provide more economic benefits

to host communities. Likewise there seems to be no evidence of tourists demanding better

pay and working conditions for tourism and hospitality industry employees. If one believes in

the concept of customer-led, market-led marketing, then the tourism industry should not be

taking much interest in the concept of sustainable tourism.
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 Ecotourism

The rise  of  eco-tourisrn has been a  controversial  issue in  the context  of  the debate over

sustainable tourism. This was well summed up by the book edited by Cater and Lawman,

Ecotourism:  a  Sustainable  Option?,  which  was  published  in  1994.  The  tourism industry

clearly  wants  clients  to  feel  that  ecotourism  is  less  harmful  and  more  sustainable  than

mainstream mass tourism, perhaps because it thinks that this will make tourists feel good

about buying such products. This argument is seen time and again in brochures for a range of

holidays, including:

• treks in the Himalayan range
• expeditions in the jungles of Central America
• whale-watching holidays from California to the Arctic
• sledge tours in Lapland
• river trips by canoe in South-East Asia.

The claim of such ecotourism products to be sustainable is usually based on the following
characteristics:
• the desire of participants to learn more about their destination than the average tourist

» the attempt to maximize contact with indigenous people

• the small size of most groups.

Nevertheless, it is arguable whether ecotourism can be viewed as sustainable tourism. The

eco-tourists are not primarily motivated by a desire to protect the environment but rather by a

desire to see the native ecosystem at first hand.

Likewise if 100 people buy and enjoy an ecotourism product this year, and tell their friends,

this could rise to several thousands in 3 years. Certainly, some ecotourism tour operators have

grown in recent years to become medium-sized operations. It is therefore not inherently small

scale

If ecotourism were to grow in an area, without regulation, it could easily become as harmful

as other forms of mainstream tourism. Indeed because it tends to take place in areas with rare

and fragile ecosystems, it could be even more harmful. This is particularly true because eco-

tourists are always looking for new destinations ever more off the beaten track than the last

one, whereas many mainstream tourists are happy to holiday in established resorts. Thus, eco-

tourists  may not  be content  until  they have visited -  and brought the mixed blessings of

tourism - to every area of the world.

 The Concept of Carrying Capacity
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The concept of carrying capacity is a common one in the sustainable tourism literature. There

are several types of carrying capacity, including:

• physical capacity, the number of tourists a place can physically accommodate

• environmental or ecological capacity, the number of tourists that can be accommodated

before damage begins to be caused to the environment or ecosystem

• economic capacity, the number of tourists that can be welcomed before the local community

start to suffer economic problems, e.g. increased housing values and land prices

• social capacity, the number of people beyond which social disruption or irrevocable cultural

damage will occur

• perceptual capacity, the number of people a place can welcome before the quality of the

tourist experience begins to be adversely affected.

• infrastructure capacity, the number of tourists that can be accommodated by the destination

infrastructure.

However,  in  terms  of  developing  sustainable  tourism,  all  six  types  share  one  criticism,

namely, even if you can measure the capacity, how do you put it into practice: Elsewhere in

this  chapter we will see that one means of implementation, de-marketing,  is fraught with

problems.

Furthermore,  some concepts  of  carrying capacity, such as  social  and perceptual  are  very

subjective, and no two observers will agree on the actual figure. At the same time they are

generally rather unrealistic in that they suggest that damage will occur at 6 particular point

when a specific number of tourists are present, in a certain place. The process of tourism-

related damage is almost certainly slower and less clear cut than this. It is a progressive,

rather than a sudden phenomenon.

As each locality is totally different in terms of geography, ecosystem, social structure and

economy, it is unlikely that the carrying capacity will be the same in any two places, so its

application in any place is very difficult to forecast. While carrying capacity is a useful con-

cept, it is very problematic to use in a practical way to help develop sustainable tourism.

Finally, however, it is clear that carrying capacity can be modified by visitor management

schemes, in other words, they are not absolute or inevitable.

 De-marketing
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Some proponents of sustainable tourism appear to place great faith in the concept of de-

marketing. This involves manipulating the marketing mix or 'four Ps' to discourage rather

than attract tourists to visit destinations which are thought to be over-visited. While carrying

capacity is a useful concept it is very problematic to use in a practical way to help develop

sustainable tourism. To date, this has largely meant simply reducing the amount of brochures

which  are  produced  to  promote  certain  destinations.  For  example,  the  local  authority  in

Cambridge took a decision several years ago to stop printing brochures about the city as a

tourist destination.

However, this  is clearly a longer term strategy and cities like Cambridge are famous the

world over, and even then this may prove to be ineffective, for the following reasons:

• many tourists become aware of destinations from sources other than promotional literature

produced by the destinations themselves. These other sources include:

friends and relatives the media

the tourism industry such as coach operators

• repeat visitors are already aware of the destination

• business tourists do not choose their destination, it is determined by the demands of their

jobs, whether it be a visit by a sales person to a potential client or a lecturer attending a

specialist conference.

Perhaps, therefore, de-marketing can only work if a more radical approach is taken that uses

all the four Ps. In the case of Venice, for instance, demand might be reduced by:

• raising prices. However, for a unique product like Venice, higher prices might not reduce

demand significantly, as many people will want to see it once, so they will be willing to pay

the price. At the same time, such a policy could be seen as morally unacceptable as it dis-

criminates against those on .lower incomes

• only allowing a certain number of people into the city per day through a 'ticket' system. It

would have to be pre-booked or else people taking a special trip to visit Venice would be very

disappointed or angry!

However, these approaches would require an expensive system of implementation even in a

city  like  Venice  where  there  are  relatively  few  entry  points.  Nevertheless,  such  limited

numbered ticket schemes do operate successfully at some attractions and in certain American

National Parks.
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It is likely, though, that in a city like Venice, where so many people are employed directly or

indirectly in tourism, that any attempt to reduce visitor numbers would be unpopular. Thus

any attempt to introduce de-marketing would probably have to come from external pressure

and could be opposed by local people. This would clearly make it an ethically questionable

course of action.

Ironically, one of the few ways in which the industry might divert some demand from honey-

pot destinations is by using new products and prices to encourage repeat visitors to a country

to visit other areas. These tourists could be told that other areas represent the 'real' character

of the country while special interest holidays in these areas might be offered to help these

tourists 'learn more about the country'.

Before too much time and money is spent on de-marketing, we need to be sure the problem

merits such drastic action. Often it is outsiders who think the number of tourists in an area is

the  problem,  as  it  affects  the  quality of  their  holiday experience,  or  the  place  they have

chosen  to  retire  to.  But  providing  that  the  infrastructure  can  cope  and  the  benefits  are

distributed fairly to local people, perhaps the problem is not serious enough to merit such

action.

In some cases it  is  not the total  volume of visitors that a destination receives that is  the

problem, but rather when they visit. Most destinations have clear' peak seasons which can last

for just a few weeks each year. In these cases perhaps, the challenge is to de-market peak

times, not the place as a whole. This means developing new products and offering prices that

will  tempt  people  to  visit  at  quieter  times  of  the  year  instead.  However,  there  are  also

problems with such an approach. For example:

• some people are tied to taking their holidays at certain times of the year because of their job

or their children's school holidays

• most destinations have times of the year when the weather is not good enough to make them

attractive to the majority of tourists.

One of  the main ways of  attracting tourists  in  the off-peak season is  through organizing

special  events  and festivals  or  offering  themed breaks.  In  many cases,  these will  simply
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attract new customers rather than diverting demand from the peak season. This is particularly

true as we see the growth of people taking second or even third holidays each year.

Perhaps it is better to have a quiet season when resorts can be refurbished and local residents

can enjoy a more normal life style, albeit for just a few months. Finally, we are seeing the

growth  of  a  third  form  of  de-marketing,  namely  the  de-marketing  of  people.  Many

destinations increasingly talk of wanting to attract 'quality tourists' which often translates as

higher spending, older tourists who are quiet and well-behaved.       

Some resorts are consciously trying to de-market the so-called 'lager-louts'  to make them

more attractive to the 'quality tourist'. This often means changing the physical environment of

the  destination  together,  with  stricter  policy  and  controls  on  behaviour,  for  example.

However, such a policy will be unpopular with bar owners in these resorts, who make a living

from the young 'hedonistic' tourists. The labelling of people as 'quality tourists' or 'lager louts'

is also laden with prejudice, and is morally questionable.

We have seen that all three types of de-marketing are problematic in both practical and moral

terms. However, even if it were a desirable activity, changing tourist behaviour is a massive

challenge that would require an enormous budget. Yet many of the organizations that seek to

practise it are public sector organizations with limited budgets.

 Tourist Taxes and Fair Pricing

It  is  sometimes  suggested  that  we  should  use  tourist  taxes  to  help  develop  sustainable

tourism, in two main ways:

charging tourist taxes that are high  

 « enough to discourage some tourists from visiting certain places, thus reducing demand, and

the problems which

flow from over-use •   

using the funds generated by tourist taxes to help pay for the maintenance and development

of the local tourism infrastructure.

Clearly, the first application is more radical and is about influencing demand, while the latter

will simply help manage existing demand more effectively. 

22 | P a g e



However, implementing the former approach has a number of potential pitfalls, including the

follow-

To reduce demand at unique destinations such as Venice or the pyramids in Egypt, would

require a high tourist tax, and this could be seen to be discrimination against lower income

tourists. We would need to know far more than we do currently about tourists' willingness to

pay a particular tax levy for a special resort. Otherwise, the tax could be set too high, and

severely reduce a destination's visitor numbers with serious economic costs as a result. The

mechanism for  implementing the  tax would be  complex and costly. In  areas  where day-

trippers are the majority of the market, it could even involve stopping cars on the road into

national  parks,  as  it  would  not  be  possible  to  collect  the  tax  via  accommodation

establishments. On busy days, in the Peak District National Park in the UK, this could cause

horrendous  traffic  congestion.  However,  perhaps  this  fact  would  discourage  people  from

taking a trip and thus help reduce demand indirectly!

It  assumes  that  all  tourists  are  equal  in  terms  of  their  impact  and  does  not  encourage

responsible  behaviour  or penalize anti-social  behaviour. Instead it  simply seeks to reduce

overall numbers.

Given our inadequate understanding of carrying capacities how do we know which ideal

visitor number we are aiming for in the first place, when we try to use taxes on tourists to

manipulate demand?

• In a highly seasonal market, we would

need to be constantly changing the rate of the tax levied to ensure that we were dampening

demand at the times of most overcrowding but not at times when destination capacity was

underutilized.

The second use of tourist taxes is specifically designed to get tourists to pay more of the real

costs of meeting their needs, rather than the whole burden falling on the local population. A

good existing example of such a tax is the Taxe de Sejour' which certain recognized resorts in

France are allowed to levy. The product of the tax can be spent on infrastructure which is

used by tourists but the tax has three main problems:
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• As it is largely only collected in hotels, tourists using other forms of accommodation such as

self-catering, cottages and campsites, generally do not pay it, although they still make use of

the infrastructure.

• The collection of the tax is often seen as an imposition by the hoteliers and the collection

rate often falls well below 100%.

• As the rate is very low, typically 2-5 francs per person, it is not a major source of revenue.

 Visitor Management

Over the years great confidence has been placed in the use of 'visitor management' techniques

to manage tourism in areas where it is seen to be having a negative impact. This usually

involves trying to divert demand away from 'honey-pot' areas, and involves initiatives like:

• using interpretation techniques to try to direct demand to less heavily used areas of the

region

• closing roads from time to time and/or

sitting car parks, so that visitors cannot drive into already overcrowded or environmentally

fragile areas.

The hope is that this inconvenience will dissuade tourists from visiting the site.

Alternatively, visitor management techniques can be used to reduce the negative impacts of

the existing level of demand. This could involve re-surfacing footpaths with material that is

more resistant to the erosive power of walking boots, or park-and-ride schemes that keep cars

out of the heart of villages, town centers, or fragile environments.

Visitor management can be effective, but it is also quite costly. It can also have a negative

effect. For example, if a site is well known to tourists, improved interpretation of other less

well known sites could simply increase overall demand and result in new pressures being

placed on previously little used sites, as well as continuing pressure on the already popular

site.

  Private versus Public Transport

For  several  decades,  the  private  car  has  been seen  as  the  enemy of  sustainable  tourism,

particularly in the countryside and historic cities. 

Having at first liberated the tourist, it is now seen as a monster that imprisons them in traffic

jams, and causes untold harm to the physical environment. Many writers also lament what
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they see as the negative impact the presence of cars has on the ambience and aesthetic quality

of destinations.

The conventional wisdom is that we need to encourage tourists to leave their cars at home

and use public transport instead. In spite of the money and effort that has been put into such

schemes, particularly in the national parks of the UK, it is clearly a losing battle, because:

• tourists enjoy the flexibility and freedom which using their own car offers

• public transport systems are often inconvenient because of the need to travel to a pick-up

point and the fact that consumers have to fit in with the operator's timetables

• in a number of countries, subsidies for public transport have been declining in recent years,

which is taking away any price advantage it might have over the private car.

As attempts to encourage tourists to change their preferred mode of transport from the car to

public transport have largely been unsuccessful, the only solution may be to forbid the use of

cars in certain places. Clearly, this would be a very difficult decision for politicians to take,

given the political influence of car owners and the car industry.

It would also have to be managed carefully so as not to inconvenience the host community,

who would still need to use their cars for their business and leisure activities.

Before  any such action  is  taken  we should  also  be  realistic  about  some of  the  negative

environmental impacts of public transport, such as its energy consumption, and the pollution

it causes. For example, in the UK, de-regulation of bus transport is leading to problems which

make bus travel less environmentally friendly, including:

• the fact that competition is in some cases leading to buses travelling with fewer passengers

• more older buses being on the road which are, apparently, worse in terms of pollution than

modern buses.

 Tourist Education

Some commentators appear to speak blandly about the need to 'educate tourists' to make them

more concerned about the environmental impacts of tourism and the principles of sustainable

tourism. However, an observer could be forgiven for taking a rather cynical view of this idea,

for two main reasons, as follows:

• We are not even sure yet what sustainable tourism is, so how can we provide guidelines that,

if followed by tourists, would help develop more sustainable forms of tourism? 
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• The evidence from other well-meaning education campaigns - such as those relating to sex

and drugs - appears to show that their impact is severely limited, unless the audience wants to

lies the message.

Even if we did know what sustainable torn ism was, it would still not be an easy message to

sell  to  tourists  if  it  involved mating  any sacrifice on the  part  of  the  tourist.   any event,

attempting to influence the well established behaviour patterns of millions of people would

be an expensive activity that would take a long time to take effect. Finally, one could argue

that if we are t spend time and money on educating tourist about anything, then we should

focus oi vitally important issues such as the link ' between tourism and HIV infection am

other sexually transmitted diseases.

 Community Involvement and Local Control

One of the most widely accepted principle; of sustainable tourism appears to be the idea that

tourism can only be sustainable if th< local community is involved in tourism planning and

management. However, ever where attempts have been made to achieve this aim, there have

been problems. These include:

 communities  rarely, if  ever,  speak  with  one  voice.  There  are  many interest  groups  and

individual viewpoints and there is no easy way of reconciling these to reach a consensus

• the mechanisms that are used to elicit the views of the community provide an opportunity

for a minority of self-appointed community spokespeople, of people with strong views to

dominate the process. The views of the so-called 'silent majority' can therefore be ignored

• professionals can sometimes under value or even ignore local views that are the opposite of

their  own.  This  can  particularly  occur  when  'public  participation  exercises'  are  held  to

legitimize decisions which have already been taken, to some extent

• conflicts that debate causes within communities can be serious and can continue for a long

time after the debate ends.

Even  if  a  community  could  speak  with  one  voice,  its  ability  to  control  local  tourism

development would be limited by a number of factors, including:

• the power of the tourism industry. For example, tour operators are largely footloose, and if a

destination tries to control their activities they may simply move on to somewhere where they

will not face similar constraints
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• central government policies and funding may over-rule local preferences. For instance, a

community may wish to limit the growth of tourism in an area but the government may want

to  maximize  the  attraction  of  foreign  tourists  to  the  destination  to  help  the  balance  of

payments of the country

• externally based organizations may already have a strong voice in the area because of their

ownership of local businesses. An example of this  would be resort  complexes and hotels

owned by national hotel chains or transnational companies.

Even if communities could control their local tourism industry, this might not always be a

desirable state of affairs. It could lead, for example, to tourism being used as a vehicle for

nationalistic aspirations. Tourists of certain nationalities could be excluded from resorts, and

heritage attractions could be used to spread propaganda about different nationalities.  This

could be a problem in certain regions of Eastern Europe for example, where different national

groups live in close proximity to each other, with a long history of conflict between them.

1.4.12 Role of Public Sector Planning

 Many commentators assume that public sector tourism planning will play a major role

in  the  development  of  sustainable  tourism.  Yet,  in  Europe  at  least,  central  state

planning appears to be in retreat, for a variety of reasons including the following:

o Scepticism about state planning and its alleged lack of achievements. In the

UK for example, there has been urban planning for 50 years yet the country

has  many  examples  of  dysfunctional  and  visually  unattractive  towns  and

cities.

o The climate of de-regulation and privatization, which has been reinforced by

the European Union's attempts to create a Single Market in Europe.

o The dislike of planning in Eastern Europe where it is seen as a reminder of the

doctrinaire old communist regimes.

o The  growing  power  of  transnational  corporations  whose  area  of  influence

extends beyond the geographical boundaries of any government.

 In any event, it is difficult to see what state planning can achieve in the tourism area,

given that public sector bodies do not own or control many of the key elements of the

tourism product, including:

o accommodation units

o the tour operation function
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o visitor attractions except in the heritage sector

o bars, night clubs, taxis and coach operators.

 It is for this reason that the concept of partnership has grown in popularity in recent

years.

 The Role of Industry

Interestingly, as noted earlier in the section on the 'green tourist', industry often appears to be

more concerned with sustainable tourism than consumers. It also seems to be doing more in

terms of concrete initiatives

A  Critique  of  Current  Thinking  than  governments.  The  following  two  brief  examples

illustrate these points:

• The International Hotels Environmental Initiative, which has sought to encourage hoteliers

around the world to make their operational practices 'greener'.

• The sponsorship of sustainable tourism award schemes like the 'Tourism for Tomorrow'

award by British Airways.

• Conferences on sustainable tourism organized by local tourism industry bodies such as the

'Ecological Conferences' arranged by the Halkidiki Hotel Association in Greece.

• The 'Thomson Holiday Code', a set of guidelines for clients of the tour operator.

Cynics  may  argue  that  this  interest  by  industry  is  more  about  marketing  hype  than  an

altruistic belief in sustainable tourism. However, this may be unfair given that there appears

to be little explicit concern with sustainable tourism on the part of most tourists. Perhaps

therefore,  we have to look at  some more subtle motives for the attitudes of the industry,

including:

• convincing governments that the industry is capable of regulating itself to prevent the threat

of governments introducing legislation to control the activities of the industry.

•  taking  initiatives  that  reduce  costs,  and  therefore  improve  financial  performance  and

competitiveness

• attempting to impress the media given that today, the media plays a vital role in influencing

consumer behaviour.
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Conversely,  a  number  of  small  specialist  tour  operators  in  tourism,  run  by  individual

entrepreneurs, appear to be embracing sustainable tourism as a core element of their business.

They try to attract customers, partly at least, through their contention that their product and

operations  are  complementary with the ideas  of  sustainable tourism,  such as being small

scale, and encouraging contact with local people. This is true of many of the members of

AITO, the Association of Independent Tour Operators for example, in the UK, particularly

those which offer ecotourism products.

It could be argued that for these small operators, which focus on a narrow niche market, the

emphasis on sustainable tourism helps them to differentiate themselves from the large mass

market operators, with which they cannot compete on price. It is likely that tire relatively

affluent clients who tend to make up the majority of the market for specialist tour operators,

will be darker green than the average tourist and will respond well to this message.

However, ironically if  the specialist  operators do attract customers because of their  more

sustainable approach to  tourism,  they may well  grow and become more commercial  and

ultimately, less sustainable!

 The Principle of Partnership

There has clearly been a growing recognition that sustainable tourism cannot be achieved by

public  sector  policy  alone.  Most  public  bodies  lack  the  budget  or  expertise  to  have  a

significant  impact  on  the  tourism  industry  and  its  activities.  In  crucial  areas  like

accommodation and tour operation, the public sector is not a player of any significance. Its

only influence comes via regulation and legislation but this lends to be more about preventing

worst practice rather than encouraging good practice.

This has resulted in the concept of partnerships in tourism which have taken a number

of forms, including:

• The Visitor and Convention Bureaux, funded by both the public and private sectors, that

market tourist destinations

• Government encouragement of industry to take the issue of sustainability more seriously,

via reports and conferences, for example.
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However, in a competitive, commercial market like tourism, industry can only go along with

public policy objectives in the tourism field, providing they are not required to do anything

that will increase their costs, or otherwise reduce their competitiveness.

One way around this problem has been for governments and pressure groups to persuade the

private sector that the sustainable development of tourism resources is a key interest of the

tourism industry. The problem with this approach is that the private sector can generally only

afford to have a short-term perspective, based on the financial year, and annual marketing

plans. It is therefore naive to expect people in industry to take a long-term view. Perhaps, a

final  obstacle  for  the  partnership  is  that  both  parties  often  appear  to  speak  different

languages! Although progress has been made, there still often seems to be a communication

gap, with industry and academics not understanding each other's needs and constraints.

Technocractic Thinking and Jargon

Academics and policy-makers know that achieving sustainable tourism will mean influencing

tourists and the industry. Yet, at times, one could be forgiven for thinking that this was not the

aim for much of the work of both groups of people tends to:

• be unrealistic in the context of a competitive and largely commercial market

• not take account of the political dimension of sustainable tourism, in terms of who would

gain from it and who would pay, and the making of decisions about the resources on which

tourism depends

• use jargon which may exclude non-specialists, with the use of terms like carrying capacity,

holistic approaches and host communities.

In return, the same two groups also often complain about the fact that, as they see it, the

tourism industry does not pay enough attention to their views. However, given that they are

trying to sell a set of ideas to the industry, the onus is on these groups to make their message

more accessible to the industry.

 Power without Responsibility

One of the dangers of the sustainable tourism debate is that it can involve people seeking to

have power  over  the  lives  of  other  people,  without  necessarily having any responsibility

towards these same people. For example, some decision-makers or would-be decision-makers

want to:

30 | P a g e



• stop other people visiting particular places without having to offer them any alternative

• force the industry to change its practices in varying ways without having any responsibility

for the people who will ultimately pay the price, whether it is the customer or the staff who

are made redundant as a consequence of a resulting increase in costs.

This criticism is particularly appropriate, perhaps, for some voluntary sector pressure groups

in the UK who seek to change the industry radically yet are elected by no one and have no

mandate from the population as a whole.

 Self-contained Resort Complexes

One of the most controversial areas of the sustainable tourism debate has been the growth of

self-contained resort complexes, from the Caribbean to South-East Asia, South Africa to the

UK, with brand names like Sandals, Club Med, Center Pares and Sun City. The conventional

view would normally be critical of such complexes because of the lack of contact between

tourists and local people. Indeed, it is true to say that they can actively take away the rights of

the local population to use beaches they have used for generations.

Furthermore, the fact that all tourist needs are met on site by the resort operator, means there

can be little opportunity for small local businesses to benefit from the presence of visitors

through the purchase of meals, souvenirs and taxi services, for example. They can also be

criticized because they are often large and can be aesthetically unattractive. At the same time,

they are often owned by outside entrepreneurs or corporations with little commitment to the

area.

Conversely, if one believes that tourism can be a form of socio-cultural pollution, then the

fences around them are protecting local people from such pollution. Some small complexes

have even been commended as examples of sustainable development,  such as the Center

Pares complexes in the UK. Their design is sensitive, new wildlife habitats have been created

during their construction, and supplies are sourced locally wherever possible.

Perhaps, therefore, well-managed self-contained resort complexes could play a positive role

in the development of sustainable tourism.

 The Ethics and Practicalities of Conservation
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It  appears  to  be  generally  accepted  that  there  is  a  strong link  between conservation  and

sustainable tourism, for the latter is about conserving current resources so they can support

tourism in the future. We therefore, have to ask ourselves some questions about what we are

conserving, the ways in which we are conserving it, and the methods used.

In the UK, perhaps, we are too concerned with conserving certain parts of our heritage while

we do not do enough to conserve other aspects of our heritage which are also important for

the development of sustainable tourism. In the UK, we allocate substantial  resources, for

instance, for conserving stately homes, industrial heritage and works of art.  However, we

seem to be doing little to protect our heritage in the areas like food and drink, popular culture

and sport. All of these could be key elements in the development of dynamic, popular forms

of sustainable tourism in the UK.

At the same time, our planning system, in relation to listed buildings for instance, has been

rather negative and perhaps counterproductive. It has stopped aesthetically or architecturally

inappropriate changes from being made to these buildings, but has done little to find viable

new uses for such buildings. It could also be argued that we are trying to conserve too much

of our heritage and that our emphasis on heritage is preventing us from looking to the future.

We appear  to  be  giving  little  attention  to  developing  good  quality  modern  architecture;

instead we are conserving past buildings or copying traditional architecture styles. Surely

sustainable development means innovation and imagination as well as just conservation.

 Emphasis on the Physical Environment

While the concept of sustainable development clearly has social and economic implications,

the emphasis in the debate still tends to focus largely on the physical environment. In some

ways this is understandable, because the impacts of tourism on the environment are highly

visible and we know that the environment is a finite resource. However, it is clear that as the

physical environment is shaped by the action of man, any attempt to manage environmental

impacts must encompass economic systems and the needs of society in general and individual

communities, in particular.

On the positive side, there is now considerable attention being paid to host communities, in

terms of the impact of tourism upon them and their role in its management. At the same time,

the continued emphasis on the physical environment is preventing enough attention being

paid to other aspects of sustainable development, namely:
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•  the  human  resource  management  problems  of  tourism  enterprises  in  terms  of  equal

opportunities,  pay and training,  which are vital  to both the well-being of employees,  and

ultimately, the sustainability of the tourism industry

• the economic viability of tourism enterprises

• the needs, opinions and rights of the tourist themselves who are often cast as villains, but

whose pleasure-seeking brings income and jobs to communities, as well as problems.

Attempts to develop sustainable tourism must also address the dissatisfaction with their home

environment, and everyday lives that fuels the tourist's desire to take holidays in the first

place.

Finally, in some cases, it is the balance between the physical environment and the human

dimension which appears to be inappropriate. For example, in several British national parks,

considerable attention is being paid to footpath erosion while rural communities experience

severe levels of poverty which attracts relatively little attention.

Foreign Influences in Developing Countries

The concept of sustainable tourism has probably increased the power and influence of the

developed countries over the so-called developing countries, in several ways:

• Environmental and sustainable tourism pressure groups in the northern hemisphere are often

involved in lecturing governments and people in developing countries on how they treat their

wildlife. However, these groups may, of course, have little idea of the true situation in these

countries.

• Foreign tour operators are pressuring governments and businesses in developing countries

to take action to placate the views of their clients, but are not usually keen to increase the

overall price of the product, as a result.

• Most of the academics and consultants who are active in the sustainable tourism field come

from the northern hemisphere, but much of their work is in the developing countries.

There is a clear issue of self-interest here.

People in developing countries could be forgiven for thinking that the concern of foreigners

about sustainability in their country is just about enhancing the quality of holiday experience

for tourists from the northern hemisphere. A cynical observer might say that those from the

developing countries having failed to manage their own tourism industry particularly well,

are not in a strong position to lecture others.
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 Lack of Performance Indicators

As we have seen, there are no clearly accepted definitions of what forms of tourism are the

most sustainable. Given this fact it is therefore impossible to identify performance indicators

and targets that will allow the industry to monitor its success or otherwise, in moving forward

becoming more sustainable in its activities. This is a problem because experience shows us

that for any strategy to be successfully implemented organizations need measurable targets to

keep them on course.

At  the  same time,  unlike  the  field  of  environmental  management,  there  are  no  accepted

official  standards either. The broader, less measurable field of sustainable tourism has no

equivalent of BS 7750, for example. The absence of such a standard has two main drawbacks:

• it makes it difficult for organizations to act, because there are no guidelines and no blueprint

for them to work towards

• organizations may feel that unless there is official accreditation of achievements, which they

can use for marketing purposes, they cannot afford to expend time and money on sustainable

tourism.

Relationships  between  Different  Key Concepts  and  Techniques  in  Sustainable  Tourism ,

Given the author's scepticism about some of the key concepts and techniques in the sus-

tainable tourism debate, there is a further

Conclusions

This  chapter  has  highlighted  some  of  the  author's  concerns  over  current  thinking  on

sustainable tourism. Many of the ideas and techniques discussed clearly have a role to play in

sustainable tourism management. However, the problems we have identified will need to be

resolved or ameliorated before they can make a full contribution to managing tourism in a

more sustainable manner. Many of these ideas and techniques are therefore examined in more

detail  later  in  the  book to  see  how they might  be refined  and further  developed.  In  the

meantime, we will move on to look at some of the principles we should perhaps adopt to

guide our approaches to sustainable tourism, based upon the critique of current thinking in

this chapter.

Discussion Points and Essay Questions
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1. Discuss the practical and moral problems involved in implementing the concept of de-

marketing.

2. Critically evaluate the advantages and disadvantages of self-contained resort complexes for

destinations which wish to develop more sustainable forms of tourism.

3. Discuss the factors which will determine whether or not the 'dark green tourist' market

segment will grow or decline in the future.

Exercise

Choose a destination with which you are familiar, and imagine you have been employed as a

consultant. Your brief is to devise a workable scheme for a tourist tax for all visitors to the

destination. You are required to:

• outline the scheme you are proposing

• suggest the benefits the destination would gain from the introduction of your scheme

• highlight difficulties that might be experienced in trying to implement your scheme

• suggest how the tax revenue might be spent.

5. Towards A New Approach To Sustainable Tourism Management

Following on from the critique of current thinking in  the earlier section, some principles are

now put forward that could constitute a new approach to sustainable tourism management.

These principles are briefly outlined below but many of them will be considered in more

detail later in this book.

• There is a need to recognize that sustainable tourism is, perhaps, an impossible dream, and

the best  we can hope for is  to  develop more sustainable forms of tourism.  This  may be

because tourism is inherently non-sustainable or may be due to the fact that unforeseen future

political,  economic,  social  and  technological  change  may  make  current  approaches  to

sustainable tourism management obsolete.

• We must endeavour to introduce more objectivity into the sustainable tourism debate. It is

the author's belief that too much current thinking is judgmental and prejudiced about certain

forms of tourism, with little real firm evidence to support these judgments and prejudices. 

The polarization of tourism into 'good' and 'bad' is divisive and unhelpful. It is important for

us to recognize that sustainable tourism is an overtly political subject, in that it is about the

distribution of resources, now and in the future. The fact that some people will gain and some

people will lose of result of sustainable tourism means to  it is inherently political. 
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Technocrat solutions will fail if they ignore to political dimension.

•  The political  nature of the sustainable tourism debate means that sustainable tourism is

about who has the pow - host communities, governments, tl industry and tourists - and how

the use the power. We need to recognize that definitions of sustainable tourist: and devising

strategies to try to achiei it will normally reflect who has tl power in any particular situation.

• This brings us to the idea that sustainable tourism is about stakeholder whose interests have

to be balanced.

• We should accept that the idea of community  involvement as a cornerstone 

sustainable tourism is fraught will problems. It is necessary for us to recognise that:

(i) communities are rarely homogeneous, taking a single homogeneous view on any issue.

There is a need to develop mechanism for arbitrating the conflict in views that will emerge

over tout ism in any community

(ii)    tourism management should be allow  articulate  minorities  to   •dominate the process

to the exclusion of other citizens 

(iii)    in  some  instances,  the  community  may  wish  to  pursue  policies  which  are  anti-

sustainable  tourism.  We  cannot  assume,  therefore,  that  community  involvement  will

automatically ensure   more sustainable forms of tourism..

The emphasis needs to shift from strategy generation lo implementation for there are many

sustainable  tourism  strategies  in  destinations,  but  as  yet  few  examples  of  successful

initiatives.   Accepting  that  in  most  countries  while  public  sectors  can  help  facilitate  the

growth of more sustainable forms of tourism in many ways, ultimately, the key determinants

of what happens will be the market, in other words, tourist demand and industry responds to

this demand. This means that public sector • policy must focus on developing partnerships

with both tourists and the industry, based on an understanding of how the tourism marketing

actually works.

Instead of concentrating on the tourism industry the emphasis should be on the tourist, foT it

is  their  desires,  choices  and behaviour  which  ultimately determine  the  impact  which  the

tourist has on the world.

At the same time we need to recognize that tourists have rights too. They spend their hard

earned money on vacations to destinations which have often worked hard to persuade them to

go there. They are there as invited guests not invaders.

We need to acknowledge that well-managed tourism can bring great  
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 • social, economic and environmental benefits as well as being the cause of problems if it is

poorly managed. It is also important that we always   

• remember that sustainable tourism is not just about the environment, it is also about social

equity, and economic viability.

We have to be careful to avoid the temptation to introduce draconian measures that are out of

proportion to the scale of the problem. In an era when freedom of movement is accepted as a

basic human right we must only ever consider restricting access to sites and places as an

absolute  last  resort.  We should  accept  that  there  are  'shades  of  green'  tourism and  that

currently very few tourists are dark green. There is a need to clarify the relationship between

ecotourism and sustainable tourism and be clear that they are not the same thing.  Future

research  on  carrying  capacities  should  involve  consideration  of  how  the  results  can  be

represented.  There is  little point in learning that a woodland can only accommodate 500

tourists per square kilometre at any one time if we cannot then introduce measures lo restrict

usage to this level or below. 

While  the  concept  of  de-marketing  does  have  great  potential  in  relation  to  sustainable

tourism, we have to recognize that it has limitations. For example:

(i) changing established behaviour patterns in tourism is a very sophisticated marketing chal-

lenge that will take time to achieve and will require huge budgets

(ii)  de-marketing  will  rarely reduce  overall  demand,  instead  it  will  merely channel  it  in

another direction

(iii) de-marketing is highly political because it may reduce income from businesses in some

destinations and it is a form of social engineering, seeking to manipulate tourist behaviour.

Tourists should pay a fair price for their holiday experience. They should not be subsidised by

local people who do not gain financially from tourism. The most sustainable forms of tourism

may be those where tourism is 'fair traded', in other words, where local communities sell

directly to the tourist, cutting out the tour operator and travel agent in between. This may

mean more of the tourists'  spending will  go to the local community. However, given the

power of the tourism industry and the high cost of entering the tourism destination network,

this may be as difficult to achieve in tourism as it has been in relation to commodities such as

coffee and tea.
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For destinations, particularly those in developing countries, to gain a fair share of the benefits

of tourism, they will probably need to work together to increase their joint power vis-d-vis

the tourism industry in developed countries which are the generators of most international

tourist trips. However, such an approach could be seen as a cartel and anti-competitive in an

era when free trade and de-regulation is the order of the day.

There will almost certainly have to be more restrictions on the use of private car transport for

in many developed and newly developed countries, the car has gone from being the liberator

of  the tourist  to  being the  tourist's  jailer, preventing tourist  mobility through congestion.

Voluntary experimental schemes for encouraging people to leave their car behind and use

public transport have generally not worked, even on the limited scale on which they have

been attempted.

We should not  place too much faith  in  'educating tourists'  until  we are sure of  what  the

educational  message  should  be  at  a  time  when  we  are  still  rather  vague  about  what

sustainable tourism means. If we want the industry to behave in a more sustainable way, we

must  accept  that  it  may do so for  commercial  motivations  rather  than  altruistic  reasons.

Provided that their activities are positive, we should not, perhaps, worry too much about the

motives of the companies.

At a time when there is a growing number of pressure groups in the sustainable tourism field,

we should not let them have power without responsibility. If such groups influence tourism

policy they may affect others  people's lives, e.g. causing a reduction: in their income, yet

they are not recently asked to take responsibility for their actions, which is unfair.

• We could also perhaps adopt the slogan 'sustainable tourism begins at home', h other words,

commentators from developed countries should focus on their own country and the behaviour

of it: own tourists, rather than telling people in developing countries how the should manage

their tourism.

• There is a need for more clear thinking  in relation to what we seek to conserve and how we

conserve it. If we try tc conserve too much we retard the evolution of new building styles,

landscapes and life styles. This could result in fossilization; sustainability should be about

managed change, not stopping change.
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• There is a need for us to develop good performance indicators for sustainable tourism so

that we can monitor our progress and recognize where we are failing.

• It would also be helpful if a system of official standards or sustainable tourism labels could

be  developed  to  help  those  consumers  who  wish  to  purchase  more  sustainable  tourism

products.

• We have to recognize that sustainable tourism is inextricably linked with the question of

sustainable development in general, and other industries such as agriculture.

The Need for More Research

All of these points imply a much greater role for research and the wider dissemination of

research findings. This should include:

• comparable work on the impacts of tourism that helps us to develop standard common ways

of assessing these impacts

• research on the workings of the tourism industry that increases our understanding of how it

might be managed to achieve desired outcomes

• more empirical work on the behaviour of tourists so we gain a better understanding of their

motivations and the processes through which they make decisions

• longitudinal studies of both tourism in individual destinations, and the behaviour of the

market segments.

The results of this research must be disseminated widely in a readily understandable form so

that it can illuminate the whole sustainable tourism debate. If we cannot find funding for such

research, it does not augur well for our ability to develop more sustainable forms of tourism.

6. Changes in the Concept of Sustainable Tourism Over Time

We have to accept that the concept of sustainable tourism will change over time. We can,

therefore,  never allow our ideas of sustainable tourism to become too fixed,  so that they

cannot be changed as the world and social attitudes change. If we look at the debate over

sustainable development in general, as we did in Chapter 1, we can see that the nature of

public concern has changed over time from:

• urban living conditions in northern European cities in the 19th century to

• Third World development in the 1960s to

• over-population and pollution in the developed world in the 1970s to

• global  warming  in  the   1980s  and 1990s.
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The sustainable tourism debate has also moved on from the concern with the environment

and 'green issues' to the wider subject of sustainable tourism. It is likely, therefore, that our

level of interest in sustainable tourism, and the issues which concern us in relation to tourism,

will be very different in 10, 20 or 30 years from now.

Ironically, given the definition of sustainable development, we must ensure that we do not do

things  today  which  mean  that  future  governments  do  not  have  the  freedom  to  tackle

sustainability in the best way for them at the time.

7. Dimensions Of Sustainable Tourism

i)  Environmental Dimension

There are five aspects of environment dimension:

1.The Natural Resource: It includes  like water, Climate and Air. Tourism makes use of a

range of natural resources, and in many cases, the core attraction of  a destinations product

may be natural resources such as:  Clean, pure mountain air, Land . The minerals water which

have healing properties and are the focus of spa development. The water in lakes and seas if it

is relatively warm and clean and therefore suitable for bathing.

2.The Natural Environment: It includes the mountainous area, seas ,lakes and rivers,  caves,
beaches and natural woodland. we need to recognize that: There are few natural landscapes or
wilderness area left in the world. Almost all natural landscapes have been affected to some
extent,  by the actions of man through the centuries. Tourism is  the only one industry or
activity which changes landscapes, and it is less significant in its impact than other industries.
The natural landscape represents the core of tourism activity. 

3.The Farmed Environment :  It includes  Agriculture landscapes,  Man-made forests,  Fish
farms  The farmed environment can cover a diverse range of agriculture systems including:
Intensive crop-rearing such as the grain growing areas of eastern England, mid-west of the
USA, Traditional mixed farming such as that seen in the Mediterranean region, Monoculture
cash crops such as the vines of the Herault area of France. Areas where timber is formed such
as south Asia and parts of Canada.

4. Wildlife:  It includes the Land-based mammals and reptiles, flora, Birds, insects and Fish
and marine mammals .   The issue of wildlife  has a number of dimensions: Areas  where
wildlife is a major attraction for tourists including, the big game of Kenya, Tanzania and
Botswana. A, Natural woodland and unusual flora in the Amazon basin. B, the bird life of the
Danube delta.  Tourism which is based on hunting wildlife including fishing trips,  Visitor
attractions such as zoos, wildlife and aquaria
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5.The Built Environment: It includes the Villages and townscapes, Transport ,infrastructure
e.g.; roads and airports, Individual buildings and structures,  Dams and resources, The built
environment exists at no less than    3 levels:

 Individual buildings and structures.
 Small-scale settlements such as villages.
 Large-scale settlements e.g.; towns and cities.

ii) Economic Dimension 

In the debate over sustainable tourism, the economic dimension is often given relatively scant
attention compared to the environmental issues. Yet tourism is an economic phenomenon of
great potency worldwide because;

•  It is the major industry and foreign currency earner in many developing countries.

•  It is the basis of growth of many transnational corporations.

•  Accounts  for  a  significant  proportion  of  the  annual  disposable  income  of  many

people in the so-called developed countries.

•  Swallows up billions of pounds every year in public sector infrastructure investment.

Unlike some of its environmental and socio-cultural effects, tourisms economic impacts are
mainly considered to be beneficial. These are: 

 the generation of foreign exchange, 

 the creation of new job and employment opportunities, 

 the stimulation of trade, income and entrepreneurship - especially in the service and

small business sectors, 

 the provision of new infrastructure which is available for non-tourism uses, 

 increased regional development - particularly in isolated areas, 

 greater tax revenues permitting greater government spending - or reduced taxes on

other activities, and  the operation of what is called the multiplier effect.

Multiplier's effect

When considering the costs and benefits of the tourism to the local economy, much  attention

is paid to the principle of the “multiplier effect”. This means the idea that every pound, dollar

or mark spent by the tourist circulates around the local economy in a series of waves.

        The following table offers a simplified clear view of the concept of the multiplier
effect: 
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N
o 

Expenditure costs total

1 A tourist spends $100 at a hotel $100

2 The hotel spends this $100 on:

•  an employee's daily wages

•  Electricity bills

•  building repairs

•  imported drinks for guests 

$40

$20

$20

$20 

$100

3 The employee spends his $40 on:

•  a meal

•  part of his rent

•  a taxi fare 

$10

$20

$10 

$40 

4 The cafe which was paid the $10 by the employee buys

•  fresh vegetables 

$10 $10 

5 The landlord who received the $20 towards the employees rent saves it to
pay for a future building extension (i.e. Creates a leakage) 

$0 $0 

6 The taxi driver, who received the $10 taxi fare, spends it on:

•  more fuel 

$10 $10 

 Principles For Economic Responsibility

 Asses economic impacts before developing tourism and exercise preference for those

forms of development that benefit local communities.

 Maximise local economic benefits by increasing linkages and reducing leakages, by

ensuring that communities are involved in and benefit from tourism.

 Develop quality products that reflect complement, and enhance the destination.

Market  tourism  in  ways  which  reflect  the  natural,  cultural  and  social  integrity  of  the
destination and which encourage appropriate forms of tourism.
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 Adopt equitable business practices, pay and charge fair prices and build partnerships

in ways in which risk is minimised and shared and recruit and employ staff organising

international labour standards.

 Provide appropriate and sufficient support to small, medium and micro enterprises to

ensure tourism related thrive and are sustainable. 

iii) Social Dimension 

The social dimensions are relating to the people of certain area . Its important to understand

the impact of tourism within the area and to make sure that the tourism on the area is not

having any negative effect on the local people , culture ,values , attitudes ,liveability, etc.

Social dimensions of tourism has been given less attention  in sustainable tourism debate ,

than the environmental  impact of tourism .  Perhaps this  is  because the social  impacts of

tourism usually occurs slowly over time in an unspectacular fashion . They are also largely

invisible and intangible . Yet the social impact of tourism is usually permanent with little or

no opportunity to reverse the change once it  has taken place.  When the social  impact of

sustainable of sustainable tourism has been considered the focus has normally been upon the

host community . There has been an almost paternalistic desire to protect host communities

from the excess and negative impacts of tourism. However there is a need to take a broader

view of social aspects of sustainable tourism . Furthermore there is a need to acknowledge

that  all  the  stakeholders  in  tourism have both  rights  and responsibilities  that  need to  be

recognised. At the same time , any discussion of such issues in tourism must also become

more political , reflecting the overtly political nature of tourism planning and development .

 Scope Of Social Dimensions Of Sustainable Tourism 

It includes following :

1. Tourist

2. Foreign tour operators

3. Destination government 

4. Local tourism industry 

5. Host community       

1. Tourist
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● one who can or cannot , afford a holiday

● paying a fair price for the holiday

● visiting destinations with poor human rights 

● the need to feel safe and secure 

● attitude towards staff

● exploiting host community

2. Foreign Tour Operators

  relation with the local tourism industry and the host community
  exploiting low cost economies to reduce their costs 
  images and expectations created by their promotional activities
  doing business with destinations with poor human rights 
  lack of long-term commitment to local communities

3.  Destination Government

  restrictions on , and harassment of tourists, particular countries and cultures
  devoting resources to tourism that could otherwise be allocated to other priorities 

such as health and education
  subsidising the cost of holidays for tourists
  creating images of destinations for tourists through their promotional activities 
  deciding how tax revenues from tourist will be used .

3. Local Tourism Industry

  Deals with human resource issues like pay , working conditions and promotional 

opportunities 
  Influence with government , decision -makers 
  Value for money, or otherwise , offer to tourists

6. Host Community

  attitudes towards , as relations with , the tourist 
  level of involvement and degree of influence on public sector decision making in 

relation to tourism
  impact of tourism on the society and culture
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  strength of , and commitment towards , conserving the society and culture.

 The Social Impact Of Tourism On Host Community

In general , attention  has focused  on the negative impact of tourism on host societies and 
cultures . However,  its important to recognise that the effects can also be positive . Some of 
the main impacts of tourism in societies and cultures are illustrated as follows :

● the strength and coherence of the local society and culture

● the nature of tourism in the resort 

● level of economic and social development of the host population in relating to the tourist 

● the measures , if any, taken by the public sector in the destination to manage tourism in 
various ways which minimise the social costs of tourism 

The Impact Of Tourism On The Tourist 

We should not underestimate the impact of tourism on the tourist themselves . In the past 3 
decades the growth in the international holiday making has changed many people’s lives in 
the developed countries. It has : 

● given them an opportunity to see new parts of world and widen their horizons 

● perhaps increased interest in the food of destinations 

● led to many people buying second homes and retirement homes in tourist destinations parts

so that they can spend part or all of the year and even rest of their lives in a place discovered 

through tourism and which they prefer to their home country. 

At the same time , tourism industry has provided a vital opportunity for people :

● relax and unwind, as an antidote to the stresses of modern way of life

● get away from everyday living environment

Therefore the social impacts of tourism can be broadly classified as  either be positive or 

negative

Positive Impacts:

● To boost tourism huge amount of money is invested to preserve local heritage, to improve 
infrastructure,  to provide better local facilities which in return creates better education, better
leisure facilities, organising frequent social events thus a better lifestyle for locale people .

● they interact with tourists , mix with people from diverse backgrounds which creates a 
cosmopolitan culture in the region . Due to demand for better services , varied employment  
opportunities are created within region and therefore people don’t feel the need to migrate to 
other cities to earn their living .

● moreover the tourists get to know about the problems of the society like poverty ;etc.
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Negative Impacts:

● tourism leads to detrimental effects in an area 

●  due  to  heavy traffic  in  the  region,  the  infrastructure  may not  be  able  to  cope  up the
increased  rush  thus  leading  to  overcrowding,  poor  sanitation  which  may further  lead  to
diseases  both to tourists as well as local people.

● the intrusion of outsiders in the area may disturb the local culture and create unrest among 
the people.

● the local people may copy the lifestyle of tourists through the Demonstration Effect and the
result could be loss of native customs and traditions.

● some people may enter into criminal activities like smuggling,  alcoholism ;etc.

Sustainability can be achieved more in social dimensions as below 

● All stakeholders in tourism being given fair treatment

● Equal employment opportunities for all

● Increasing opportunities for everyone in the world who wants to take a holiday

● Managing tourism in away that local people maintain their dignity and sense of pride pf 
their communities

● Development of concept of fair trade where tourists pay a fair price for the holiday they  
take

● Benefits of tourism are widely distributed within host community 

● Ethics, in other words,  the tourism industry being honest with tourists and ethical in its 
dealings with its suppliers, and destination governments being ethical towards their host 
population and tourists. 

8. Summary & Conclusion

This chapter suggests a set of guidelines that might underpin a new approach to sustainable

tourism management, building on the critique offered in the previous session. We have now

set  the  scene  for  the  rest  of  the  book which  will  concentrate  on how we might  put  the

principles of sustainable tourism into practice.

9.  Term End Questions and Cases

1. Discuss the contention that, 'sustainable tourism is, perhaps, an impossible dream'.
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2. Evaluate what the concept of 'fair trading' in tourism might mean for tourists, the tourism

industry and the host community.

3. Critically evaluate the idea that, 'sustainable tourism is an overtly political subject'.

4. Discuss the  three Pillars of the Sustainable Tourism Management.

5  Define  Sustainable  Tourism  and  what  do  you  mean  by  "Principle  of  Economic

Responsibility".

6. Select a book or major article on sustainable tourism, with which you are familiar. Com-

pare what they say about sustainable tourism with what the author has said in this chapter.

Identify and discuss any differences between the views of the different authors.
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