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The e-conference was made possible through a partnership between
the World Bank Development Communication Division, the USAID
Development Communication & Sustainable Tourism Unit and the
United Nations World Tourism Organization (UNWTO). It also
benefited from collaboration with SNV - Netherlands Development
Organization, The International Ecotourism Society (TIES) and
Deutsche Gesellschaft fur Technische Zusammenarbeit (G TZ), all of
which contributed to specific sessions. The findings, interpretations
and conclusions expressed herein are those of the authors and do
not necessarily reflect the views of the World Bank, USAID, UNWTO
nor those of the other partner institutions. Furthermore, statements
by participants do not always reflect the view of the organizations to
which they belong. The authors are grateful to all participants who
made contributions to the e-conference, and are particularly appre-
ciative of the excellent work done by the moderators of the five ses-

sions, namely Judith Voermans and Toot Oostveen (SNV) for Session

2, Susy Karammel (GTZ), Giulia Carbone (IUCN) and Alice Crabtree
(TIES) for Session 3, Chris Seek (Solimar International) and Metilde
Wendenbaum (ECEAT) for Session 4, and Daniel Mattson (Heritage

Design) for Session 5.

Finally, we would like to thank Natasha Scripture (World Bank) and
Carol Hansen (USAID/NRIC) for editing and production; Daniele
Calabrese, Riccardo Torrado and Eliana Esposito (World Bank) for the
support with the web posting on the website and Mr. Claudio Piazzi

(freelance consultant) for assembly of this document.

For further information on the Communication for Sustainable

Tourism activities of the three main partners, please visit:
www.worldbank.org/developmentcommunications
www.nric.net/tourism.htm

www.world-tourism.org/frameset/frame_sustainable.html
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INTRODUCTION

ourism is one of the world’s largest economic sec-

tors' and one that continues to expand very rapidly*.

Done well, tourism development can be a power-
ful tool for economic growth, poverty reduction?, and for
the conservation of natural and cultural resources. While
tourism represents an important development opportunity
for many countries and communities, it can also have very
negative impacts, such as disrupting social structures, harm-
ing the socio-cultural authenticity of host communities, and
threatening natural and cultural heritage. Wise planning and
management of tourism development is key to keeping it a
force for good.

Tourism is truly cross-sectoral, involving a wide range of
issues that can include the following:

* trade and investment policy

* employment and labor laws

* enterprise development

* public-private partnerships

* community and urban planning (land use planning,
transportation, etc.)

* infrastructure development

* conservation of cultural heritage, protected areas and
biodiversity

* management of natural resources (water, energy, waste)

* safety and security

* education and workforce development.

There are vast numbers of stakeholders, with their differ-
ent and sometimes opposing interests and agendas. The

multiple stakeholders at both national and local levels
must be able to access the information they need to un-

derstand their long-term interests, articulate their opin-
ions, identify proposals, and network effectively with one
another. Tourism development choices must balance be-
tween national and local needs, public and private sector,
host communities, civil society, tourists, and mass media.
Political choices, in particular, must reconcile immediate
returns and longer-term benefits, which requires a clear
and well-defined vision. Sustainable tourism develop-
ment thus represents a very complex task.

Communication has a huge role in supporting sustainable
tourism development and managing its multiple dimen-
sions. Communication can create and facilitate a system
that allows stakeholders to exchange opinions and arrive

| The 2006 Travel and Tourism Economic Research of the World Travel & Tourism Council and Accenture states that in 2006 the world
travel and tourism industry is expected to contribute 3.6% (US$ |,754.5 bn) to the world Gross Domestic Product. The T&T Economy

contribution should rise to 10.3 %.

2 Travel and Tourism activity is expected to grow by 4.2% per annum in real terms between 2007 and 2016. 2006 Travel and Tourism
Economic Research of the World Travel & Tourism Council and Accenture.

3 World Travel and Tourism Economy employment is estimated at 234,305,000 jobs in 2006, 8.7% of total employment. 2006 Travel and
Tourism Economic Research of the World Travel & Tourism Council and Accenture.
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at consensual solutions. Effective use of communication
tools can also link products to markets, and can contrib-
ute to visitors’ safe and positive experiences.

In a sustainable tourism development scenario, the vari-
ous stakeholders have not only the right to participate in
the decision-making process, but have also the responsi-
bility to adopt environmentally, socially and economically
sustainable behaviors and practices. Communication
processes can build awareness of this responsibility and
persuade stakeholders that sustainable practices ultimately
benefit their long-term interests.

A comprehensive communication strategy, which should
identify how information, awareness creation, advocacy,
network building, conflict mitigation, and communica-
tion platforms will be supported, is essential for any suc-
cessful sustainable tourism development activity.

An e-conference addressing the role of communication
in sustainable tourism development took place between
May 29 and June 9, 2006. The World Bank, the US
Agency for International Development (USAID) and
the UN World Tourism Organization (UNWTO) envi-
sioned the forum as a means to bring together develop-
ment practitioners, tourism professionals, decision-mak-
ers, academicians and communication specialists repre-
senting various national institutions, private sector and
media organizations, NGOs, international institutions,
and donors active in the field of communication and
sustainable tourism to discuss the role that communica-
tion can play in designing and implementing sustainable

tourism strategies and projects at national and local lev-
els; to share experiences, information and perspectives;

to identify and share lessons learned and best practices;
and to consolidate knowledge on development commu-

nication in sustainable tourism programs.
Discussions focused on the following topics:

* The role that communication can play in designing
and implementing sustainable tourism strategies and
projects at national and local levels;

* 'The importance of sharing experiences, information

and perspectives;

Identification of lessons learned and most effective
practices; and
* 'The exchange of knowledge on development commu-

nication in sustainable tourism programs.

The e-conference was part of the preparation for the
World Congress on Communication for Development
(WCCD) and was hosted on www.devcomm-congess.
org. It consisted of the following five concurrent sessions,
moderated by the persons listed below.

The e-conference benefited from the active contribu-
tion of more than 700 registered participants from all six
continents.

A seminar series in was held in Washington, DC, during
the summer of 2006 as a follow-on to the e-conference in
order to further explore ideas raised in the five sessions.
Material from those presentations has been woven into

the session summaries that follow.

Session | The Role of Communication in Planning and
Implementing Sustainable Tourism Policies
and Strategies

Session 2 Communication for Community Involvement
in Sustainable Tourism Development

Session 3 The Role of Communication in Promoting
Corporate Social Responsibility in Sustainable
Tourism Development

Session 4 The Role of Communication in Linking
Sustainable Tourism Products to Markets

Session 5 Interpreting Tourism Destinations and

Orienting Visitors

GaborVereczi (UNWTO), lain Christie and
Gianmarco Scuppa (WB)

Judith Voermans and Toot Oostveen (SNV)

Christina Cavaliere, Alice Crabtree, Amos Bien and
Martha Honey (TIES), Susy Karammel (GTZ), Giulia
Carbone (IUCN)

Chris Seek (Solimar International), Robin Goldberg
(Lonely Planet) and Metilde Wendenbaum (ECEAT)

Daniel Mattson (Heritage Design), Jonathan Tourtellot
and James Dion (National Geographic), Graham
Brooks (ICOMQOS)
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Session |:

THE ROLE OF COMMUNICATION IN
PLANNING AND IMPLEMENTING SUSTAINABLE
TOURISM POLICIES AND STRATEGIES

e Tourism Policies and Strategies session of the e-
conference focused on finding answers and providing
examples for the following questions:

e How can one make the best use of conventional commu-
nication and consultation techniques (such as forums,
meetings, workshops)?

e How can one harness modern technology for effective
participatory processes in tourism policies and plans?

e How can conventional and modern techniques be best
combined for innovative and effective communication?

* How can the media support tourism policy and plan-
ning processes for public information?

* What are the most effective ways of communication to
inform stakeholders and the general public?

COMMUNICATIONTO INVOLVE
STAKEHOLDERS IN DECISION-MAKING

The fact that the tourism sector is multisectoral, and can be
very fragmented, was a recurring theme in the discussions.
The wide range of stakeholders at both local and national
levels having a role in the formulation and implementation
of sustainable tourism policies and strategies includes:

* Public authorities in the fields of economy, environ-
ment, tourism, transportation, education, culture, etc.
(ministries and state departments, their regional and
local offices, regional and municipal authorities, etc.);

¢ Tourism businesses and their associations at the nation-
al and local levels (accommodation and catering, tour
operators, guides and other service providers);

¢ Local communities;

* NGOs and civil society groups;

¢ Academic and research institutions; and

* Media organizations.

Participants agreed that policy and strategy development

must be a process where all stakeholders are able to freely
express their viewpoints and have their interests taken
into account. National and local policies must be coordi-
nated, consensual and responsive to the needs of different
stakeholders. Governments have a key role in policy-
making and implementation processes, and in this role
they must strive to ensure the informed participation of
other sectors through consultative processes. Undertaking
ample consultations is key to the successful formulation
and implementation of tourism policies. In addition, the
many different interest groups often hold disparate view-
points that must be coalesced into a common vision.

SESSION | 3
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MULTI-LEVEL STAKEHOLDER
INVOLVEMENT IS NEEDED

LOCAL / NATIONAL

Public authorities

INTERNATIONAL

International / regional
organizations

Media Organizations Donors

Tourism businesses and their associations

NGOs and civil society groups

Academic and research institutions

Participants stressed that effective communication is there-
fore essential for policy-making and implementation. They
agreed that both conventional communication methods
(e.g., forums, meetings and workshops) and the application
of new technologies (e.g., telecommunication, Internet,
emails, data bases) are key to developing sustainable tour-
ism policies. The need for governments to create and
maintain websites with regularly updated information was
stressed, as was the notion that websites should not serve
just for tourism promotion purposes, but also to dissemi-
nate information on tourism policies and plans. Particular
attention to the need for effective communication from the
central to the regional and local levels was also emphasized,
given that in developing countries the remoteness of some
areas and the lack of telecommunication networks hinder
both horizontal and vertical communication.

USE OF PUBLIC EVENTSTO PROMOTE
TOURISM IN TANZANIA

Development and institutional processes leading to the de-
sign of national and local level tourism policies can benefit
from public events supported by political leaders, national
and international media, and regional and international
organizations. An example was provided from Tanzania,
where MIGA, an agency of the World Bank, promoted

a tourism investment conference with the Ministry of
Tourism. President Mkapa made the opening speech,

and also met with individual investors. The Africa Travel
Association (ATA) was instrumental in securing interviews
on the conference with BBC, which were broadcast live,
and ATA published several articles in their magazine. The
local newspapers provided event coverage. The event had
some very direct and concrete results: investment agree-
ments were signed and are now being implemented. The
Tanzania example also demonstrated the importance and
effectiveness of good post-event follow-up: potential in-
vestors were kept informed of progress by e-mail, and the
government has attended hotel investment forums to gen-
erate greater interest in the country.

» N ~f
TOP-DOWN AND BOTTOM-UP
COMMUNICATION

An interesting example of communication among the
stakeholder groups at the national, regional and local
levels was provided by Kamelia Georgieva, Ecotour-
ism Program Coordinator for the USAID BCEG project,
responsible for developing a National Ecotourism Strategy
and Action Plan for Bulgaria. The project employed a mix
of traditional and innovative communication tools and
activities, such as workshops, forums, conferences, publica-
tions, posters, and the Internet. National experts and
institutions interacted in focus group meetings and local
workshops, and public forums were held for consultation.
Extensive media coverage helped the different activities
to inform the wider public. Several types of publications
were employed, including booklets with the outline of
the strategy document, and leaflets and posters to inform
local stakeholders about the specifics of ecotourism and
upcoming public meetings. Two national forums were held
with the participation of major international partners

- the first set the stage and outlined the strategy, and the
second approved the strategy and action plan and shared
it with the nation and international partners.

For more about this project, see:
http://www.nric.net/tourism/Bulgaria_project.htm

SUCCESS OF ZAMBIATOURISM
NEWSLETTER

In addition to international and national institutions,
smaller organizations and individual initiatives can also dis-
seminate information and promote cooperation to encour-
age sustainable tourism practices. In an example supplied
about Zambia, a tourism newsletter started by a committed
individual gradually became an important source of tour-
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ism development information with the support of public
and private sector organizations. Other e-conference par-
ticipants pointed out that multiple international develop-
ment and donor organizations often carry out overlapping
policy-development and institutional strengthening activi-
ties in the same country or area and that improved com-
munication is essential in order to coordinate donor activi-
ties, minimize duplication and maximize synergies.

THE INTERNET ASATOOL FOR
CONSULTATION AND INFORMATION
TRANSFER

With growing numbers of users and improving access
worldwide, the Internet is an increasingly important tool
for stakeholder consultation and information transfer. In
Australia, the Tourism White Paper Implementation Plan
2004 was launched by the Minister for Small Business and
Tourism, and refined through on-line consultation with
key tourism industry stakeholders, Australian Government
departments and state and territory government. A large
volume of stakeholder input was received and incorporat-
ed into the planning process. The list of organizations that
participated in the consultation and their input was made
public on the website of the Department of Industry,
Tourism and Resources, together with an advanced strat-
egy draft that incorporated the different views.

The Internet is also a key tool for information-sharing and
exchange of experiences on tourism policies. DestiNet, a
new initiative of the European Environment Agency was
cited as a good example. (http://destinet.ewindows.eu.org).
The information resource and communications platform
contains selected, quality assessed information on the ways
in which tourism is being made more sustainable. DestiNet
offers a number of services including the option to post
news bulletins and suggest new links on relevant topics. It
acts as a single European-level gateway to environmental
sustainability for the tourism sector, allowing users to:

* Understand and report on sector impacts on the
environment;

* Learn how to improve tourism sector sustainability;
and

* Coordinate information exchange between tourism

stakeholders.

ADVOCACY
Many developing countries are looking to tourism devel-
opment to solve their economic problems. For many of

CWWWLECOIOUSI, Ofg
www, ceo-index, org tourism
work \ wuw certificationnetwork, org
W, h.\.ll TLLllIh"lI.I"- ]
1 nal WWWLCCOIOUT.OTE
17 WWR, L‘\.I.ll.ll.lhl.l.lrl\
WreChary' . WAL LL\HHII.leI.rL'C[t"r}'L'Uﬂ'l
WWW.Cop-Tip.Org
1 www,coatravel com
¢ wivw, greenhoiels.com
'.H".'Uu EIL Lllﬂl.lp ]l.\l.

SUS RN

o www tmvelwithmea.com

1 mw. pllml Lo
Travel W, responsibletruvel.com
1l www.sustainabletravelimtermational, ong
n: www thetrmvelfoundation.ong. tll
{ T www IR smconeerm.ong.uk "
I www, '\-ﬁl,lrl.l:'\l‘l |TI.|41
10 WWW, uurhl'ﬂ.wl.lc\. LOom

them, their natural and cultural heritage represents one
of their few economic resources. Natural and cultural
heritage are, however, not renewable and tourism must
be addressed in a sustainable way to prevent irrevers-
ible degradation to the resources that draw tourists to a
country. Unfortunately, developing countries frequently
experience some difhculty in planning and promoting
sustainable tourism policies. Politicians are often guided
by the necessity to achieve rapid and visible results during
their tenure. Choices about tourism development poli-
cies and strategies are too often dictated by the necessity
to satisfy immediate needs: sustaining balance of pay-
ments, creating new jobs to reduce unemployment, etc.
However, tourism development projects producing im-
mediate benefits (revenue generation and job creation as
examples) may turn out to be negative in the long term
if they threaten natural and cultural heritage. Civil soci-
ety and mass media organizations can assume the role of

SESSION | 5
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Ivan Guarderas Flores proposed developing a data-
base for tourists and local actors where they could reg-
ister alerts or complaints about bad practices in tourism
development (social, environmental and commercial). This
could generate positive pressure to the local authorities,
but would have to be carefully verified.

watchdogs to ensure that tourism policies and strategies
are beneficial both for local communities and for the con-
servation of natural resources and cultural heritage.

An extended dialogue developed under the discussion
topic “Advocacy for sustainable tourism policies,” fo-
cusing on the role of education and awareness-raising
activities. Various messages stressed the need to integrate
sustainable tourism policy issues in school curricula in
different types of education programs related to tourism
management and planning, including vocational and
technical schools as well as universities. It was also sug-
gested that sustainability issues need to be incorporated
into a general education curriculum in order to ensure
that future generations of tourists are sensitive to envi-
ronmental and social concerns when engaging in touris-
tic activities.

It was subsequently noted that, while education in
schools and academic institution is critical, awareness-
raising activities about sustainable policy issues should
also target public officials and business persons. Suggested
communication tools for awareness-raising among stake-
holders include seminars and workshops, internships/
mentor relationships with leaders of successful programs
in other communities, and Web forums to share lessons
learned from other experiences.

NGOs can have a key role in awareness-raising activities
targeting public authorities. In Bulgaria, the Foundation
for Local Government Reform, an NGO specializing in
supporting local governments, used specific tools such as
newsletters, workshops, training, and grant schemes to

educate mayors and their administrations and the mu-

nicipal councils about the benefits of sustainable tourism.
The same foundation helped to facilitate the local process
during development of the National Ecotourism Strategy
and Action Plan.

TRAINING AND KNOWLEDGE
MANAGEMENT

Some participants stressed “tourism knowledge manage-
ment” as a key factor to be considered in all countries,
suggesting that universities and schools of tourism and
professional studies should be involved in collective ac-
tions. A lack of specific academic and training resources
is at the root of many problems with unsustainable tour-
ism development.

Ron Mader, editor of the sustainable tourism website
www.planeta.com, pointed out that many tourism train-
ing courses are offered around the world. Tourism portals,
however, fail to provide regularly updated calendars of
events with descriptions of courses and instructors. Also,
participants should be able to rate their instructors and
some sort of public evaluation should occur after six to
twelve months.

6 COMMUNICATION AND SUSTAINABLE TOURISM: PROCEEDINGS OF A GLOBAL E-CONFERENCE
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Session 2:

COMMUNICATION AND LOCAL
COMMUNITIES IN SUSTAINABLE TOURISM

DEVELOPMENT

COMMUNICATION AND COMMUNITY
INVOLVEMENT IN TOURISM PLANNING
AND MANAGEMENT

ne of the key principles of sustainable tourism is

that the local population is placed at the center

of tourism development interventions in terms
of participation in the decision-making process and benefit
sharing. It is at the community level where tourism impacts
are mostly keenly felt, conservation challenges must be met
and culture is most affected. Residents living in historic
centers, near archaeological sites or close to natural pro-
tected areas can play a key role in the conservation of those
resources if they can derive benefit from them. Several e-
conference participants therefore stressed the importance
of community involvement and active participation in sus-
tainable tourism development as one key to success.

Among the principal challenges that participants men-
tioned related to community involvement:

* Frequent changes in local government (both policies
and personnel)

* Lack of government support

* Conflicting interests between groups (between govern-
ment and religious groups, and between communities
and big hotel owners or oil companies, for example)

* Lack of funds

* Late attempts to involve local communities

* Lack of commercial skills at the local level

* Too many different actors (NGOs, donor agencies,
government, etc.) often engaged in well-intentioned
but under-funded projects that are not coordinated
with other efforts

* Failure to consider the whole tourism system of a
country or region and not taking into account demand
for tourism products

* Communication gap between communities and the

private sector.

Communication tools mentioned as effective ways to in-
volve local communities in tourism development includ-
ed training; participatory workshops; community, group
and individual meetings; local radio; school newsletters;
and local events. Community leaders are an important
communication channel.

Another issue that frequently surfaced in discussion was
the need to consider tourism as a business, and com-
munity members as businesspeople. Community-based
tourism projects should therefore be focused on market
demand. This implies a need for professionalism in the
tasks required to start a business such as: a business feasi-
bility study, business administration, hospitality, market-
ing strategy, development of I'T marketing tools, market
analysis, etc.

SESSION 2
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COMMUNICATION KEY

TO SUCCESS IN KENYA

Roselyne Okech, of the Maseno University in Kenya,
posted an abstract on the role of communication in a
ecotourism project in Kenya with the following con-
clusion: “Involving communities in the implementation
and management of a tourism development project
necessitates close supervision of the activities, capac-
ity building at the local level and a strong commitment
from the communities. The involvement of communities
will depend very much on the nature of the activities
and the level of communication. Community develop-
ment has certainly undergone an evolution and is still
at the heart of the latter-day paradigm shift towards a
human orientation... The concern today lies in matters
such as whether the poorest are reached, whether the
approach is still top-down, whether the people have de-
cision-making power over the use of resources, whether
human values are met, and whether development is
environment friendly. Kenya is slowly following the same
path and so there are still problems to be solved with
regard to the management aspect. Communication is
key in all these aspects.”

Communities generally need support to carry out suc-
cessful tourism development initiatives. Technical experts
however, must simply provide expertise, experience and
advice, and act as facilitators to help local communities
make informed decisions and build their own strategy.
This means supporting consultative processes within a
community to allow the different segments of the popu-
lation (women, for example) to express their opinions.
Toot Oostveen, of SNV (www.snv-la.org) stated that con-
sultants should first identify the kind of consultancy and
support the community wants to receive. Signing a con-
tract between the community and the consulting organi-
zation can be one way to enhance the sense of ownership
within a community.

Community workshops are an important way to iden-
tify problems and concerns, and to determine available
options before decisions are made and actions taken.
Workshops can also be used to introduce communities
to new topics such as marketing techniques, or to design
project proposals which will be used to seek out funding.

The Internet was often mentioned as an important tool
to put local tourism micro-enterprises into direct contact
with the global market of travelers.

Some participants stressed that it is essential to gain the
trust of local communities prior to any productive inter-
action with them. Others pointed out the need to avoid
making communities dependent on development work-
ers. Capacity-building, ownership and empowerment are
important to the community management and long-term
sustainability of tourism enterprises.

Finally, participants stressed the obvious, but often ne-
glected, necessity for consultants and other outside enti-
ties to consider culture, beliefs and traditions in tourism
planning, and to avoid preconceptions while listening
and facilitating participatory processes.

RELATIONSHIP BETWEEN COMMUNITIES
AND THE PRIVATE SECTOR

Many participants described a communication gap be-
tween the private sector (especially outside investors) and
local communities, feeling that the private sector is not
prepared to communicate with communities because it
requires more time and patience than most business peo-
ple are willing to invest. They identified a contradiction
between fast business processes and slow community pro-
cesses. These different perceptions, different assumptions
and different priorities, as well as mistrust and a lack of

GOVERNMENT-INDIGENOUS PEOPLES

PARTNERSHIP

Two case studies in Canada (The Quu’as West Coast

Trail Society and Haida Gwaii, Queen Charlotte Islands)

were posted by Mike Robbins, marketing consultant

from Canada specializing in tourism, to describe a suc-

cessful partnership between government and indigenous

communities in sensitive natural areas and national parks,

which provided economic opportunities for local com-

munities in balance with nature protection. Out of these

studies, it appears that successful partnerships have the

following qualities:

* Equal voice for partners

* Respect and understanding of cultural differences (i.e.
timeframes, language, traditional knowledge, etc.)

* Sound business relationship

* Available financial resources for activities aimed at
involving indigenous people

» Employment opportunities as well as business devel-
opment opportunities

* Enhancement of local knowledge and capacity building

* Respect for sacred sites

8 COMMUNICATION AND SUSTAINABLE TOURISM: PROCEEDINGS OF A GLOBAL E-CONFERENCE



willingness to collaborate, can generate misunderstand-
ings between the private sector and local communities.
Another issue raised in the e-conference was that commu-
nities are often not considered (and don’t consider them-
selves) to be a component of the private sector. However,
the moment they enter into the tourism business they
become part of the private sector and need to adopt a
business-related point of view. This was the experience of
William Tuffin, who is working to develop community
eco-tourism in Laos.

Methods of overcoming barriers mentioned by e-confer-
ence participants included awareness-raising activities and
dialogue between businessmen and communities to aid in
understanding different points of views, opinions and in-
terests. Time, trust, transparency, and creative thinking are
essential for identifying common ground, common inter-
ests and potential shared benefits. As one of the e-confer-
ence participants remarked, “Who should be responsible for
supporting the local communities in undertaking a profitable
tourism business? It is a question to consider in each situation.”

INVESTMENT AND MARKETING

If government or public donors are not supporting a
community tourism initiative, communities need to find
creative ways to access financing. Sponsorship might

be one option for community tourism. An example

was given of the BC Aboriginal Tourism Association

in which sponsors have their corporate name afhiliated
with the Association and see value in the exposure they
receive from financing specific activities. Mike Robbins
presented another example in the financing of a cultural
ecolodge, where an association received funds from the
British and Canadian Air Force, a mining company and a
private foundation.

In the case of Great Bear Rainforest in British Columbia,
combining large scale nature conservation within First
Nation traditional territory has been key to forging a

Valere Tjolle (http://www.totemtourismmarketing.org)
launched the idea of job swapping, an exchange program
in which community members work in commercial tour
companies and vice versa. This allows the community to
understand the mechanisms of the tourism business and
trains community members in planning and managing
tourism businesses. On the other side, the experience
helps commercial tour company staff to better under-
stand the local reality they are dealing with.

Ron Mader described the www.planeta.com policy of
working with communities over time. In Oaxaca, Mexico,
listening to locals led to innovations such as the Oaxaca
Options roundtable discussions, a series of informal
presentations and dialogues. One example that improves
community benefits is “Walk the Weavers" in the nearby
craft-making town of Teotitlan del Valle, in which the
town's community museum organizes tours. Visitors are
led to workshops by weavers with the goal of increasing
direct sales, benefiting travelers with lower prices and
weavers with higher income. http://tinyurl.com/mmotd

Trip Sweeney posted information about a new initia-
tive, STEP Up Travel (http://www.stepuptravel.org). This is
a web-based concept that provides a tool for local people
to create their own online tourism microenterprise for
direct interaction with travelers. The concept has been
implemented into a completely functional, global tool to
provide ownership to local people in travel/tourism and
provide access to global markets of travelers. The site has
been translated into Spanish www.laredsocial.org and
Portuguese www.arede.org.

link between private sector funds and communities.

One element of these historic land use agreements has
been the creation of the “Coast Opportunities Funds,”

a conservation-financing program developed through a
remarkable collaborative process involving First Nations,
environmentalists, philanthropists, and government rep-
resentatives. Establishing this program required a decade
of negotiation, again highlighting the length of time some
processes need.

One of the biggest issues facing all community tourism
projects in remote locations is marketing — creating aware-
ness and stimulating interest in widely dispersed geographic
market areas. In May 2000, the Lonely Planet travel pub-
lishers produced “Code Green — Experiences of a Lifetime”.
The book focuses on unique experiences with an emphasis
on minimizing environmental and social impact and maxi-
mizing connections with local people. Publications like this
should help with encouraging travelers to dig further into
less publicized tourism opportunities.

One example of a private/public sustainable tourism
partnership is now underway in Clarendon Parish,
Jamaica. “Clarendon Express” is a partnership between
a wide variety of stakeholders from the private sector,
the Jamaican government, environmental NGOs, a pro-
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PARTNERSHIPS:
COMMUNITIES/PRIVATE SECTOR

Samar Hammad, from the craft sector in Jordan, gave
an example of a private organization trying to build a
partnership with a community in the handicraft business.
The group faced a lot of mistrust and realized that a long
process was needed to build personal relations before
collaborating with the community. Slowly, some individu-
als began to show trust, and others followed later The
success and related benefits of some individual craftsmen
helped to encourage the others.

Paula Eshoo mentioned that there are several interest-
ing community-based initiatives in Laos, where a number
of development partners and the private sector have
joined to assist the country in implementing its National
Ecotourism Strategy and Action Plan. For more informa-
tion, see www.ecotourismlaos.com.

Maria José Zapata Campos, from the University of
Castilla La Mancha, Spain, mentioned how the failure or
success of community/private business partnerships de-
pends upon perceptions and the quality of interpersonal
relationships and, consequently, upon communication
issues. She also mentioned the importance of under-
standing how power is distributed between the different
interest groups, individuals, institutions, and community
groups involved. The control, access and distribution of
information, tacit decisions, the absence or presence of
certain themes in the partnership's agenda are key issues
for a successful partnership.

tected area, local hotels, the Chamber of Commerce,
and others. Jamalco is collaborating with national and
international partners to convert an industrial train
route into a tourism train that links the sea to the moun-
tains with diverse visitor opportunities along the way.
Communication activities to encourage involvement and
collaboration between stakeholders were important to
the success of this initiative.

FALSE EXPECTATIONS

It is necessary for local communities to realize that sus-
tainable tourism development is not a panacea, and that
hard work is required to receive any benefit. The com-
munity must approach tourism as any other business
that involves risks. They need sufficient information and

capacity to assess and mitigate these risks. They also need
to realize that they are service providers who are in a long
chain of interdependent tourism-related businesses and
they need to be familiar with the other actors.

Unrealistic expectations can be reduced through frequent and
detailed communication amongst all stakeholders. Capacity-
building training and equity in tourism benefits can also
build the trust of communities and reduce false expectations.

INAPPROPRIATE BEHAVIOR OF TOURISTS
Many e-conference participants felt that the best way to
inform tourists about appropriate behaviour in host
countries is to reach them prior to travel via guidebooks.
Many books already incorporate a chapter on responsi-
ble travel. Other channels that are important vehicles
for carrying information to a wide range of tourists (for
instance those traveling in organized tours) include trav-
el agencies, Internet sites and magazines. However,
travel magazines and travel narration too often present
destinations just as tourism products, forgetting that
people with other cultures and sensibilities live there.
Some e-conference participants stressed the need to ana-
lyze visitors’ perceptions of destinations to identify po-
tential problems and recommend awareness activities for
addressing inappropriate behavior, minimizing tourism
impacts on the local culture and enhancing relations
with local communities.

In Laos, the following activities and communication tools
helped tourists adopt appropriate behaviors: “do and
don't” booklets, tour orientation pamphlets, training
courses for local guides, and signs and posters in villages.
For more information, see www.ecotourismlaos.com.
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Session 3:

THE ROLE OF COMMUNICATION IN
PROMOTING CORPORATE SOCIAL
RESPONSIBILITY IN SUSTAINABLE TOURISM

DEVELOPMENT

e notion of CSR is not new, but its adoption and
‘ integration into the tourism industry is in very
early stages, voluntary and largely spearheaded by

the ecotourism movement. However, the adoption and
endorsement of the basic principles of sustainable tourism
that address the new paradigm of triple bottom line assess-
ment has steadily grown over the last decade — although it is
undeniable that the major focus has been on environmental
protection and conservation rather than addressing social
issues such as labor standards. This theme is also present in
many of the voluntary sustainable tourism certification pro-
grams — many of which are considered valuable instruments
to encourage and facilitate CSR.

The thrust of CSR in the mainstream (mass) tourism
industry is accused of being largely environmental, the
skeptics say, simply because environmental manage-
ment systems help reduce costs (through minimization
of potable water and energy use, and reduction of waste)
or are perceived as a potential selling point (green sells).
Philanthropy by major tourism players also is another ele-
ment of CSR that has been adopted to varying degrees,
becoming more accepted and even expected, although
largely as ad hoc gestures of goodwill.

However, CSR in the tourism industry is not simply about
potential environmental savings, certification programs

or philanthropy — it is increasingly being considered by
enlightened corporations and individuals as the only way
to ensure long term sustainability, and often leads to better
businesses with 