
      
 

 
 

 

 
 

 
 
 

 
 

 
 
 

 
 

 
 
 

 
 

  

 
 
 
 

 
 

 
 

 
 
 

 
 

 
 
 

 
 

 
 
 

 
 

 
 

Good Practice Guide 
 

Host Communities  

and 
Responsible Tourism 

 

 
                                

                                     

 

 

 

 

                                       

 

 

 

 
 
 
 

 
 
 

 
 

 
 
 
 
 

June,2014 

 

 

 

 

 

 

 

 

 
 

 
 
 

 
 
 

 
 
 
 
 
 

 
 

 

Engaging 

Culture  

and  

Heritage  

for  

Sustainable  

Tourism 

Development 
 

 
National Institute for 

Research and 

Development in 

Tourism 

 
 

 

 

 

 

 

 



 

           
 
 

 

  INTERREG IVC project CHARTS Good Practice Guide „Host Communities and Responsible Tourism”      2 
 

Engaging Culture and Heritage for Sustainable Tourism Development 

 

 
 

 
 
 

 
 

 
 
 

 
 

 
 
 

 
 

 
 
 __________________________ 

© CHARTS Project Partnership and National Institute for Research and Development in Tourism, Romania   
 
 

This Guide is accompanied by a brochure, a DVD video clip and a presentation. 
 
This publication may be reproduced in whole or in part and in any form for educational or non-profit purposes without 

special permission from the copyright holder, provided acknowledgement of the source is made.  
 
No use of this publication may be made for resale or for any other commercial purpose whatsoever without prior 
permission in writing from the CHARTS Project Management and Coordination Unit. 
 
Citation: National Institute for Research and Development in Tourism, INTERREG IVC project CHARTS Good Practice 
Guide „Host Communities and Responsible Tourism”, June, 2014 

 
CHARTS project would appreciate receiving a copy of any publication that uses this publication as a source on e-mail: 
charts_mcu@ymail.com. 
 
 
Disclaimer:  
The Good Practice Guide is provided for general information purposes only. Any reliance or action taken based on the 

information, materials and techniques described within this document are the responsibility of the user. Readers are 
advised to consult appropriate professional resources to determine what is safe and suitable for their particular 
circumstances. The CHARTS project partnership assumes no responsibility for any consequences arising from use of 
the information described within this document. 
 
 

 
 
June, 2014 
 
 
 



 

           
 
 

 

  INTERREG IVC project CHARTS Good Practice Guide „Host Communities and Responsible Tourism”      3 
 

Engaging Culture and Heritage for Sustainable Tourism Development 

 

 
 

INTERREG IVC programme 

 

INTERREG IVC provides funding for interregional cooperation across Europe. It is implemented 
under the European Community’s territorial co/operation objective and financed through the 

European Regional Development Fund (ERDF). The overall objective of the INTERREG IVC 
Programme is to improve the effectiveness of regional policies and instruments. A 
project builds on the exchange of experiences among partners who are ideally responsible for 

the development of their local and regional policies. The areas of support are innovation and 
the knowledge economy, environment and risk prevention. The programme aims to 

contribute to the economic modernisation and competitiveness of Europe. INTERREG IVC is 
linked to the objectives of Lisbon and Gothenburg agendas.   
  

 
 

CHARTS project 

 

Project Mission is to enrich regional policies with culture and heritage as added value for 
tourism sustainability, by exchange experience amongst the partners in established Good 
Practices on the sustainable management of culture, heritage and landscape through 

communication and collaboration, keeping in mind the effects of innovation and creating a 
base of knowledge that can span well beyond the project’s end.  

 
 
 

Good Practices 

 

 

1. Climate Change 
2. Accessibility to Heritage 

3. Effective Partnerships 
4. Host Communities and Responsible Tourism 

5. Quality Criteria 
6. Visitor Information 

7. Place Marketing 
8. Cultural Routes 

9. Railway Heritage 
10. Local Products and Gastronomy 

11. Traditional Skills and Trades 
12. Cycling for Tourists 
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CHARTS project Partnership 

 
 

14 partners from 11 countries and 10 regions across Europe 
 
 

1.  

 

Municipality of South Pelion  (Lead Partner) GREECE 

2.  
 

Welsh Government CADW UK 

3.  

 

ECTN-European Cultural Tourism Network BELGIUM 

4.  
 

Midland Regional Authority IRELAND 

5.  
 

Region Västra Götaland SWEDEN 

6.  
 

Pafos Regional Board of Tourism CYPRUS 

7.  

 

Veneto Region – Department of Tourism ITALY 

8.  

 

Vidzeme Tourism Association LATVIA 

9.  
 

National Institute of Research-Development in Tourism ROMANIA 

10.  
 

Mallorca Council - Environment Department SPAIN 

11.  
 

Union of South-East Region Local Authorities BULGARIA 

12.  

 

Greek Nation Tourism Organization GREECE 

13.  
 

IBERTUR / University of Barcelona SPAIN 

14.  
 

 

University of Thessaly GRECIA 
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FOREWORD            
 

 

 

   

 

 

Dear reader, 

The National Institute for Research and Development in 

Tourism (INCDT), Bucharest, Romania, as a partner in 
the INTERREG IVC CHARTS Project, was responsible for 

the “Host Communities and Responsible Tourism” Good 
Practice. In this regard, INCDT has prepared this Guide 

which examines the approaches of responsible tourism 
and safeguarding heritage, cultural expressions and 
identities that engage with communities. 

 
The CHARTS Project aims at exchanging of experience 

between the partners and learning from Good Practices 
for the benefit of the whole partnership that underlies 
the core philosophy of the INTERREG IVC Programme.  

 
The INTERREG IVC Programme has brought many benefits to public institutions 
involved and the regions they represent. Cooperation among regions increases the 

capacity and skills of people involved in projects, as they analyse, debate and 
exchange on good practices of one another.  
 

The CHARTS Project was engaged in focused discussions about the application of 

various good and tested techniques, approaches, methodologies or procedures 
relevant to the project’s theme and coming mainly from partnering regions. The 
project will contribute to improving policy learning and sharing through interregional 

cooperation between regional organisations. 
 

For the implementation of the CHARTS Project, we have chosen the Sibiu region 
(through our partners - the Sibiu Regional Ecomuseum Association and the Sibiu 

Tourism County Association), as it is one of the best examples of good practice 
concerning the involvement of local communities in responsible tourism. In this paper 
some case studies were presented, being related to this topic: the Sibiu European 

Capital of Culture 2007 and the Sibiu Regional Ecomuseum.   
 

We hope you will find this Guide useful, having in view the empowerment of 
communities towards meaningful participation in the responsible tourism development. 

 
Yours Sincerely, 

Marioara Musteaţă-Pavel 
 
On behalf of the National Institute for Research and Development in Tourism, 

Bucharest, Romania 
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SUMMARY 

 
 Our world’s destinations are diverse reflecting the natural diversity of our planet and the 

wealth of cultures that have arisen as people evolved in 
different environments and with particular histories, cultures 
and understanding of the world and of our place in it. 

Responsible Tourism celebrates that diversity and recognises 
that whilst destinations can learn from what has been done 

elsewhere, all solutions are local requiring the engagement of 
a unique set of stakeholders. Issues and priorities vary from 
place to place, only solutions which address the particularities 

are likely to be successful. These defining characteristics of 
particular places and communities, the very reasons that 

make them different from where we live and therefore worth 
visiting, must be addressed if effective solutions are to be 
implemented.  

 
In this guide we focused on two aspects regarding “Host Communities and Responsible 

Tourism” Good Practice:  
 Responsible tourism - modality to discover and respect the community way 

of life;  

 Active participation of host communities in cultural tourism product 
development and delivery   

 
The main theme of this good practice was the "Sibiu Regional Ecomuseum"- the first 

ecomuseum in Romania who is an example of how heritage, landscape and identity were linked 
and gained more importance in the context of the “Sibiu European Capital of Culture 2007” 
Programme (initiated by the European Commission). As a model for local development, 

Ecomuseums are moving to practices and projects for sustainable development of resources and 
promotion of responsible tourism, able to coexist in a harmonious economic goals, cultural and 

tourist development.      
The ecomuseum is a form of museum which encourages democratization and community 

involvement. It is also important to recognize that in ecomuseums it is not necessarily the end 

product which is important, but that the processes of involvement, discussion and co-operative 
decision-making are paramount. 

The main consideration of an ecomuseum is that the history, traditions and culture of a 
place and of its inhabitants, are for a large part the consequence of their relatinoship, through 
the centuries, with the host environment. The whole environment in which a society lives and 

works is seen as a container of objects (architecture, rural landscape, paths, historical 
landmarks etc.) and all the human activities performed in it, are the exhibits in the ecomuseum. 

The ecomuseum then show the whole culture of a people, the material culture of objects 
and tools, technologies and materials, clothing and buildings, but also religion, folklore and 
magical beliefs – activities as much as landscape, monuments and artefacts. The ecomuseum is 

thus a museum of time and space; it studies and preserves the material culture of the society, 
to awaken and rebuild its collective memory. In this aim people are active participants, as the 

only holders of their own collective and historic memory, the link between past and present.   
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1. INTRODUCTION 
 

Culture and tourism have a mutually beneficial relationship, which can consolidate the 
impact of attractiveness and competitiveness of the regions and the countries in their 

development. Culture is a more and more important element of the tourist product, which, also, 
creates distinctively on an agglomerated market, at a world level, new metamorphoses of the 

local, regional and national tourist product. 
At the same time, tourism offers a very important means of consolidation of culture and 

the creation of incomes which can support and consolidate the cultural heritage, cultural 

production and creativeness. 
The creation of a strong relationship between tourism and culture can help new 

destinations become themselves more attractive and more competitive as places to live, to visit 
and to work or to invest in their sustainable development1.  

Responsible Tourism is regarded as a behavior. It is more than a form of tourism as it 

represents an approach to engaging with tourism, be that as a tourist, a business and locals at a 
destination or any other tourism stakeholder. It emphasizes that all stakeholders are responsible 

for the kind of tourism they develop or engage in. Whilst different groups will see responsibility 
in different ways, the shared understanding is that responsible tourism should entail an 
improvement in tourism. Tourism should become ‘better’ as a result of the responsible tourism 

approach. 
 

 
 
 
 
 
 

 
 

 
For Romania, the process of European integration meant a reevaluation of the relation 

between its history, heritage and identity. In the context of Sibiu European Capital of Culture 

2007 programme, initiated by the European Commission, heritage is an essential part of 
different strategies used by local people in Sibiu city and region to promote economic, social, 

and cultural development and to increase the global competitiveness of regions (in this specific 
case, Transylvania). The rural heritage is seen as a significant part in promoting national 
identity.  

Heritage is an economic resource (“the commodification of memory”2), used as a strategy 
to promote tourism, economic development, and rural and urban regeneration. Places are 

increasingly being restructured as centers for consumption and cultural industries, including 
heritage, have become crucial to the economic and cultural transformation of different places, in 
Romania and in wider Europe.  

                                                           
1 Mazilu, Mirela, Elena, (2011), Tourism and  Culture; Major Drivers of Regional Attractiveness, in Proceedings of the 
4 th ISI WSEAS International conference on Cultural, Urban and Heritage Tourism, CUHT’2011, 
ISBN:978;1;61804;0206 
2 John Urry (1995) – Consuming Places, Routledge, International Library of Sociology, London and New York 

„In future our main concern will no longer be 
whether we can travel to every place on earth. 

 

Our main interest will be whether it is 

worthwhile arriving there.“ 
 

Hermann Löns, German poet, 1908 
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The development of community projects has been accompanied by a change of perspective 

that places emphasis on culture and cultural heritage. For example, the ecomuseum concept has 
proved successful in providing a new way of transmitting cultural knowledge. An ecomuseum is 

an agent for managing change that links education, culture, and power, a museum focused on 
the identity of a place, largely based on local participation and aiming to enhance the welfare 
and development of local communities. The Sibiu County Ecomuseum was chosen as an 

example of the way in which the integration has intensified the process of linking identity, 
heritage and place.  

Rural tourism offers the possibility of economic development of these regions according to 
cultural values of the village. The involvement of local people is nothing more than survival of 
traditions form the perfect environment and resources under the current tourism developments. 

 
 

1.1. Objectives 
 

The objectives of this guide wish to describe a process for the development of Host 
Communities and Responsible Tourism based on Cultural Heritage. These objectives are dealt 

with in the chapters that follow and include: 
 Engaging with host communities of tourism destinations; 

 Fostering civic pride, awareness and welcome; 
 Developing a resource within the community; 
 Maximizing local benefits and minimizing negative impacts; 

 Ensuring mutual respect between tourists and residents; 
 European Capital of Culture experiences, impacts and plans; 

 Promoting commitment to ”Responsible Tourism”, with ethical concerns, equality, long-
term vision, certification and award scheme. 

 

1.2. Target groups 
 
The guide is likely to be used by a wide range of people engaged in different ways in the 

tourism-planning process or decision-making regarding responsible tourism in a local area. 
The main target groups of this guide are:  

- Recipient Regions (Mallorca, USERLA Bulgaria) and Observer Regions (Wales, ECTN, MRA, 

Vastra Gotaland region) involved in the good practice presented - Engaging Host 
Communities for Responsible Tourism; 

- Regional and EU stakeholders dealing with culture, heritage and tourism development 
(e.g. tourism officers, local economic development officers and planners); 

- Representatives of local associations and organisations with an active role in developing 

and promoting tourism;  
- Central, regional and local authorities; 

- Interest groups. 
 

This guide seeks to provide understandings and ways of thinking that can be used to build 
critical understandings about responsible tourism and host communities. Any organisation 
considering the development of responsible tourism in a defined region or geographical area (of 

any size) will need to engage and work effectively with a wide range of partners. They are 
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encouraged to consider the following guidelines as a means to maximize opportunities and 

ensure success. 
 

 
 

1.3. User`s Guide 
 

This guide examines the approaches of responsible tourism and safeguarding heritage, 
cultural expressions and identities that engage with communities either through partnerships 
(between communities and cultural organizations/associations) or through full community 

stewardship. 
This guide serves merely as an information guide, and prospective developers are 

encouraged to undertake their own independent research and feasibility assessments to 
ascertain the viability of their specific projects. 
 

Guide components: 
1. Brochure 

2. DVD video clip  
3. Summary presentation  
4. Introduction  
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2.  “Host Communities and Responsible Tourism”: 

Background to the issues 
 

2.1. Introduction 
 

Promoting responsible tourism, which respects the environment and supports the wealth of 

local communities, is a crucial issue for the evolution of modern tourism. This implies a 
responsible behaviour both by tourists and by tourism businesses involved in travel production 

and distribution.  
Responsible tourism has become an established area of tourism research and practice and 

is typically understood as a broad set of tourist interactions that engage with and benefit local 

communities and minimize negative social and environmental impacts.  
It is widely acknowledged by the international community that tourism not only stimulates 

economic progress and generates foreign exchange, but it may also contribute to the 
diversification of the local economy and thus offer additional livelihood opportunities for host 
communities. 

 

2.2. ”Host Communities and Responsible Tourism”  
 

2.2.1. Responsible Tourism  
 

A. Theoretical Framework  
 

Responsible Tourism is about "making better places for people to live in 
and better places for people to visit."3 Responsible Tourism requires that 

operators, hoteliers, governments, local people and tourists take 
responsibility, take action to make tourism more sustainable.  

In simple terms, responsible tourism is an approach to the management 
of tourism, aimed at maximizing economic, social and environmental benefits 
and minimizing costs to local communities and destinations. 

  

                                                           
3 www.haroldgoodwin.info 

Responsible Tourism is about taking responsibility, responding, taking action to address 

the social, economic and environmental issues of sustainability that arise in destinations. It 

is about doing something about it. It is about, making a difference. 

It is in destinations that tourists and local communities interact in the local natural and 

socio-cultural environment. It is in destinations that tourism needs to be managed in order 

to minimise negative impacts and to maximise positive ones. The management of tourism 

in destinations cannot be reduced to the environmental agenda, it is as important to 

consider the economic and social issues that arise in destinations.  

 

Prof. Dr. Harold Goodwin, Leeds Metropolitan University and International Center 

of Responsible Tourism (ICRT) 
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A1. Evolution of Responsible Tourism in Europe  
 
At the beginning of the 80’s, the widespread concern of the international community about 

the negative effects produced by mass tourism and the growing attention paid to the topic of 
sustainability, led the development of actions aimed at promoting and supporting alternative 

forms of tourism. The starting point was the World Tourism Conference in Manila, where the 
international organisations formulate the definition of „sustainable tourism” - the tourism that 
“meets the needs of the present tourists and host regions while protecting and enhancing the 

opportunity for the future. It is envisaged as leading to management of all resources in such a 
way that economic, social and aesthetic needs can be fulfilled, while maintaining cultural 

integrity, essential ecological processes, biological diversity and life support systems.” (WTO, 
1998; UNEP, 2004; D. V. Tesone, 2004). 

At the same time of sustainable tourism, the concept of „responsible tourism” started to 

emerge.  
First, organisations wanted to change the tourism modalities; they work in more sectors: 

betraying problems; organising public awareness campaigns; writing remarks, articles and 
documents; and organising the first different travel proposals that, at least in the purposes, 
respect conventional tourism. 

The bases of these actions are solidarity with local communities and relationships with 
whom they work in the development cooperation, fair trade, human rights, and environment. 

Later, in 2002, in Europe, the “responsible tourism” term was first used by some 
organisations that work mostly on awareness; only some of them organised travels. 

After 2002, the responsible tourism map in Central and Western Europe change and there 

was a big difference in comparison to the origins, but there is still a difference about the 
situation in other States, as in South Africa, where the government narrowly plans responsible 

tourism. 
The distinction between the two concepts of responsible tourism and sustainable tourism is 

not an easy task, because, firstly different definitions were given over the time and with similar 

and ambiguous meanings. Secondly, because there was a proliferation of correlated concepts in 
the public domain – ecotourism, fair-trade tourism, rural tourism, supportive tourism, 

community-based tourism, pro-poor tourism, geotourism, etc. -   which have been defined as 
similar as sustainable-responsible tourism to make hard their identification. 

Recently, some new contributions in the literature, have suggested that the two concepts 

entail a different perspective of definition. In this regard, responsible tourism implies the 
adoption by tourists of a model/a travel behaviour that push them to respect the places they 

visit and the people they meet during the holiday, and to promote/support the wealth of the 
host community (for example, buying local products). Whilst sustainable tourism refers to the 

planning of a development policy and a management strategy for the destination respecting the 
interests of all stakeholders involved.     
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Responsible Tourism and Sustainable Tourism have the same goal, that of 

sustainable development and the pillars for both of this type of tourism are the same: 

 
 Environmental integrity (PLANET) – Our natural resources are limited and we 

cannot take them for granted. This pillar supports initiatives like: 
 natural resources, sensitive habitats and local needs; 

 renewable energy;  
 reducing fossil fuel consumption and emissions; 
 sustainable agriculture and fishing; 

 organic farming, tree planting and reducing deforestation; 
 recycling and better waste management.  

 
  Social justice (PEOPLE) – We have an ethical responsibility to do something about 

human inequality, social injustice and poverty. This pillar supports initiatives like: 

 promoting a local tourism culture; 
 peace; 

 social justice; 
 supporting local development and education;  
 respecting local culture; 

 reducing poverty; 
 other movements that promote social equity. 

 
  Maximizing local benefits (PROFIT) - We need a sustainable economic model 

that ensures fair distribution and efficient allocation of our resources. This pillar supports 

initiatives like: 
 ensuring economic growth maintains a healthy balance with ecosystem; 

 ensuring that local people are employed; 
 ensuring that local products are purchased; 
 ensuring that local tourism products are developed.  

 

The major difference between the two is that, in responsible tourism, individuals, 

organizations and businesses are asked to take responsibility for their actions and the 
impacts of their actions. This shift in emphasis has taken place because not much progress 

has been made on realizing sustainable tourism in 15 years since “Earth Summit” in Rio. 
This is partly because everyone has been expecting others to be sustainable. 

The emphasis on responsibility in responsible tourism puts the task firmly in the hands 
of everyone involved in tourism – government, product owners and operators, transport 
operators, community services, NGO’s and CBO’s, tourists, local communities, industry 

associations.    
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A.2. Responsible Tourism – Different Definitions, Documents and Actions 
 
The concept of responsible tourism has changed over the last years. From being defined as 

a form of tourism characterising developing countries or destinations at the early stage of their 
life cycle4, it has become a new way to conceive holidays, a sort of new lifestyle5 pushing a 

growing number of people6 to make their travel choices according to values like consciousness, 
sobriety7, responsible consumption and respect of the cultural, social, environmental and 
economic context of the local community. This independently from the fact that the tourism 

destination chosen is domestic or international, mature or at the early stage of its life cycle8. 
Existing research can be divided into two different approaches9: 

A. The first, developed in European countries of Latin origin, begins with travel tied to the 
concept of solidarity and to the theme of imbalances between the North and South, and was 
developed originally in a non-profit spirit. This has been intertwined with research where the 

inequalities generated by tourism are highlighted and tries to promote greater equity and 
responsibility in the ways tourism is organized. Greater importance is given to the people 

implicated in the human relations of tourism: the traveller-consumer on the one hand, and 
those who host them on the other. However, helping people to learn about and interact with 
others and relate to their environment is a completely different proposition.  

B. Another approach can be found in work being done prevalently in Anglo world, where it 
is believed that any type of tourism has the possibility to be responsible. The future is not to be 

represented by responsible tour operators, but rather by the entire supply chain of tourism. In 
fact, there is also a focus on certification and marketing. 
 

The key documents and actions relating to Responsible Tourism are presented below: 
 

a) Cape Town Declaration on Responsible Tourism in Destinations (2002) 

In 2002 the International Centre for Responsible Tourism (ICRT), at the research centre of 
the University of Leeds, organized a conference at the same time as the UN summit in Cape 

Town, at the end of which a document known as the “Declaration of Cape Town” was drawn up. 
280 representatives from all sectors of tourism from 20 countries attended the Cape Town 
Conference on Responsible Tourism in Destinations, preceding the World Summit on Sustainable 

Development in Johannesburg. A declaration on responsible tourism was agreed.  
According to the principles of the Cape Town Declaration on Responsible Tourism in 

Destinations, Responsible Tourism is defined as having in view the following characteristics:    

                                                           
4 Clifton J., Benson A., 2006, “Planning for Sustainable Ecotourism: the Case for research Ecotourism in Developing 
Country Destinations”, in Journal of Sustainable Tourism, vol. 14, n. 3. 
5 Budeanu, Adriana (2007). Sustainable tourist behaviour. International Journal of Consumer Studies. 31 (5) 2007. 
6 Meric H. J., Hunt J., 1998, “Ecotourists’ motivational and demographic characteristics: a case of North Carolina 
travelers”, in Journal of Travel Research, vol. 36, n. 4, pp. 57-61. 
7 Lori and Volpi, 2005 
8 Sambri and Pegan, 2007; Franch et al., 2008 
9  „The Responsible Tourism: A Good Way to Empower Communities. The Italian situation”, Sergio Fadini, Phd, 
University of Calabria, Italia 
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b) Responsible Tourism Manual and Handbook (2003) 
 

In 2002 a technical Responsible Tourism Manual was developed for Department of 

Environmental Affairs and Tourism, South Africa (DEAT), which provided ‘mainstream’ as well as 

community-based tourism enterprises with information about Responsible Tourism. 

Specific to South Africa, and in line with current international best practices, the manual 
collated a range of practical and cost-effective responsible actions that are accessible to tourism 

businesses and tourism associations. 
The Manual refers to many sources of information and examples of best practice that could 

help guide the user’s implementation of responsible business activities. The technical manual 

was used as a basis for a shorter pamphlet entitled Responsible Tourism Handbook, published in 
2003.  

According to this Handbook, Responsible Tourism is a tourism management strategy 
embracing planning, management, product development and marketing to bring about positive 
economic, social, cultural and environmental impacts. For tourism operators, it is about 

providing more rewarding holiday experiences for guests whilst enabling local communities to 
enjoy a better quality of life and conserving the natural environment.  

 

c) International Forum for Solidarity Tourism in Marseille, France (2003) 
 

Mimimises negative 
economic, environmental 

and social impacts

Generates greater 
economic benefits for 

local people and enhaces 
the well-being of host  

communities, improves 
working conditions and 

access to industry

Involves local people in 
decisions that affect their 

lives and life chances  

Makes positive 
contributions to the 

conservation of natural 
and cultural heritage and 
to the maintenance of the 

world's diversity

Provides more enjoyable 
experiences for tourists 

through more meaningful 
connections with local 
people, and a greater 

understanding of local, 
cultural and 

environmental issues

Provides acces for 
physically challenged 

people

Is culturally sensitive, 
engenders respect 

between tourists and 
hosts, and builds local 
pride and confidence
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According to the definition of the International Forum for solidarity tourism in 

Marseille, France, solidarity and responsible tourism is a social movement that aims at 
keeping under control and valorize tourism economy, to the benefit of local communities at 

destinations, in a territory development intercession. This intercession is built entirely starting 
with the human, cultural, economic and environmental resources of the society, that form the 
life framework of the local communities10.  

This tourism form engages the responsibility of all the actors involved: host population, 
intermediaries and tourists, the responsibility being based on the local customs and values 

respect and their environment, as well as a certain equitable redistribution of the generated 
revenues. 

Responsible tourism proves that although based on market, commercial principals, an 

alternative to mass tourism product consumption is possible. Being an experimental field for the 
tourism of the future, responsible tourism valorizes the specificity of places, patrimony and local 

culture and tests cross-border good practices, such as benefit distribution within local 
populations at destination.  

Responsible tourism covers the forms of alternative or advances tourism, integrated, 

mainly: ecotourism, solidarity tourism, community tourism and tourism “in favor of the poor”.  
Integrated tourism is considered to be local tourism, developed in rural area, inbound 

tourism wanted and developed by the residents, a tourism for meeting and interrelationship. 
The confuse character corresponds to a relationship that it established among different local 
players in order to provide the service.11  

A common trait of these tourism forms is their contribution to local population 
development. The others refer to strategy, operation modes, efficiency, market niches, human 

and financial means aimed at development actions.  
Types of Tourism in relation with Responsible Tourism are shown in the following Figure, 

having in view that cultural tourism, by definition, are consistent with the Responsible Tourism 
framework.  

 

                                                           
10 Laurent Alain (2004), „Le tourisme solidaire et responsable, facteur de développement durable”, in Tourisme 
solidaire et développement durable, Les Éditions du Gret, Paris 
11 Dubois Annie (2005), „Economie du tourisme (corrigé) ”, Casteilla, Paris 
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“In determining who are the responsible tourists and what are the responsible forms of 

tourism we need to rely more on the measurement of impacts rather than the self-

declared motivations of the travellers or the companies concerned. Measurement 

enables the identification of the specific activities, businesses and tourists who deliver 

impacts which fulfill the locally defined Responsible Tourism priorities recognising that 

the tourists who have the lowest environmental impacts may also have low economic 

yield - choices will need to be made within the framework of local sustainable 

development priorities....Local government should establish with all stakeholders to 

create the systems and processes to document and report the collective impacts of 

stakeholder action at local destination level”.  

 

Figure 1. Types of Tourism in relation to Responsible Tourism (adaptation after Mr. Pavlos 
Arvanitis) 

d) The Kerala Declaration (2008)  
 

The Kerala Declaration12 reviews progress made since Cape Town in 2002 and reflects 
the experience gained from efforts at implementation around the world, giving some 

recommendations for actions in different fields (education and training, campaigning and 
awareness raising, media, governance, partnerships, markets, etc.). Regarding the monitoring 
of responsible tourism, the verification and reporting on key local social, economic and 

environmental issues through locally agreed indicators is considered crucial to the management 
of tourism impacts - measure, verify and report.  

 
 
 

 
 

 

 
 

 

                                                           
12 http://www.responsibletourism2008.org/keraladeclaration.php 
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e) European Charter for Sustainable and Responsible Tourism (2012) 

According to the Lisbon Treaty and the Union’s Europe 2020 Strategy, EU is working 

towards a framework for action at European level. The aim of the European tourism policy is to 
stimulate competitiveness in the sector, while being aware that in the long term, 

competitiveness is closely linked to the “sustainable” way in which it is developed. Taking into 
account the mentioned considerations, EU has produced a draft Charter for Sustainable and 

Responsible Tourism in 2012. 
The purpose of this Charter is to encourage sustainable and responsible tourism policies 

and actions across Europe, and to promote these policies worldwide.  

According to this document, Responsible Tourism refers to the awareness, decisions and 
actions of all those involved in the planning, delivery and consumption of tourism, so that it is 

sustainable over time. 
The Charter presents the general principles and lines of action which the European 

Commission endorses and is committed to promote within Europe and at international level. 

 
General Principles of the Charter should guide the approach to sustainable and 

responsible tourism:  
 
 Ethical concerns should underpin European tourism policy and activity.  

 Equal weight should be given to economic, social, cultural and environmental aspects of 
sustainability. 

 The significant impact of tourism on other industries and activities and on the 
environment and society, especially at a local level, should be recognised. 

 Tourism development should be planned with a long term vision, avoiding short term 

approaches and solutions that cannot  be sustained over time. 
 Objective assessment and evaluation should be undertaken of the impact of potential 

tourism development and of all ongoing tourism activity. 
 The direct beneficiaries of tourism, including businesses and tourists, should be aware of 

the external costs associated with their activities and be prepared to contribute to their 

mitigation.   
 National and regional policies should pursue the sustainable and responsible development 

of the tourism sector. 
 

For the implementation of these principles have been proposed the following lines of 

action:  
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All these guidelines and actions should be implemented by European tourism public 
Authorities, business and tourists. 

 
 

f) World Responsible Tourism Day  
 
Recognising the global significance of responsible 

Tourism, World Travel Market, the leading global event 
for the travel industry, is the must-attend four-day 
business-to-business exhibition for the worldwide travel and 

tourism industry, has created World Responsible 
Tourism Day, to be celebrated annually during November. 

World Responsible Tourism Day is endorsed by the World 
Tourism Organisation and World Travel and Tourism 
Council.  

The World Travel Market has adopted the Cape Town 
Declaration definition of Responsible Tourism for its World 

Responsible Tourism Day which encourages the industry to take responsibility for making 
tourism more sustainable and demonstrate their responsibility.  

 
 
 

 
 

 

To involve all stakeholders in the planning and management of tourism

To respect the rights of all citizens to safe and fulfilling holidays and travel

To ensure the competitiveness and viability of the tourism industry

To provide a wide range of well supported and satisfying jobs

To mitigate and adapt to climate change 

To control and manage the use of natural, scarce or finite resources

To celebrate and conserve natural and cultural heritage and diversity 

To ensure that tourism respects and benefits local communities

To monitor the impacts of tourism and seek continuous improvement

To promote awareness and commitment to responsible tourism

"Responsible tourism is the backbone of this industry. It helps us to give back to struggling 
communities and sustaining extraordinary biodiversity." - Simon Press, the WTM's director  
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A.3. Characteristics of the Responsible Traveler 
 
Travel and tourism should be planned and practiced as a means of individual and collective 

fulfillment, when practiced with an open mind; it is an irreplaceable factor of self education, 
mutual tolerance and for learning about the legitimate differences between peoples and cultures 

and their diversity (Global Code of Ethics, 2008).  
Figure 2 summarizes the core elements that are common among responsible travelers. 
 

 
Figure 2. Key Characteristics of the Responsible Travelers. Source: CREST, 2009 

 

Interactive

•Interact with and learn 
about natural, social and 
cultural environment

•Meeting and interacting with 
locals

•Participating in the lifestyles 
and experiencing it, rather 
than observing it

•Hands-on participation

•Cultural exchange

•Develop  relationships with 
other tourists and locals

Experiential

•Authentic personal 
experiences

•Desire for self discovery and 
growth (creativity)

•Challenging themselves -
physically, emotionally and / 
or mentally

•Understanding  and learning  
about different and cultures

•Challenge self (physical, 
mental, emotional)

•Experiencing something 
different from their normal 
day-to-day life

•Visiting  authentic 
destinations  that are not  
necessarly part of the tourist 
route

•Exposure to unique and 
compelling experiences 

Social & 
Environmental 
Consciousness

•Minimal impact on 
destination

• Supporting environmental 
conservation and minimizing 
negative impacts to local 
ecosystems

• Conserving energy, water 
and minimizing waste

• Giving back to the 
destinations they visit

• Supporting the local 
economy (eating local food, 
patronizing places that are 
owned by locals or that 
employ local peoples)

• Behave and dress 
appropriately

• Less materialistic

• Stay longer and spend 
more
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Responsible tourism Traveller’s Code 
 
Respect local culture  

One of the fundamental rules’ of responsible tourism is that you should always 
remember you are a guest of the country you are visiting and should respect social 
and religious customs. It is important to dress and behave appropriately in cultural or 
religious areas and to respect local sensibilities.  

This aspect of responsible behavior also extends to photography – if you are taking 
a photo of someone respect their privacy and dignity by asking their permission 
beforehand.  
You can also respect local culture by learning some key words and phrases in the 
local language. 
 
Be environmentally aware 

Another important aspect of responsible tourism is the idea that travelers should do 
everything they can to minimize the environmental impact of the travel industry on 
a country. 
This area of responsible tourism can be achieved in a number of different ways:  

 By booking with an environmentally responsible travel company 

 By disposing of rubbish carefully and recycling wherever possible 

 By minimizing power and water use 

 By never buying any products made from coral or endangered plants and 
animals 
 

Responsible Tourism – Volunteer 
An excellent way to get involved with responsible tourism is to work on rewarding 
volunteer projects.  
 
Support local businesses and traders 
Another important idea behind responsible tourism is the notion that travelers should 

try and ensure that as much of their money as possible goes directly to local 
businesses and traders. An excellent way to support this initiative is to buy locally 
made products – arts and craft, etc – from market stalls and shops.  
 
 
Basic Common Sense! 
When you are visiting a country the basic common sense rule is not to do anything 

you wouldn’t do at home and leave everything as you found it.  

 
 
“By following these simple rules your visit should be a positive experience both for 
you and the local people you meet on your travels“  
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B. CASE STUDY: THE RESPONSIBLE TOURISM ALONG THE FORTIFIED 

CHURCHES ROUTE, ROMANIA 
 
The Cultural Route of the Fortified Churches is along four counties in South Transylvania – 

Sibiu, Braşov, Mureş and Alba.  

The project is the only one dealing with all these counties and using the cultural theme to 
link the local stakeholders and develop a regional identity. 

The project was initiated by Mioritics in 2007 
with the support of UNESCO Venice Office under the 
“Cultural Heritage - a bridge towards a shared 

future” program in South-East Europe (10 
countries/partners participating). Mioritics is the 

only NGO involved in this program (all the others 
are Ministries of Culture) and the project was 
presented several times like best practice during 

the UNESCO Ministerial Conferences or UNESCO 
Experts Meetings. 

 
The main objective of this project is 

valorification of the cultural heritage and development of the local communities. 

The South and South-East area of Transylvania holds a vast and rich cultural heritage and 
tourist potential unfortunately not enough valorised – the Fortified Churches. The fortified 

churches, representing all the important types of this phenomenon of European architecture, 
constitute not only the ending point or a variation of it, but also architectural masterpieces, due 
to the way they have intermingled and adapted, over more than two centuries, the most 

complex and elaborate forms of the time. These accomplishments are not isolated; on the 
contrary, they are representative for a general phenomenon on a well defined geographical and 

historical area - the Saxon colonisations on the ancient "royal lands" of Transylvania. The 
fortified churches are outstanding as a group. Nowhere in the world can one find within such a 

narrow perimeter so many fortified churches (over 150). That proves this cultural phenomenon 
had spread all over this geographical and ethnic area.  

Founded also by German craftsmen and merchants, Sighisoara, Brasov and Sibiu are a fine 

examples of fortified medieval towns which played an important strategic and commercial role 
on the fringes of central Europe for several centuries. These towns are now one of the most 

important tourist attractions in Romania and they are perfectly placed for visiting the villages 
with fortified churches area. Despite all of this and due to the lack of information and promotion, 
the villages with fortified churches are still undeveloped in terms of tourist services and 

infrastructure. In many cases is the local communities credit for these fortified churches were 
preserved until today. 

In its work, Mioritics understand cultural heritage to be an important factor of regional 
development, local/regional cultural identity and cultural tourism. Moreover the regional cultural 
heritage is seen as an important aspect of quality of life, sense of place and living culture of the 

local people.  
As a result of the Route of the Fortified Churches initiative was founded four information 

points: in Sighişoara, Sibiu, Râşnov and Alţâna.  
 
Specified objectives 
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• Promotion of the cultural and natural heritage in Southern Transylvania  

• Small-group cultural tours with accommodation and meals in local guesthouses  
• Organization of cultural events  

• Trainings for locals  
• Support for crafts in the Saxon villages  
• Implementation of European Cultural Routes Programme in Romania 

 
Activities 

 Complete travel assistance in all offices managed by Mioritics or its partners 
 Daily trips with local guides to the most important fortified churches and historic 

towns  

 Biking and hiking tours to experience the freedom of the hills, meadows and 
Transylvanian forests  

 Photo tours 
 Cultural events and local food tasting in the villages 
 Expertise for developing the cultural routes 

 
Facilities 

 Information, maps, brochures, internet access in the Info Points 
 Rent-a-bike, GPS navigators and maps for biking routes 
 Accommodation in traditional guest-houses 

 A valuable library about cultural tourism and European cultural routes 

2.2.2. Community Involvement in Tourism Development 
 

A. Theoretical Framework  
 

Since 1985, Murphy13 underlined the importance of local involvement in tourism 
development: he indicated that the success of tourism relies on the goodwill and cooperation of 

local people because they are part of the tourism product.  
There are various way to encourage community involvement in the tourism industry and to 

attract community support and participation. Community participation is an essential 
determinant to ensure that local communities will benefit from tourism and that their lifestyles 
and values are being respected. 

Several authors have discussed the different ways in which local communities can be 
involved in tourism activities. Timothy14, for instance, has made a distinction between 

participation in the decision making process and the involvement in the benefits of tourism. 
Pretty15 has created a more refined typology of participation in development projects, mainly 
focusing on the agricultural sector (this has been useful in many (rural) development projects). 

Prettys’ typology has later been adapted by France (1998) to fit the context of tourism 
development. Both start off from a rather passive form of participation in which the community 

has no say in the project planning and is not involved in any of the benefits either. Through 

                                                           
13 Murphy, P. E. (1985). Tourism: A community approach. London: Routledge. 
14 Timothy, D. J. (1999). Participatory planning: A view of tourism in Indonesia. Annals of Tourism Research 26(2) 
15 Pretty, J. (1995). Participatory learning for sustainable agriculture. World Development 23(8). 
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various steps, including consultation and some other types of partial participation, the highest 

level of community participation is self-mobilization. In this phase local communities have full 
control over the decision making process as well as over the execution and benefits. In this 

case, tourism development is seen as sustainable and the local community is independent.  
Based on both these typologies, Tosun16 (2006) developed another typology for community 

participation in tourism. He distinguishes between: 

 

  
 

 
The Concept of Community Involvement in Tourism (CIT) 
 
The core aim of CIT is to enable a significant number of local community members to 

gradually gain substantial control over the development and management of tourism activities in 
their region. Thus, the major proportion of the (financial) benefits would remain within the local 
economy. Local residents need to have a voice in making decisions about tourism development 

in their areas and collaborate with other stakeholders to develop opportunities for employment, 
enterprises and new skills to improve their livelihoods. Some activities require participatory 

planning processes, while others, such as enterprise development, may be performed by 
individuals and families. 

 

Besides Financial Benefits, Community Involvement in Tourism should: 
 strengthen education and interpretation as part of the tourism services; 

 increase local and visitor awareness of conservation and biodiversity; 
 minimize negative impacts on the natural and socio-cultural environment; 
 facilitate sharing of cultural knowledge; 

 preserve archeological sites and historic buildings; 
 stimulate community beautification (including waste management) and heritage 

restoration; 
 support organizational development of the community; 

 guarantee local control over village homelands; 
 build community pride.    
 

 

                                                           
16 Tosun, C. (2006). Expected nature of community participation in tourism development. Tourism Management 27. 

• is here regarded as a bottom-up type of 
participation, meaning that the ideas and 
decisions were made at the local level

Spontaneous 
participation 

• are both top-down, and can be 
distinguished mainly by having no control 
at all (coercive) or having limited choices 
(induced)

Coercive and induced 
participation 
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Constraints to Community Involvement in Tourism  
 
However, there are several constraints to community participation in tourism activities: 
 

 Communities are heterogeneous. A community consists of many different kinds of 
people, often with unequal positions and different aspirations. This leads to an unequal 

opportunity of community members to participate in tourism activities. Community members 
with a higher status are more likely to participate in tourism development and will not always 

act in the best interest of other community members. The question that thus remains is who 
and how many people in the local community should participate. 

 Communities frequently lack information, resources and power. This makes it 

especially difficult to reach the market. The community is thus dependent on other stakeholders, 
and therefore vulnerable. Communities often do not have ownership over the natural resources 

and land. Thus when land is owned by outsiders, locals are limited by the owners.  
 Most poor communities have difficulties with attracting capital or resources to 

build the facilities and infrastructure that is necessary for tourism development.  
Another analysis of the limitations to community participation was done by Tosun (2000), 

who distinguishes between three general categories of limitations: 

 First, there are limitations at the operational level. This includes the centralization of 
tourism administration which makes it too difficult for the locals to become involved, as well as a 

lack of coordination due to fragmentation in the tourism industry.  

- Community Involvement in Tourism means to create wealth for local communities. CIT 
encompasses all ethnic groups, and therefore, it is sensitive to local cultures and beliefs of 
all people. 

- Community Involvement in Tourism is not limited to cultural, village or ethnic tourism only 
as it includes mainstream tourism activities and service provision to tourists and the 

tourism industry. In the immediate industry these opportunities include the provision of 
accommodation, tour and attraction products targeted at a range of niche markets. Local 
ethnic knowledge and local flora and fauna provide an exceptional starting point for nature 

related tourism attractions, such as bird watching or recreational fishing. Tourists appealed 
by this expertise would generate demand for food and beverages, village guiding, 

accommodation and ancillary services. The provision of these products and services include 
many more roles such as food production, transport, arts and crafts, cultural performances 
(e.g. dancing, singing, story-telling) and cultural demonstrations such as weaving, 

agricultural practices, music, craft making and cooking.  
- Community members should be encouraged to start their own small and medium 

enterprises or to act as investors or even joint venture partners with the public or private 

sectors. 
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 Structural limitations in community participation in tourism development are the 

second type. One of the structural limitations is the attitudes of professionals who are frequently 
unwilling to negotiate with locals, or locals are not in the position to negotiate with them 

properly. Another structural limitation is that there frequently does not exist a legal system in 
developing countries to protect the rights of local communities. Other structural limitations 
include some of the already discussed problems, such as the lack of human and financial 

resources and the dominance of the elite in tourism development. Furthermore, community 
participation is time consuming and costs relatively a lot of money.  

 The final sets of constraints as defined by Tosun are the cultural limitations, which 
relate to the low level of awareness of the local community concerning the social-cultural, 
economic and political consequences of tourism development. The incentive for participation is 

therefore relatively low.  
 

Practicing a responsible tourism would help reduce the adverse effects of the tourist 
activities and we must stimulate local community to realize that protecting the environment and 
goals must be in their best interests first, then, in the second level, in the interest of tourists. 

Responsible tourism is trying to limit the negative impact in the areas concerned, on local 
communities and local population of the destination host. 

  

Source: Pavlos Arvanitis, Sibiu Workshop, March 2013 

 
 

B. Case Studies  
 

B1. CASE STUDY I: SIBIU, ROMANIA - EUROPEAN CAPITAL OF CULTURE 
2007 

 
In Europe, one particularly prominent model of cultural event-led regeneration has been 

the European Capital of Culture (ECOC), a year-long celebration of civic and European culture 
which rotates between the member states of the EU. 

The origins of the Cultural Capital event were put forward in 1983 by Melina Mercouri, the 

Greek Minister for Culture at that time. The event was designed to “help bring the peoples of the 
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member states closer together” through the “expression of a culture which, in its historical 

emergence and contemporary development, is characterized by having both common elements 
and a richness born of diversity”’ (European Commission, 1985). In view of the fact that the 

proposal came from Greece, Athens was appointed the first Cultural Capital in 1985.  
Since then, the event has rotated around the member states of the EU, with a different city 

being awarded the honor every year (the initiative has, to date, been awarded to more than 50 

cities across the European Union).  
The European Capital of Culture Action was introduced in 1999 by the Decision N 

1419/1999/EC of the European Parliament and of the Council of 25 May 1999 establishing a 
Community action for the European Capital of Culture event for the years 2005-2019.   

This Decision created a specific Action, whose overall objective was to “highlight the 

richness and diversity of European cultures and the features they share, as well as to promote 
the greater mutual acquaintance between European citizens”. 

Also, the initiative is designed to: 
 highlight the artistic movements and styles shared by Europeans which it has inspired or 

to which it has made a significant contribution; 

 promote events involving people active in culture from other cities in Member States and 
leading to lasting cultural cooperation, and to foster their movement within the European 

Union; 
 support and develop creative work, which is an essential element in any cultural policy; 
 ensure the mobilization and participation of large sections of the population and, as a 

consequence, the social impact of the action and its continuity beyond the year of the 
events; 

 encourage the reception of citizens of the Union and the widest possible dissemination of 
the various events by employing all forms of multimedia: 

 promote dialogue between European cultures and those from other parts of the world 
and, in that spirit; 

 optimize the opening up to, and understanding of others, which are fundamental cultural 

values; 
 exploit the historic heritage, urban architecture and quality of life in the city. 

 
The European Capital of Cultural programmes are unique due to their scale, duration, scope 

and the range of stakeholders and partners. No other large-scale cultural events are directly 

comparable to the European Capital of Culture, and hosting the event was an unprecedented 
experience for most cities17. 

 Communication and promotion is closely related to some of the key objectives established 
by the European Capital of Culture Programme, such as the enhancement of city image, 
attracting visitors to the city, or expanding the local audience for culture. 

The most frequently used media by the European Capitals of Culture were print and 
broadcasting, while new technologies (internet, SMS, QR Code) were comprehensively exploited 

by several recent European Capitals of Culture.   
 
 

                                                           
17  Palmer/Rae Associates, “European Cities and Capitals of Culture”, Study prepared for the European Commission, 

Brussels, 2004 

„Cultural capitals are cities which are cultural recognized as major cultural 
centers, but which have had to invest heavily in cultural infrastructure just the same 

because of competition from other European cities” (Green M., 2001) 
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The European Capitals of Culture (from 1985 to 2014) designated were: 
 

 
 
 

“SIBIU, ROMANIA - EUROPEAN CAPITAL OF CULTURE 2007” PROGRAMME 
 

In 2004, the EU Council of Culture Ministers has voted unanimously the decision number 
2004/654/CE according to which Luxemburg and Sibiu will be the two cultural capitals of 
2007 in partnership. Sibiu was the first European Capital of Culture (ECOC) to be held in one of 

the post - 2004 EU accession Countries, and it represented a major challenge in being organised 
just as Romania was joining the EU. 

Sibiu/Hermannstadt has been, for centuries, the meeting point of European civilizations - 
Western and Central Europe found here the turning point towards Byzantium, the Balkans and 
the gates to Central Asia.   

The theme chosen by Sibiu/Hermannstadt - “City of Culture-City of Cultures” - matches 
very well the ones of Luxembourg – “Europe of the Future” and “Discovering Yourself – 

Discovering Others”.  
 

The main reasons for Sibiu designation as European Cultural Capital were: 

1985 - 1994

• 1985 - Athens (Greece)

• 1986 - Florence (Italy) 

• 1987- Amsterdam (Netherlands)

• 1988 - Berlin (Germany)

• 1989 - Paris (France)

• 1990 - Glasgow (England)

• 1991 - Dublin (Ireland)

• 1992 - Madrid (Spain)

• 1993 - Antwerp (Belgium)

• 1994 - Lisbon (Portugal)

1995 - 2004

• 1995 - Luxembourg (Luxembourg)

• 1996 - Copenhagen (Danmark)

• 1997 - Thessaloniki (Greece)

• 1998 - Stockholm (Sweden)

• 1999 - Weimar (Germany)

• 2000 - Avignon (France), 
Bergen(Norway), Bologna (Italy), 
Brussels (Belgium), Helsinki
(Finland), Kraków (Poland) , Prague
( Czech Republic), Reykjavik
(Iceland), Santiago de Compostela
(Spain)

• 2001 - Rotterdam (Netherlands), 
Porto (Portugal)

• 2002 - Bruges (Belgium), 
Salamanca (Spain)

• 2003 - Graz (Austria)

• 2004 - Genoa (Italy), Lille (France)

2005 - 2014

• 2005 - Cork (Ireland)

• 2006: Patras (Greece)

• 2007: Luxemburg (Luxemburg), 
Sibiu (Romania)

• 2008: Liverpool (England), 
Stavanger (Norway)

• 2009: Linz (Austria), Vilnius
(Lithuania)

• 2010: Essen (Germany), Pécs
(Hungary), Istanbul (Turkey)

• 2011- Turku (Finand), Tallinn
(Estonia)

• 2012 - Maribor (Slovenia) , 
Guimarães (Portugal) 

• 2013 - Marseille (France), Košice
(Slovakia)

• 2014 - Riga (Latvia) , Umeå
(Sweden)
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 Sibiu County, one of the most beautiful regions of the country and home of numerous 
treasures, both natural and cultural, is situated in the centre of Romania, at the foothills 

of the Carpathians Mountains; 
 Sibiu City, the county capital, is one of the most beautiful medieval towns in Transylvania 

- the medieval fortifications, Gothic churches, Renaissance buildings and elegant Baroque 

palaces, give Sibiu a special charm, transforming it into an objective of cultural patrimony 
in and of itself;  

 Sibiu has a rich network of cultural and educational institutions with European relevant 
collections and activities; 

 The multicultural traditions of the city give continuity to the city’s culture and makes Sibiu 

an important cultural centre in the region; 
 Many partnerships and European cooperation programmes developed by Sibiu; 

 Sibiu experience in organizing large events and traditions, such as Festivals of Folk, Jazz, 
Theatre, Film etc.; 

 Western atmosphere of the city, expressed in particular by the quality of life, style of 

living together and the values systems promoted by its citizens; 
 Sibiu is very well-known for its museum and art exhibitions; 

 A well-developed network of restaurants has presented specific local and regional 
gastronomic specialties of high quality, as well as international cuisine of high standard.  
 

MISSION STATEMENT - The “Sibiu European Capital of Culture 2007” Programme was 
designed to promote cultural cooperation and to celebrate the European destiny of Sibiu, 

through a cultural programme with European dimension and 
significance. 

 “Sibiu European Capital of Culture 2007” provided 
opportunities for social inclusion and cohesion, business, 
education, tourism, heritage and urban regeneration at every 

level.  
 

OBJECTIVES - The main aims of the event were: 
 Raising the international profile of Sibiu;   
 Long-term cultural development;   

 Attracting national and international visitors;   
 Enhancing feelings of pride and self-confidence;   

 Growing and expanding the local audience for culture;   
 Improving social cohesion and creating an economic downstream;   
 Improving cultural and non-cultural infrastructure;  

 Developing relationships with other European cities/regions and promoting European 
cultural cooperation;  

 Promoting creativity and innovation.  
 

COMMUNICATION AND PROMOTION - The key 

objectives for 2007 CCE Programme in terms of 
communications and promotion were: 

 Raising the international profile of the city; 
 Changing the image of the city; 
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 Increasing foreign and domestic tourism; 

 Broadening audiences for culture; 
 Improving the availability and dissemination of information about the programme is a 

major task, now under the process of construction. 
 
Sibiu 2007 CCE Programme had several communications priorities: 

 Promoting the profile of the city 
 Promoting the brand/image of the Capital of Culture 

 Promoting the cultural programme of the Capital of Culture 
 
In order to better implement the programme, the local representatives, administration, 

artistic groups, cultural institutions and associations founded the Association Sibiu 2007 
European Cultural Capital, which aimed, the planning, preparation, financing and 

implementation of the “Sibiu European Capital of Culture 2007” Programme. 
This Association had the following responsibilities: 

- General coordination for Sibiu 2007 Programme; 

- Thorough look into the objectives and artistic concepts of the Cultural Programme; 
- Selection of the projects in the preliminary stages; 

- Coordination and consultation with the Luxembourgian partners; 
- Implementation of the Cultural Programme; 
- Implementation of the communication and marketing strategy; 

- Administrative and financial management for the Programme. 
  

VISUAL IDENTITY - The Association has been the main stakeholder during the Sibiu 2007 
Programme managing the marketing strategy alongside with the advertising company and the 

partners involved in the programme. When implementing a large scale project like this it is 
essential to have a clear and unique message communicated and so, the Association created the 
Visual Identity Guidelines18 which described the elements to be used by the different cultural 

partners in order to promote the visual identity of Sibiu 2007 Programme within the context of 
its own event and the rules and limitations for using these elements. 

 

                                                           
18 Visual Identity Guidelines, Coordination Office for Sibiu European Capital of Culture 2007 Program 
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The main communication vehicle used during 2007 event was the Programme website: 
www.sibiu2007.ro which was in Romanian, English and German so both national and 
international tourists could find useful information. 

 

“SIBIU, ROMANIA - EUROPEAN CAPITAL OF CULTURE 2007” PROGRAMME 

A CITY OF CULTURE – A CITY OF CULTURES 

The programme of Sibiu 2007 consists of events with European significance and strives to 
fulfill the task of any European Capital of Culture - to promote cultural co-operation and 

understanding across Europe.  
 

 
 
The cultural events had the goal of focusing the attention upon the multicultural, religious 

pluralism and multilingual richness of the city, upon encouraging the harmony between the 
religious communities, upon the preservation of the linguistic diversity. 
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“SIBIU, ROMANIA - EUROPEAN CAPITAL 
OF CULTURE 2007” PROGRAMME 

A SIX-MAINLINES CULTURAL CONCEPT 
 

Under the Sibiu European Capital of Culture 2007 
programme were presented 337 projects, in total 

2062 events.  
Events were grouped by the following sections:  
 Performing arts – Festive City 

 Music – Voices of Sibiu 
 Cooperation with Luxemburg and EU countries – 

EuROpe 
 Heritage & Architecture, installations – 

Historical City – City of arts 

 Literature, publications 
 Film, photo, multimedia – Challenges for Eyes 

and Mind 
 Mobility, research – Beyond Frontiers 

“SIBIU, ROMANIA - EUROPEAN CAPITAL 
OF CULTURE 2007” PROGRAMME 

EVENTS BENEFITS 
 
 The Sibiu European Capital of Culture Programme aimed to develop a “new tourism 
concept” in 2007, with the following aims: 

 promoting high-quality, ecologically sound, tourist experiences in Sibiu and the 

surrounding region; 
 providing satisfaction. Tourists must enjoy their stay here, they must be so satisfied with 

their experience that they will be willing to tell others about the city. This programme 
aims to integrate our tourism industry into an all-embracing concept, and connect it to a 
regional services network which operates at high standards. 

 intensifying the tourism marketing. In this regard, the activities include: 
- the promotion of the historical city centre; 

- easy access to the sights and monuments in the region; 
- the promotion and reintegration of the tourism market of our mountain resort at Păltiniş 

(situated in the close proximity to the city); 

 An ample event gathered in Sibiu thousands of representatives of the entire Christian Europe; 

 Authors from several European countries brought their contribution with writings to be 

published and read within the European Poetry Marathon; 

 The literature and publications sections included readings and translations from different 

authors; 

 Shows and fairs presented the traditions of cultures living in Sibiu; 

 “Faces of Transylvania”- exhibition in Cisnădiei Citadel; 

 “Unknown Europeans” – writers and photographers captured the unknown aspects of the city. 
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- planning and organizing local, regional, inter-regional, national and international events; 

- developing a gastronomic and hotel industry of high quality, enhanced by an attractive 
calendar of cultural and artistic events; 

- developing new forms of tourism: religious, scientific and cultural, which can make 
better use of the local and regional conditions.  
 

Some of the major impacts of the ECC cultural event in Sibiu tourism development were: 

 
 

A. Impact on local population and 
major stakeholders

• The major impact might be considered the 
influence that ECOC had on the local 
community, as reflected in the opinions of 
major stakeholders and residents. 

• Interestingly, there was also an increase in 
the quality of life and social cohesion 
benefits of the ECOC among the residents in 
2011 compared to 2009.

B. Tourism Development Effects 

• The impact of the ECOC on the general growth 
in tourism supply before, but mainly after the 
event focused on hotels and other 
accommodation facilities in terms of number 
of hotels’ beds, but also in terms of the 
standards of the accommodation 
establishments. 

• Since 2001 the number of hotels has more 
than doubled and the total registered 
accommodation units have grown by 40% to fit 
the increased demand.
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So, even though the Sibiu city’s tourist development was obvious mostly during the year of 

holding this title, the effects of holding this title were even further. According to Richards and 
Rotariu (2010) and Nistor (2008) three large categories of effects brought about by the 

organization of this programme in Sibiu, which are: 
 

 
 

C. Tourism Economic Impact
•All major events are supposed to boost the 
tourists’ arrivals and increase the income 
of the organizing area. Statistical data and 
field research have shown that Sibiu has 
enjoyed significant outcomes in spite of the 
effect of the global crises. 

•The tourists’ arrivals reached a pick in 2007 
as a result of the large number of events 
organized. Spend levels increased particularly 
sharply during the ECOC in 2007, largely 
because of the influx of foreign visitors. 

• It can be estimate that the total tourism 
spending was  €26 million in 2010 - this 
indicates that the ECOC had a strong and 
stable positive impact on local tourism 
development over the longer term.

D. Visitor behaviour, quality of the 
visits experiences

•The ECOC changed the cultural 
consumption of cultural attractions. Since 
2007, the tourists have been visiting an even 
wider range of attractions (ASTRA Museum, 
the Lower Town and the Fortifications, 
Orthodox and Evangelic Cathedrals).

•The number of visitors – locals and tourists –
has constantly increased. 

•The new expertise and the ability to work in 
the community has encouraged the local 
authorities to launch a new major event for 
2012 - “Sibiu Baroque Update”.

1. City marketing and economic (including infrastructure) 

• mainly refers to public and private investments in the regeneration of public spaces and the 
modernising of cultural facilities; attraction of new investors; improvement of the city’s image 
and the establishing of a long-term image of the city and its culture; promoting sustainable 
local creative products and facilities as well as cultural participation; overall long-term 
development of the cultural infrastructure; the stimulation and transformation of urban 
development;

2. Tourism

• in the sense of the development of a more rational tourism policy: inclusion of the city in 
successful tourist destinations; attraction of more visitors;

3. Social and institutional issues 

• referring to enhancing feelings of local pride and self-confidence; more pronounced, 
integrated cultural management led to the development of a more varied supply of cultural 
events in Sibiu, while paths for cooperation between professionals from different cultural 
disciplines led to the emergence of new cultural providers which had not been previously 
recognised; improved social cohesion.
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The development and management of an European Capital of Culture is one of the most 

complex areas of modern government and is basically a kind of a balancing act, not so 
much between competing priorities – as in other areas of policy – but far more between 

competing visions on the role of culture in society. 

B2. CASE STUDY II: SIBIU REGIONAL ECOMUSEUM (ECOMUZEUL REGIONAL 

SIBIU), ROMANIA  
 

Ecomuseums: a networking approach for the local development and the 
responsible tourism  
 
Ecomuseum is "a cultural institution that provides permanent functions of research, 

conservation, development of natural and cultural resources, representative of an environment 
and way of life in a specific territory, with the participation of the population” (Rivière, Art. 1 of 
the French Ecomuseums National Charter).  

As a model for local development, Ecomuseums are moving to practices and projects for 
sustainable development of resources and promotion of responsible tourism, able to coexist in 

harmonious economic goals, cultural and tourist development. 
  
Hugues de Varine, former Secretary-General of ICOM19, was first person who proposed the 

term éco-musée to distinguish the approaches promoted by new museology. This idea promote 
museums which involve local communities and use heritage resources to support sustainable 

development. The word, éco-musée, first used at a meeting of ICOM in Dijon, France, in 1971 is 
anglicized as ‘ecomuseum’. 

Another important figure who promoted the museum's role in local development was a 

French museologist, George Henri Rivičre. He and Varine conducted experimental projects 
working with local communities in many rural areas of France. The core concept of these 

projects was about how local people could use their heritage to strengthen the local economy, 
aid local identity and improve their lives. 

 

 
 

 
 
 

 
 

 
 
 

 
 

 
 
René Rivard, a French-Canadian museologist, provided a definition of the ecomuseum as 

being a territory encompassing both tangible and intangible heritage, including the memories of 

                                                           
19 The International Council of Museum 

In Rivière’s conception, an ecomuseum is: 

- an instrument conceived by the public authority and the local population; 

- a mirror in which the population observes its own image, but also that of previous and 

future generations; 

- a mirror that it shows to visitors so they can understand them, but, especially, respect 

their industry, customs and identity;  

- a laboratory as long as it contributes to the study of the past and the present of the 

population in its environment and that promotes the training of specialists;  

- a conservation centre as long as it supports the preservation and development of the 

natural and cultural heritage of the population;  

- a school as long as it involves the population in the study and protection of itself, but 

also encourages it towards a clearer understanding of its future. 
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the people who live there. Since then, the ecomuseum model has been developed, particularly 

in Europe, where a group of European institutions created the “European Network of 
Ecomuseums.” This network defines the ecomuseum as “a dynamic way in which communities 

preserve, interpret, and manage their heritage for a sustainable development. An Ecomuseum is 
based on a community agreement.”20 

Maurizio Maggi defines an ecomuseum as a very special kind of museum based on an 

agreement by which a local community takes care of a place (M.Maggi, 2002, Ecomusei. Guida 
europea, Torino-Londra-Venezia, Umberto Allemandi & C.), where: 

• agreement, means a long term commitment, not necessarily an obligation by the law;  
• local Community, means a local authority and a local population jointly; 
• take care, means that some ethic commitment and a vision for a future local development 

are needed; 
• place, means not just a surface but complex layers of cultural, social, environmental 

values which define a unique local heritage. 
 
Peter Davis21 states that the degree to which a museum demonstrates true ecomuseum 

characteristics might be gauged by the amount of overlap in a three circles model (community, 
museum and social, cultural, natural environment) and in its ability to capture a sense of place 

(Figure 3). 

 
 

Figure 3. The Concept of the Ecomuseum, after Peter Davis 

                                                           
20 Declaration of Intent of the Long Net Workshop, Trento (Italy), May 2004 in 
http://en.wikipedia.org/wiki/Ecomuseum#Definition_from_the_European_Network_of_Ecomuseums, retrieved on 5 
December 2011. 
21 P. Davis, 1999, Ecomuseums: a sense of place, Newcastle, Newcastle Univ. Press 
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In 2007, Peter Davis provided a concise definition of the ecomuseum as “a community 
driven heritage project that aids sustainable development.”22 The main issue he raises 

here is about the philosophy and practice of the ecomuseum, which centers on the conviction 
that local people should play a central role in supporting heritage projects and activities that in 
response to their own particular situation. 

In the Larousse dictionary (2010), the ecomuseum is defined as a cultural institution that 
ensures within a given territory research, conservation, presentation and exploitation functions 

for an ensemble of natural and cultural goods representative for a space and the ways of life 
that succeed one another. 

 

With the increased importance given to sustainable development, the Ecomuseum is 
becoming a centre of interest since it aims at contributing to the sustainability of a territorial 

identity in the territory itself. Thus, the fundamental ideas within the concept of an 
ecomuseum are that: 

 

• The heritage, protected and presented, is not only constituted of architecture and objects. 
It is a territory with all its components: from the landscape to its inhabitants, with its 

architecture, its historical heritage, its agricultural processes, its crafts and customs; 
• This heritage is not protected outside of its context as in museums of traditions and of 

rural life; protection and presentation take place ”in-situ”; 

• Because it is the result of life, this heritage can be protected and presented only with the 
contribution of the local population. 

  
The idea of the ecomuseum is embedded within places, capturing their distinctive 

characteristics and histories. They reflect a particular geography and the ways in which people 
have used and modified the land over time. The boundary of the ecomuseum’s territory need 
not be defined in by geographical features such as mountains and rivers, or by existing political 

boundaries. Instead the boundary can be defined by culture, for instance, a dialect, musical 
traditions or particular forms of dress. In fact, it is the people who decide what they value in the 

environment or what they want to preserve, cherish and interpret for themselves and for 
visitors.  

 

                                                           
22 Davis, Peter. (2007). New museologies and the ecomuseum. In: Graham, B. and Howard, P, ed. Research 
Companion to Heritage and Identity. Ashgate. 
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Figure 4. Graphic representation of the Ecomuseum Davis 1999 (after Rivard 1984) 
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The pillars of an ideal ecomuseum are: 
 

1. Sense and Spirit of Place. What is special about a place should be defined by the 
locals themselves--it should actually reflect what they value, how they picture their own ‘sense 
of place’. Moreover, in working with communities on safeguarding their heritage resources, 

cultural practitioners should be concerned with revitalizing cultural heritage in the local 
environment. This kind of heritage work is called in situ conservation and interpretation. The 

heritage will be conserved and interpreted in its own situational context and it will not be moved 
to a special building or a museum.  

2. Community involvement. At its heart, the ecomuseum is premised upon a democratic 
approach. This means that decisions regarding heritage management are made by the local 
community of cultural bearers. This democratic ideal of the ecomuseum often presents 

challenges in contexts where there are deeply entrenched social hierarchies, and in countries 
where the government takes a more top-down approach to heritage management.  

3. The flexibility of the Ecomuseum model. Another defining feature of the ecomuseum 
is its flexibility. It can be adapted to the unique context and history of each place. Thus, the 
ecomuseum can be a project focusing on an industrial site or an archaeological site, or it can 

encompass a whole range of intangible cultural heritages in a given territory. In sum, the 
ecomuseum can be adjusted according to the community of culture bearers and the specificities 

of place.  
 
 Based on these three main concepts of the ecomuseum, were developed the 21 key 

ecomuseum principles, which fall broadly within following categories: 
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The museum becomes through this form of organization, that of the ecomuseum, an 
instrument incorporated within the local political life which is based on important objectives such 

as the local heritage, history, identity and memory.  
Self-financing represents, for some structures, the stability that enables it to find a balance 

between political and economic. Overall, an ecomuseum is implanted where there is a need to 

support collective memory threatened by the disappearance of the activity that first represented 
the economic basis of the settlement. The ecomuseum can thus be defined as the incarnation of 

a continuity of economic activity.  
The ecomuseum is not a museum like any other, but more than this, it is a space jointly 

exploited by the population in the territory it functions together in order to pass on, to future 

generations, the knowledge, the behaviour, the customs and work techniques.  
The actors involved in the management of ecomuseums, enterprises based on the idea of 

functionality organized around the notion of project, enter a wide category that encompasses 
public authorities (local, regional and central) and non-governmental organization and the 
population as well. The professional training centers in culture have an important role in training 

specialized personnel, thanks to whose programs specialists gain skills in the field of adequate 
conservations and development. 

Today, the concept of the ecomuseum is regarded as an active expression of the school of 
thought known as “New Museology” that emerged between the 1960s and 1970s; the original 

Participation

•1. Originated and steered by local communities

•2. Allow for public participation in a democratic manner

•3. Joint ownership and management-double input system

•4. Emphasis on process rather than on product

•5. Encourages collaboration with network of partners

•6. Dependent on substantial active voluntary efforts

Ecomuseum functions and ways of working

•7. Focus on local identities and sense of place

•8. Encompasses a 'geographical' territory, which can be determined by different shared characteristics

•9. Covers both spatial and temporal aspects -diachronic rather than simply synchronic

•10. Fragmented 'museum' with network of hub and antennae of buildings and sites

•11. Promotes preservation, conservation and safeguarding of heritage resources in situ

•12. Equal attention given to immovable and movable tangible and intangible heritage resources

Targets that the ecomuseum could achieve

•13. Stimulates sustainable development and responsible use of resources

•14. Allows for change and development for a better future

•15. Encourages an ongoing programme of documentation of past and present life and interactions with environmental 
factors

•16. Promotes research with different inputs-from local 'specialists' to academics

•17. Promotes multi-disciplinary and inter-disciplinary approaches to research

•18. Promotes a holistic approach to interpretation of culture/nature relationships

•19. Illustrates interconnectedness between: nature/culture; past/present; technology/individual

•20. Provides for an intersection between heritage and responsible tourism

•21. Brings benefits to local communities e.g. sense of pride, regeneration, and economic, social and cultural capital
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museology focused on how museums might assist disadvantaged communities, becoming a 

social actor in a process of societal, cultural and environmental transformation. While traditional 
museums have frequently favored high culture, ecomuseums encouraged an appreciation of the 

significance of the commonplace as local people began to recognize value and interpret their 
own cultural and environmental resources, promoting the values of participation and community 
control of heritage. 

Today, more than 400 ecomuseums exist around the world, the majority being in Europe23. 
At European level, there is the European Network of Ecomuseums. In 2004, the declaration of 

intention was signed by the participants at the Long Networks, Ecomuseums and Europe 
reunion, which took place in Trento during May 5 and May 8, 2004, and which defined an 
ecomuseum as: a dynamic method through which communities can conserve, interpret and 

manage their heritage in the spirit of sustainable development, based on community agreement.  
 

State Number of Ecomuseums European Union 
 

Number of Ecomuseums 

 

Argentina 4 Belgium 4 

Australia 2 Czech Republic 4 

Brazil 16 Denmark 4 

Canadian 13 Finland 1 

Chile 1 France 87 

China 10 Germany 2 

Costa Rica 4 Greece 1 

Ecuador 1 Italy 143 

India 1 Netherlands 1 

Japan 9 Norway 2 

Mexico 1 Poland 22 

Senegal 1 Portugal 13 

USA 1 Slovakia 1 

Venezuela 1 Spain 43 

Vietnam 2 Sweden 12 

  Switzerland 4 

  Turkey 1 

  United Kingdom 3 

TOTAL 67 TOTAL 348 

   
An analysis of the ecomuseum observatory database24 indicates that 98% of ecomuseums 

are located in rural areas and emphasize the link with local history, local landscapes, natural 
resources, biotopes and agricultural practices. 

In conclusion, in comparison to a traditional museum, the ecomuseum is different because 
it depends on the following elements: a cultural process, a community, a territory, the use of 
cultural and natural heritage as a factor of evolution for the local community. 

                                                           
23 At European level, there is the European Network of Ecomuseums. 
24 www.irespiemonte.it  

http://www.irespiemonte.it/
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The management of these institutions depends on local authorities, although regional 

government does support with money and administration. Sometimes, other economic resources 
come from national institutions (ministry of Tourism, for instance) or European programmes. 
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THE SIBIU REGIONAL ECOMUSEUM, ROMANIA 
 
The first ecomuseum in Romania – Sibiu Regional Ecomuseum (Ecomuzeul Regional Sibiu) 

– is an example of how heritage, landscape and identity were linked and gained more 
importance in the context of the “Sibiu European Capital of Culture 2007” Programme (initiated 

by the European Commission). Heritage is an essential part of different strategies used by local 
people in Sibiu region to promote economic, social and cultural development and to increase the 
global competitiveness of regions (in this specific case, Transylvania). The issue of rural heritage 

is strongly related to that of cultural and natural landscape that constitutes a 
foundation of people's identity.  

The "Sibiu Regional Ecomuseum" project was initiated in autumn 
2006 by Gaia Heritage Society, soon joined by Astra National Museum 
Complex and the Department of Culture Sibiu. For the program “Sibiu 

Capital of Culture 2007”, the project was proposed by the Association 
“Reuniunea Mărginenilor” from Sălişte, Sibiu, and in July 2006 “The 

Sibiu Regional Ecomuseum” Association, situated in Sibiu, was 
founded, and it took all the responsibilities associated with the 
project.  

The logo of the Sibiu Regional Ecomuseum Association is “the 
Wheel of the World”, which symbolizes the changing nature of life and the heritage that is left by 

everyone.   
 “The Sibiu Regional Ecomuseum” project aims to develop an ecomuseum in the Sibiu 

region (on the territory of six rural municipalities: Sălişte, Gura Râului, Valea Viilor, Moşna, 

Biertan, Săsăuş) which supports local authorities and communities in saving and preserving 
cultural and natural heritage, integration in economical circuits with competitive products, 

creating a quality touristic offers and the shaping of an identity specific to the territory by 
involving local communities.  

Sibiu Regional Ecomuseum is among the few in the world willing to respect the criteria of a 

"true" ecomuseum, because the "MUSEUM" is entirely “IN SITU”, each locality is presented as a 
museum exhibit, the main role being played by the inhabitants, who will welcome the tourists in 

their homes and workshops. Each individual offer, in terms of cultural tourism, is integrated into 
the Ecomuseum concept, but individualized for each village, highlighting people's concerns, 
regardless of nationality, from ancient times until today.  

These localities have established a series of common 
objectives:  

 the creation of local and regional development 
projects in order to obtain extra-budgetary 

financial resources;  
 the creation of an optimal environment for 

research, local communities and tourist 

information activities;  
 printing their own publication;  

 cooperation with other similar organizations 
that promote the same principles and values at 
local, national and international level;  

 conservation of popular customs and traditions;  
 the creation of an agro-tourist network;  
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 local community involvement in the protection of heritage, supporting actions and 

initiatives that serve the purpose of the project.  
This project is based on modern principles for preserving the heritage, seen as being 

constituted not only of objects, but also of the entire area in which they are situated: the 
community, landscape, history, crafts, specific agricultural and industrial activities preserved ‘in 
situ.’ The ecomuseum uses this cultural and natural heritage as a development factor for local 

community.  
The target audience of the project is the potential users of the ecomuseum, inhabitants, 

craftsmen and folk artists, who will be integrated into various activities of the ecomuseum, 
visitors, tourists, students, researchers, etc.  

The Ecomuseum promotes the cultural dialog and mutual understanding of cultures, 

identities and communities in Sibiu, but also all across Europe. Sibiu Ecomuseum is part of a 
sustainable development perspective, because it promotes a comprehensive approach to protect 

and enhance the value of the natural and cultural heritage by the revenues it will generate and 
because it aims for a strong involvement of the local people in this project. (the project’s 
essential resource.) Through its objectives and activities, the Ecomuseum promotes and 

implements the concept of ecotourism. 
 

 
 
 

 

 

 

 

 

 

The ecomuseum is an instrument for the local community to control its changing process: 
The tourists visit an ecomuseum to learn about a specific geographical space, a heritage, 
and about the people where they live. This creates a direct relation with them, unlike in a 

museum where there is no direct connection to the people who have made the displayed 
objects. Our hope is that local people living in these localities become aware of their 

heritage and how they could protect it. (The Sibiu Regional Ecomuseum brochure). 
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The Sibiu Regional Ecomuseum project was implemented in three areas of Sibiu County, in 

South of Transylvania: 
 MĂRGINIMEA SIBIULUI, a specific area (Sălişte – Galeş and Gura Râului); 
 TÂRNAVELOR VALLEY, including villages with Saxon architecture and the UNESCO sites 

(Biertan, Moşna, Valea Viilor); 
 HÂRTIBACIULUI VALLEY, an area with a reduced economic growth and old aged 

population (Chirpăr – Săsăuş).  
 

Each household (out of the 29 selected in 2007) presents itself as being a small museum, 

the guides and curators are the inhabitants themselves.  
 

 
The three circuits suggested by the Ecomuseum follow the rediscovery of the traditional 

rural universe: 
 

I. THE TOUR OF ROMANIAN VILLAGES FROM 

MĂRGINIMEA SIBIULUI:  
 

 in Săliște: “Circuit of Traditional Trades” - suggests 
visiting the orthodox church, the mountain village specific 
architecture, traditional households and small craftsmen 

workshops; Sălişte is the spiritual capital of Mărginimea Sibiului and 
shared the ecomuseum the following marks „Cycle of life” or the 

„The Wheel of the world”.   
  in Gura Râului: “Water Civilisation Tour” - the 

inhabitants were guided to “built” a dead museum (by collecting all 

the objects in a certain room); the ecomuseum identified a 
presentation circuit for the presses (seed press and wool fabric 

The Eco-Museum
represents the mirror the population looks in to acknowledge 

its past and to organise its future

MUSEUM

Artefacts

Buildings 

Visitors

RURAL MUSEUMS 
AND COLLECTIONS  
(all closed and not 
visible – artefacts

storage )

LIVING MUSEUM
Artefacts

Buildings 

Visitors

ASTRA Sibiu
National Museum 

Area 

ECO-MUSEUM

Patrimony

Territory

Community

Sibiu Regional Eco-
museum is among 

the few in the world 
willing to respect the 

criteria of a "true" 
eco-museum
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press) in their location - the household, crossed by the old village pond.  

 
 

II. THE CIRCUIT OF THE VILLAGES WITH SAXON ARCHITECTURE ON THE 

TÂRNAVELOR VALLEY (Biertan – Moşna – Valea Viilor)  
 

This circuit is proposed to facilitate the understanding of the old Saxon villages, which 

experienced dramatic changes after the extended migration of the 
Saxon population in the 90’s. The tour proposes visiting traditional 

households, the preserved traditional mills and small craftsmen 
workshops.  

 In Biertan – UNESCO site, the spiritual capital of the Saxons, 

the ecomuseum proposed a circuit of the green pharmacy, because 
until 2011 here was the location of the first rural pharmacy, a healing 

plants garden and a small company producing plant medicine. The 
circuit is completed by the old cooperage, the traditional mill and the 
old carpentry with wooden shutters.  

 In Moşna, the ecomuseum circuit gives an enhanced value to 
traditional agriculture, the Mosna Valley is famous starting the 16th 

century  for the cabbage cultivated here.  
 In Valea Viilor, the ecomuseum proposes a visit of traditional 

households, households preserving traditional occupations related to 
land cultivation and animal breeding. Here, in the land of the wine, 
the vineyards are to be found only in households courtyards and gardens.  

III. THE ENDANGERED BUILT PATRIMONY ON HÂRTIBACIULUI VALLEY (Săsăuş 

and Fofeldea villages, suggested well-

advised public) 

Hârtibaciului Valley is the most likely to be de-

populated area of the Sibiu county, the local patrimony 
is endangered after the Saxons left Romania, their 

households were taken by Romani population. 
Săsăuş and Fofeldea are two villages distinguished 

by their authentic architecture. Nevertheless, time has 

left some severe marks on the buildings which are 
growingly endangered. The Ecomuseum circuit tries to 

better promote this vernacular architecture.  
 

The Ecomuseum project stages were:  
 

 2006 – 2007: The ecomuseum concept elaboration, households identification, 

implementation and inauguration of ecomuseum circuits – organizing ecomuseum events 
(workshops, exhibitions, etc), promotional materials preparation (brochure, maps, 

leaflets, postcards, publication - “The Sibiu Regional Ecomuseum” Association has an 
publication, which includes articles on the valuable sites and objectives in the area, some 
of which forgotten, but also information on township development policies); 
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 2008-2012: capitalizing the specific characteristics of local identities and the relation 

between the local community and its territory;  
- the circuits were handed over to the existing or newly founded local associations 

and administrations: Sălişte (the Tourist Information centre was set up - it is the 
only one in the ecomuseum); 

- two successful festivals were continuously organised, promoting the ecomuseum 

values: Cabbage Festival (in Moşna) and “Marţian Negrea” festival (Valea Viilor);  
- “Obştea Satului” Association, Săsăuş village and the “Tourist Circuit: Săsăuş – 

endangered patrimony” received financial support from the Embassy of France;  
 2013: The “Vecinătăţile Moşnei” Association was founded, the following projects have 

been drawn up: “Following the steps of Stephan Ludwig Roth” and the “Ecomuseum 

circuit” in Mosna, “Preservation, extension, promotion” project financed by EU.  
 2014: it started the implementation of the following EU projects: “The civilisation of 

water” (Mărginimea Sibiului) and “Heritage and traditions in the Valea Viilor locality”. 
These recent projects aim at marking and promoting the ecomuseum thematic trails. 

 

Success factors of the Sibiu Regional Ecomuseum are: 
 involving host communities; 

 creating  strong local partnerships (between different municipalities and tourism 
associations); 

 supporting the integrated local development; 

 creating a dialogue between tradition and modernity, between rural and urban; 
 emphasizing the regional identity (authenticity, hospitality, landscape view, historic value, 

great local products, the architecture, the environment etc.); 
 increasing awareness and involvement of the local authorities and host communities; 

 promoting the cultural dialogue and mutual understanding of cultures, identities and 
communities in Sibiu, but also all across Europe; 

 development and promotion of the region and identification of local needs; 

 increasing of the visibility for the tourist area; 
 practising a responsible tourism, while preserving for future generations natural resources 

necessary for sustaining human life and for its development; 
 traditions, crafts and customs are transmitted from one generation to another and are 

strictly respected as a symbol of unity in the community.  

 
In conclusion, Sibiu Regional Ecomuseum is an innovative cultural project, whose aim is to 

develop the following areas: 
 the protected property is composed not only of objects and architectural sites, but also 

the territory with all this components: from landscapes to people, specific architecture, 

history, agricultural and industrial processes, crafts and traditions; 
 this property is not protected outside its context as a traditional museum dedicated to 

classical traditions and rural life, the protection and presentation of the heritage is made 
in-situ;  

 because it is a result of the history and daily life, this project can be protected and 

presented only by a strong involvement of the locals. An ecomuseum in Sibiu region is 
extremely useful primarily for the conservation and enhancement of the specific identity 

of communities living in this area, presenting their stories for inclusion projects and 
conservation of cultural heritage currently scattered in a more complex approach and 
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sustainable involvement of the regional population to maintain the living character of the 

culture, habits, avoiding these communities and what characterizes them with their 
history to become just “museum objects”. The Ecomuseum contributes to preserving and 

presenting a unified form of cultural and natural heritage of this territory, history and 
identity of communities that live in it. 
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3. KEY KNOWLEDGE RELATED TO CULTURAL TOURISM 

DESTINATIONS 
 

3.1. Cultural Tourism Destination - Definitions  
 

Cultural Landscapes  
  

A cultural landscape is a geographic area that includes manmade cultural resources and 

natural resources associated with a historic event, community, activity, or individual.  
Often, cultural landscapes are the result of one person or group of people acting upon the 

land. Cultural landscapes include grand estates, farmland, public gardens and parks, college 
campuses, cemeteries, scenic highways and even industrial sites. Both rural and urban, are also 
important physical evidence of land use, building a record of the changing shape of our 

settlements. Landscapes exist in relationship to their ecological contexts: as texts and narratives 
of cultures, they are valuable expressions of regional identity. There are four general types of 

cultural landscapes:  
 Historic sites: These are landscapes significant for its association with a historic event, 

activity, or person. Examples include also historic-archaeological sites as a distinctive 

landscape ensemble, historic battlefields, cemeteries, villages and traditional settlements, 
scenic highways and scenic beauty, industrial sites and so on.  

 Historic designed landscapes: it is about a landscape consciously laid out by architects 
and landscape architects, master gardeners and horticulturists according to design 
principles, or amateur gardeners working in a recognized style or tradition. They may be 

associated with a significant person, trend, or event in landscape architecture; or 
illustrate an important development in the theory and practice of landscape architecture. 

Aesthetic values play a significant role in designed landscapes. 
 Historic vernacular landscapes: It is about a landscape that evolved through use by 

the people whose activities or occupancy shaped that landscape. Through social or 

cultural attitudes of an individual, family or a community, the landscape reflects the 
physical, biological, and cultural character of those everyday lives. Function plays a 

significant role in vernacular landscapes. They can be a single property such as a farm or 
a collection of properties such as a district of historic farms along a river valley. Examples 
include rural villages, industrial complexes, and agricultural landscapes. 

 Ethnographic Landscapes: A landscape containing a variety of natural and cultural 
resources that associated people define as heritage resource. Examples are contemporary 

settlements, religious sacred sites and massive geological structures. Small plant 
communities, animals, subsistence and ceremonial grounds are often components. 

Physical evidence can sometimes be recovered by archaeological excavation. Detailed 
survey, recording and the study of photographs, maps, plans and other historical sources 
are primary methods of studying past material culture. If properly interpreted, all 

landscapes have cultural associations, because all landscapes have been affected in some 
way by human action or perception.   
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Cultural Destinations 
 
Tourism occurs as a result of the movement of tourists from their homes to the destinations 

they are visiting. Thus, destinations, in this regard, may be briefly described as places or regions 
with some form of apparent or professed boundary25 having some specific resources, 

attractiveness or characteristics valuable for the visitor where this value varies according to the 
aim of the travel. The tourism destinations’ boundaries may be geographically obvious, but more 

commonly they are set by the visitors’ perceptions and the image they possess.  
Destination, or the terminus of tourists’ holidays, is a complex element linking geography 

(with all the resources – anthropic and natural – made available to tourists) and tourism (with 

all the activities that they can carry out and services that they can consume during their stay). 
The complexity of the destination is that it represents a product and more products at the same 

time. Services forming the tourist product / products offered in a destination, and that must be 
differentiated from those offered by competitors, are brand “formative”.  

Carter and Fabricious defined tourism destination “as the basis unit of analysis in tourism 
which is a distinctly recognizable area with geographic or administrative boundaries that tourists 
visit and stay in during their trip where tourism revenue is significant, or potentially significant, 

to the economy and is serviced by both private and public sector”26. The boundaries and the 
compositions of the destinations may change over time according to the changes in the market 

trends resulting in the obligated application of flexible destination management plans with some 
alternative strategies. 

A local tourism destination is a physical space in which a tourist spends at least one 

overnight. It includes tourism products such as support services and attractions and tourist 
resources within one day’s return travel time27. It has physical and administrative boundaries 

defining its management, and images and perceptions defining its market competitiveness. 
Local destinations incorporate various stakeholders often including a host community, and can 
nest and network to form larger destinations.  

Tourism destinations could be on any scale, from a whole country, a region, a city, village or 
resort, or a self-contained centre (e.g. Center Parc or Disneyland).28 

In conclusion, a common tourism destination definition includes the following aspects: 
 a destination is a cluster or mixture of tangible and intangible products, services, 

images and experiences and all the pull factors (supply-side factors), like attractions 

that the area visited offers; 
 a destination is a set of core and supplemental benefits like infrastructure, destination 

management and marketing applications, and superstructure that the area provides to 
the visitors; 

 a destination consists of the image it creates and has its own identity and character; 

                                                           
25 Kotler, P., John, B. & James, M, (2006) – Marketing for hospitality and tourism. Upper Saddle River: Prentice-Hall  
26 Carter, R. and Fabricious, M. (2007) – Destination management – an overview. UNWTO Conference Creating 
Competitive Advantage for Your Destination, Budapest  
27 World Tourism Organization, 2007 
28 A Practical Guide to Tourism Destination Management, World Tourism Organization, 2007 
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 a destination provides some level of satisfaction for the tourists with its push factors 

(market demand forces), appealing distinguishing characteristics, and the perceived 
value it offers; 

 a destination is a fundamental unit including many complex dimensions of the tourism 
industry offering a wide spectrum of tourism products, offers and services under the 
destination brand.  

 
 

The concept of tourism destination may be considered as the “sense of place” for tourists 
where they want to visit, though in the mind of tourists the “place” may vary from huge 
continent to an island or even a heritage building. 

Today, the spatial and characteristic diversity has become so enormous and the tourism 
destinations contents got so complex that the geographic classification becomes deficient to 

cover all the aspects involved in a destination. Within this regard, Smith (McIntosh et al., 1995) 
identified six categories of tourism based on the tourism experience and motivations of the 
tourists. 

 
Figure 5. Classification of tourism destinations based on tourist experiences and 

attractions (Adapted from Davidoff et al, 1998, McIntosh et al, 1995 and Özdemir, 2008) 
 

The Cultural Tourism is a very complex segment of the “tourism industry”, and “there 
are a great number of definitions of cultural tourism in use, resulting in different definitions 
being used in research studies related to cultural tourism and in the field of cultural tourism.” 

(City Tourism and Culture – The European Experience, 2005). 
One of the most diverse and specific definitions from the 1990s is provided by ICOMOS 

(International Scientific Committee on Cultural Tourism): “Cultural tourism can be defined as 
that activity which enables people to experience the different ways of life of other people, 
thereby gaining at first hand an understanding of their customs, traditions, the physical 
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environment, the intellectual ideas and those places of architectural, historic, archaeological or 

other cultural significance which remain from earlier times. Cultural tourism differs from 
recreational tourism in that it seeks to gain an understanding or appreciation of the nature of 

the place being visited.” (ICOMOS Charter for Cultural Tourism, Draft April 1997). 
The ATLAS Cultural Tourism Research Project program29 (2009) provides us two new 

definitions from a conceptual and a technical perspective: 

 

 
 
The United Nations World Travel Organisation provides us two perspectives of the 

definition of cultural tourism, namely a broad and a narrow approach: 

• “All movements of persons might be included in the definition because they satisfy the 
human need for diversity, tending to raise the cultural level of the individual and giving rise to 

new knowledge, experience and encounters. (broad definition). 
• Movements of persons for essentially cultural motivations such as study tours, 

performing arts and cultural tours, travel to festivals and other cultural events, visits to sites 

and monuments. (narrow definition).” 
 

 
 
 

 
 

 
Prentice (1993) defined the term “heritage” as not only landscapes, natural history, 

buildings, artifacts, cultural traditions and the like that are literally or metaphorically passed on 

from one generation to the other, but those among these which can be promoted as tourism 
products. He also suggested that heritage sites should be differentiated in terms of types of 

heritage: built, natural, and cultural heritage. Furthermore, Hall and Zeppel (1990) supply 
definitions for cultural tourism and heritage tourism. The former is tied with visual attractions, 
performing arts, and festivals, whereas the latter involves visits to historical sites, buildings, and 

monuments. Heritage tourism is referred to as experiential tourism because visitors often wish 
to immerse themselves in the historical environment and experience.  

Peterson (1994) reveals three major reasons for visiting historic sites: to experience a 
different time or place, to learn to enjoy a cerebral experience, and to share with others or 

                                                           
29 One of the most important professional initiatives of cultural tourism is provided by the ATLAS Cultural Tourism 
Research Project which was aiming to establish a transnational database which could provide comparative data on 
cultural tourism trends across Europe (Bonink et al. 1994). 
 

Conceptual Definition

• The movement of persons to 
cultural attractions away from 
their normal place of residence, 
with the intention to gather new 
information and experiences to 
satisfy their cultural needs.

Technical Definition

• All movements of persons to 
specific cultural attractions, such 
as heritage sites, artistic and 
cultural manifestations, arts and 
drama outside their normal place 
of residence.

Cultural Tourism embraces the full range of experiences visitors can undertake to 

learn what makes a destination distinctive – its lifestyle, its heritage, its arts, its 
people – and the business of providing and interpreting that culture to visitors. 

(Commonwealth of Australia Creative Nation, 1994) 
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teach children the history of the site. Heritage tourism is also described as a segment of 

travelers who are highly motivated by performing and visual arts, cultural exhibitions, and other 
related attractions.  

As tourists are becoming more sophisticated, their need to recapture the past has been 
increasing. Tourists have been visiting cultural/heritage sites more frequently. Cultural/heritage 
tourism offers several benefits to tourists and residents, as well as governments:  

- cultural/heritage tourism protects historic, cultural, and natural resources in communities, 
towns, and cities. People become involved in their community when they can relate to 

their personal, family, community, regional, or national heritage. This connection 
motivates residents to safeguard their shared resources and practice good stewardship.  

- cultural/heritage tourism educates residents and tourists about local/regional history and 

traditions. Through the research about and development of heritage/cultural destinations, 
residents will become better informed about local/regional history and traditions which 

can be shared with tourists.  
- cultural/heritage tourism builds closer, stronger communities. Knowledge of heritage 

provides continuity and context for communities, which instills respect in their residents, 

strengthens citizenship values, builds community pride, and improves quality of life. 
- cultural/heritage tourism promotes the economic and civic vitality of a community or 

region. Economic benefits include: the creation of new jobs in the travel industry, at 
cultural attractions, and in travel-related establishments; economic diversification in the 
service industry (restaurants, hotels/motel, bed-and-breakfasts, tour guide services), 

manufacturing (arts and crafts, souvenirs, publications), and agriculture (specialty 
gardens or farmers’ markets); encouragement of local ownership of small businesses; 

higher property values; increased retail sales; and substantial tax revenues. 
 
 

 

 
 

 
 

 
 

3.2. Cultural Tourism Destination - Basic Elements and Attributes 
 

In general, destinations contain a number of basic elements which attract the visitor to 
the destination and which satisfy their needs on arrival. These basic elements can be broken 

down into attractions (the ‘must sees’ or ‘must dos’) and the other remaining elements30 (Figure 
6). The provision and quality of these elements will be influential in the visitor’s decisions to 
make their trip.  
 

                                                           
30 Cho, B. H. (2000), ‘Destination’, in J. Jafari (Ed.), Encyclopaedia of Tourism, Routledge, London and New York.  

Heritage and Cultural Destinations are specific towns, cities, villages and 
resorts that are known for having maintained the history and heritage of the 
destination and/or the culture of the region or country. They could also be 

destinations linked to UNESCO cultural heritage sites. 
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Figure 6. The Basic Elements of the Tourism Destinations (adapted from WTO, 2007) 
  

 Attractions. These are often the focus of visitor attention and may provide the initial 

motivation for the tourist to visit the destination. These can be categorised as natural (e.g. 
beaches, mountains, parks, weather), built (e.g. iconic buildings such as the Eiffel tower, 
heritage monuments, religious buildings, conference and sports facilities), or cultural (e.g. 

museums, theatres, art galleries, cultural events). They could be in the public realm such as a 
nature park, cultural or historical sites or could be community attractions and services such as 

culture, heritage or lifestyle. Other, less tangible factors, such as uniqueness and emotional or 
experiential triggers are also attracting tourists to destinations.  

 Amenities. These are the wide range of services and facilities which support the 

visitors’ stay and include basic infrastructure such as utilities, public transport, and roads as well 
as direct services for the visit such as accommodation, visitor information, recreations facilities, 

guides, operators and catering and shopping facilities.  
 Accessibility. The destination should be accessible to a large population base via 

road, air passenger services, rail or cruise ships. Visitors should also be able to travel with 

relative ease within the destination. Visa requirements, ports of entry, and specific entry 
conditions should be considered as part of the accessibility of the destination.  

 Image.  A unique character or image is crucial in attracting visitors to the destination. 
It is not sufficient to have a good range of attractions and amenities if potential visitors are not 
aware of this. Various means can be used to promote the destinations image (e.g. marketing 

and branding, travel media, e-marketing). The image of the destination includes uniqueness, 
sights, scenes, environmental quality, safety, service levels, and the friendliness of people. 

 Price. Pricing is an important aspect of the destination’s competition with other 
destinations. Price factors relate to the cost of transport to and from the destination as well as 
the cost on the ground of accommodation, attractions, food and tour services. A tourist’s 

decision may also be based on other economic features such as currency exchange.  
 Human Resources. Tourism is labour intensive and interaction with local 

communities is an important aspect of the tourism experience. A well-trained tourism workforce 
and citizens who are equipped and aware of the benefits and responsibilities associated with 
tourism growth are indispensable elements of tourism destination delivery and need to be 

managed in accordance with the destination strategy. 
 

The literature review identified also several attributes of the cultural destination which 
satisfy tourists when they visit these destinations. The following table illustrates the attributes 

Destination appeal and experiences 
offered are shaped by:

Attractions
Public and 

Private 
Amenities

Accessibility
Human 

Resources 
Image and 
Character

Price
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identified in some research studies about cultural tourism, which include cultural attributes as 

well as infrastructure attributes, such as food, shopping places, accommodations, etc. 
 

 Sofield 
1998 

Anderson 
1997 

Richards 
1996 

Janiskee 
1996 

Glasson 
1994 

Peleggi 
1996 

Philipp 
1993 

Jin 
Huh31 
2001 

History/Tradition x    x    

Monuments / 
Monumental Ruins 

  x   x  x 

Historical buildings  x x  x x x x 

Culture villages x     x  x 

University/College     x  x  

Museums  x x x x x x x 

Galleries  x x    x x 

Traditional scenery x      x x 

Arts (music/dance) x  x x   x x 

Arhitecture x  x     x 

Handicrafts x  x x  x x x 

Theaters  x x  x   x 

Festivals/Events x x x x    x 

Old town (city)   x   x   

Historic people  x x     x 

Religious places   x   x x x 

Food  x  x   x x 

Shopping places  x   x  x x 

Information Centres      x  x 

Atmosphere/People     x   x 

Indoor Facilities     x   x 

Accesibility     x   x 

Expensiveness     x   x 

Accomodations        x 

Tour package        x 

Guide        x 

Souvenirs        x 

 

 

3.3. Cultural Tourism Traveller 
 

The heritage tourist seeks travel experiences that broaden and deepen his or her 

understanding of other places and people. The heritage tourist wants to experience destinations 
with a distinctive sense of place. Perhaps tired of the sameness of strip malls everywhere, 

today’s traveler, it seems, is in search of the genuine or authentic. 
 

Researchers described the cultural tourist profile: 
 

                                                           
31 Tourist Satisfaction with cultural/heritage sites: the Virginia Historic Triangle, Thesis submitted by Jin Huh to the Faculty of the 

Virginia Polytechnic Institute and State University, Blacksburg, Virginia, 2002 
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 "Well" educated – Most heritage tourists have advanced degrees. Education level is the 

single most significant factor that influences cultural and heritage participation and travel. 
 Older – Participation in cultural and heritage events peaks between ages 45 and 65, when 

people are at the height of their careers, earning power, and discretionary income. 
 Influenced by women – Women typically plan family vacations and group trips, and also 

control more personal discretionary income. 

 Cosmopolitan – International travel is growing; Those travelers seeking heritage or 
cultural events 

 Accountability-driven – Increasing access to global communication has made heritage 
travelers more discerning and better informed. They look for value for the dollar and 
experiences that will meet their expectations. 

 Generous in spending – Visitors to historic and cultural sites spend about $62 more per 
day than other visitors. They tend to spend money on antiques, art, gourmet food, wine, 

health food, and outdoor experiences such as biking, hiking, canoeing, and bird watching. 
 More inclined to stay overnight in hotels and bed and breakfasts. 
 More inclined to stay longer than the average traveler. 

 More likely to visit a diversity of sites, cities, and regions than the average traveler. 
 Wants high quality services – The tourist looks for quality in infrastructure and services, 

as well as in program content. 
 Interested in authenticity – The heritage tourist seeks out experiences that are authentic 

in order to learn about a community’s history and culture. 

 Wants easy-to-do, accessible quality travel experiences. Due to time constraints, 
including less leisure time, the heritage tourist wants a unique and enriching travel 

experience that combines education, entertainment, and authenticity. 
 

 
 
 

3.4. Destination Management and Destination Marketing 
 

Destination management and destination marketing have become “mainstream” topics in 
the tourism research literature since the year 2000. Today, these two concepts are also integral 
to professional practice in tourism destinations; they now represent the platform for achieving 

excellence in tourism destinations. It is especially important that destination management 
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organizations (DMOs) perform all of their roles with balanced intensity and that a systematic and 

research-based marketing planning process be followed. 
 

Destination Management is the coordination and integration of all of the elements of the 
destination mix in a particular geographic area based upon a defined tourism strategy and plan. 
The destination mix elements are the attractions and events, facilities (hotels, restaurants, etc.), 

transportation, infrastructure, and hospitality resources. In addition, destination management 
encompasses the image - making, branding, and marketing and communications of all that the 

place has to offer to tourists. 
Destination management organizations (DMOs) have the overall responsibility for the 

coordination and integration of the destination mix elements, and for destination marketing. 

Many DMOs are government departments, while others are quasi-governmental. DMO structures 
vary according to local practices and governmental systems. 

The destination mix and the destination product are similar concepts. Every destination has 
four destination product components: 

• Physical products. These include physical items such as attractions, facilities, 

transportation, and infrastructure. The attractions play the pivotal role in drawing tourists 
to the destination. There must be convenient transportation access to the destination and 

good infrastructure (e.g., electrical power, sewerage, telephone communications, etc.) to 
support safe and enjoyable travel within the destination. There must be adequate hotel 
and restaurants to cater to the needs of tourists.  

• People. Local people provide the hospitality resources as the hosts and providers of 
personal services. Local cultures and lifestyles are also often very appealing to tourists. 

Community residents should be made aware of the benefits of tourism.  
• Packages. All destinations have a set of packages and programs that can be purchased 

and used by tourists. Packages are assembled by travel agencies, tour operators and 
others, and combine many elements of the total travel experience. They are organized 
either by themes or route itineraries, and often are based upon industry partnerships. 

Packages can be purchased through traditional retail channels including at travel 
agencies, or be bought online.  

• Programs. Events, festivals, and activities are arranged or programmed for tourists. 
Well-designed and well-promoted festivals and events draw tourists to destinations, so 
they share this role with attractions. Programs of activities are also prearranged for 

tourists with specific interests.  
 

Destination Consultancy Group (DCG), a US-based tourism consulting company, identifies 
the roles of the DMO in destination management as leadership and coordination; research and 
planning; product development; marketing and promotion; partnerships and team-building; and 

community relations (Figure 7).  
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Figure 7. Roles of the DMO in Destination Management (adaptation from Destination 
Consultancy Group, 2012) 

 
 Leadership and coordination: The DMO has a leadership role in tourism within the 

destination; it sets the overall direction for tourism in the future. There are many others 

involved in tourism in the destination, so the DMO also acts as a coordinator of the efforts of 
everyone on the destination team.  

 Planning and research: The DMO has a key role in preparing tourism policies, plans 
and strategies for the destination. It conducts research on existing and potential target markets 
to guide future marketing and product development decisions. The DMO tracks the programs of 

its main competitors and continually seeks out best practice case studies to improve product 
development and marketing.  

 Product development: The DMO has the overall responsibility for the sustainable 
development of the tourism product including physical products, people, packages, and 
programs. It takes inventory of the current destination offerings and assists with continuous 

product quality improvements. Additionally, the DMO identifies new tourism product 
development opportunities and provides assistance in realizing these projects and programs.  

 Marketing and promotion: The DMO develops the overall marketing strategy and 
prepares long-term and short-term marketing plans for tourism. It identifies the priority target 
markets and selects the most effective image or identity for the destination, culminating in the 

implementation of an effective branding approach. The DMO uses the integrated marketing 
communications method combining online and traditional promotions to inform and persuade 

tourists to come to the destination.  
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 Partnership and team-building: The DMO puts together an effective destination team 

and builds alliances to achieve the destination’s product development and marketing goals. 
Some of the partnerships are established within the destination, while others are with external 

parties including travel agencies, tour operators, transportation providers, MICE planners, and 
others.  

 Community relations: The DMO acts as the main champion and advocate for tourism 

within the destination by raising the awareness and profile of tourism locally to support the 
achievement of its product development and marketing goals. Additionally, the DMO may 

consult with community residents when making important decisions that will affect their 
lifestyles and living standards. 
 

Destination marketing is one of the most important DMO roles. So the planning of 
destination marketing takes on a high priority for a DMO and destination marketing planning 

must be done professionally and thoroughly.  
Every DMO needs to plan its destination marketing and it is very important to think of this 

planning as consisting of long-term (strategic) and short-term (tactical) time dimensions. For 

destination marketing, the strategic dimension is defined as three to five years into the future, 
while the tactical dimension is one to two years ahead. A core part of the destination marketing 

planning process is the creation of a time-ordered hierarchy of marketing goals and objectives: 
 

 Destination vision: Every DMO’s destination marketing efforts should be driven by a set of  

explicitly articulated marketing goals. These goals should be established to achieve the 
destination vision, which is identified through a planning process known as visioning 

where the outcome is the definition of a “super long-term goal” for the destination. A 
more formal description of the destination vision statement is that it represents a concise, 

desired “word picture” of the destination at some point in the future. It is a verbal image 
of the destination that local people aspire for it to become. The vision provides a clear 
focus on what the destination will strive to be. This sets the overall direction for the 

tourism marketing and development of the destination in the upcoming years. The  
destination visioning process should be completed in three stages: (1) envisioning an 

image of the desired future destination state which; (2) when effectively communicated to 
those responsible; (3) serves to empower these people so they can enact the vision. 

 DMO Vision: The destination vision statement creates a pathway for future marketing 

action. However, the prime responsibility and accountability for achieving the destination 
vision is given to the officially recognized DMO. The next step is for the DMO to define its 

own vision for the future that will set it on the right course to achieving the destination 
vision in cooperation with its internal and external stakeholders. 

 Destination Marketing Goals: The destination marketing goals are like stepping-stones on 

the DMO’s path to realizing the destination and DMO visions. They are longer-term (three 
to five years) measurable results that the DMO wants to achieve for its destination 

marketing. It is best if the destination marketing goals are target-market and time-
specific, and state an intended result in a quantified format, but not all marketing goals 
exactly fit these criteria. 

 Destination Marketing Objectives: Destination marketing objectives are short-term 
(usually within one year) measurable results that the DMO wants to achieve. These 

objectives must be based on the marketing goals and be interim steps toward achieving 
these goals. As with the goals, marketing objectives should, if possible, be target-market 
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and time-specific, and indicate a quantified result. It should be realized here that many 

DMOs have marketing objectives, but have not derived these through a visioning process 
and goal-setting. Marketing objectives are often set as part of the annual process of 

developing a marketing plan. While marketing objectives are essential foundations for a 
marketing plan, they are more effective when derived from a long-term visioning process 
and goal setting. 

 DMO Mission: The DMO mission, articulated in its mission statement, describes its reason 
for being. It is a broad statement about the organization’s business and scope, services 

and products, markets served and overall philosophy. The mission statement is not a goal 
or objective, but rather it is a clear description of what the DMO does and who it serves. 
DMO mission statements are sometimes confused with vision statements and goals, but 

these are three quite different concepts. In fact, the DMO's mission statement should be 
derived from the destination and DMO vision statements and be consistent with the 

destination marketing goals. 
 

Destination marketing aims to communicate the destinations’ personality and image to the 

target markets at the right time, right place, and the right timing. Thus, the image of the 
destinations may have multiple dimensions since there are so many factors that affect the 

tourism destinations demand and supply. Environments that have unique cultural sites, heritage 
sites, natural beauties, nice climate, museums, sustainability, high service quality, interesting 
local arts and heritage, unique geography, and cultural history are all potentially rewarded 

destinations for tourists. With the new trend in destination management and the changing role 
of destination management organizations, the promotional and developing efforts for destination 

are maximized with additional benefits of gained synergy.  
 

3.5. Interpretative Planning – Added Value for Cultural Tourism 
Destination  

 

Interpretive  planning is a mixt process of marketing and management that identifies and 
produces significant visitor experience  and involves themes, presentation media, audiences and 
evaluation procedures (Harpers Ferry, 1998: 6-48, NPS: 2000:3-9, Ham, 2005:4). Planning for 

visitor experiences is an integral component of general tourism and management plans. 
Interpretive Planning is a set of procedures and mechanisms that strive to connect people’s in 

situ experiences with significant phenomena and events considering at the same time economic 
benefits for local economies, sustainable uses of local resources and quality visitor services. The 

interpretive planning process should therefore include a hierarchical set of indispensable 
components such as   

– the reasons and the objective of cultural operators and heritage managers to offer 

interpretive services,  
– knowledge of audience and resource including a significance assessment process,  

– media selection,   
– implementation steps and evaluation procedures.    

 

Interpretive  planning has to be visitor centric in a holistic way and provide visitors with 
comfortable in situ experiences. It is very unlikely that visitors return, if they are not well 

serviced with valid directional information and properly functioning facilities. They do not wish to 
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feel that they might get lost, miss sections of the site or parts of programs offered, nor to play 

hide and seek with consumer related services. Interpretive planning should therefore considers 
site facilities and orientation and tourism related services such as  transport and accessibility 

issues, catering, shopping and accommodation information, distance and time on tracks, 
important features identified on an orientation map, seasonal problems such as very high or 
very low temperatures, (Owen et al., 2004:76, Colquhoun, 2005:93). 

 
Interpretation, creatively conceived and powerfully delivered, lies at the heart of this 

process: Instead of a chronological array of series and facts the Narrator provides  a clear focus 
for connections with the various resources by demonstrating the cohesive development of 
relevant ideas. Creating connections, e.g. links between visitor experience and interests and the 

meanings of the resource is a crucial element for the length of stay time at the Site and the 
quality of visitor satisfaction. Connections can be subtle or sublime and relate to places, things, 

and ideas; they may be described as moments of intellectual and/or emotional revelation, 
perception, insight or discovery related to the meanings of the resource”.  The Narrator strives 
to offer visitors meaningful associations embedded in personalized narrative structures, e.g. to 

make the special connections that exist between the spectators and the  items evident. In order 
to construct meaningful associations in the given heritage context the Narrator motivates 

visitors to careful, accurate, inquisitive observation and facilitates discovery and participatory 
activities by helping visitors recognize that as more information is gathered, their understanding 
changes and grows.    

 
In order to make cultural resources accessible to a wide public besides protection and 

conservation effective tools are required to plan for quality visitor experiences. The interpretive 
planning process is a heritage management tool that identifies and produces significant visitor 

experiences, involves themes, presentation media, audience segmentation and evaluation 
procedures. As a collaborative process it involves national and local governments, local 
authorities, cultural operators and diverse guardian institutions, communities, private owners, 

volunteers. Originated from a supply side tourism planning perspective, it incorporates a set of 
procedures and mechanisms that strive to connect in situ or virtual experiences with significant 

phenomena and events considering at the same time economic benefits for local economies, 
sustainable uses of local resources and quality visitor.  

 

The process model  considers also site facilities and orientation, tourism related services 
such as transport and accessibility issues, catering, shopping and accommodation information, 

distance and time on tracks, important features identified on an orientation map, seasonal 
problems such as very high or very low temperatures etc. Key issues in the interpretive process  
are the planner’s ability to master human cognitive mechanisms of acquiring and retaining 

information and to adapt through hermeneutical information processing scientific context and 
terminology to a recreational learning environment in favour of the visitor in diverse tourism 

contexts: sites, collections, trails, websites, etc. With an ability to objectively identify the 
essential elements of indoor and outdoor cultural spaces, strategies and plans which better 
safeguard valuable assets can be crafted. 

Interpretive services enhance leisure experiences by incorporating educational elements  in 
recreational settings, meeting an audience’s demand, which prefers educational interactive 

entertainment to passive observation (Schauble at al. 1997:3, Prentice et al., 1998:6, Anderson 
1999:50-58, Packer and Ballantyne, 2001:139).  
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Learning objectives are met if enthusiasm is created among visitors for the goals of the 

managing agencies. In leisure settings, however, learning experiences are not  imposed by 
conventional instruction methods. Learning in recreational environments is tailored to non-

captive audiences, a fact that differentiates instructional design from formal academic settings 
(Packer, 2001:150-158, Ham and Krumpe, 1996:11-23). In contrast to formal education, where 
learning motivation is often dependent on fear of punishment or on forfeiture of reward, learning 

content must rather be willingly embraced by visitors.  In leisure settings audiences select freely  
to attend or ignore communication content; in addition, visitors’ perspective regarding the 

experience and the learning outcomes may be paramount to recreational objectives. Interpretive 
products and services should therefore offer enjoyment and relevance to audiences based on 
clearly organized message nuclei, if they are to attract visitors.  
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4. POLICY IMPLICATIONS 
 
Government legislates, regulates and is responsible for land use and development 

planning: it imposes taxation and it benefits businesses in the tourist sector by providing 
marketing, a benefit rarely afforded to other sectors. Businesses and the ‘industry’ tend to want 

more marketing and less regulation and taxation. 
It is to national governments that tourism business turns for international marketing 

support, tax reliefs and subsidies and for infrastructure investment. It is to local authorities that 

people turn to manage the pollution caused by tourists, to remove litter from the streets and 
commons, to regulate coach parking or through planning to object to a change of use or the 

building of a hotel. Both spheres of government need to work together if tourism is to be 
effectively managed. 

The industry seeks support from government through wholly funded or heavily subsidized 

international marketing, demands for infrastructure development and tax reliefs. The industry is 
clear about what government can do for it, and it demands attention. The challenge for 

government is to turn the question.  
“In any community where tourism occurs there will be direct and indirect beneficiaries, 

those who are unaffected and those who are disadvantaged.” 

There is a wide range of reasons why government needs to deal with tourism. These 
reasons range from economic development and regeneration to place making, social inclusion 

and the maintenance of cultural and natural heritage. 
The fragmented nature of the tourism industry is not conducive to integrated, holistic 

regulation that encompasses all aspects of the industry. The dispersed nature of the tourism 
industry produces diffuse impacts that fall under the jurisdictions of different federal, state, and 
local agencies. Moreover, enforcement and compliance problems make it particularly difficult to 

regulate tourist activities.  
For these reasons educational efforts seem more promising than regulation to minimize 

many of the environmental impacts of tourism that are not now regulated. Education can be 
used to support existing regulations, and to encourage environmentally responsible behavior 
where no regulations exist. 

Educational efforts to promote environmentally responsible tourism should be framed in 
accordance with the targeted audience (e.g., tourists, industry sectors). Tourists may be more 

receptive to educational efforts that focus on the environmental benefits of altering their 
behavior than to regulatory prohibitions per se.  

However, educational efforts geared towards industry sectors seem most effective when 

cost savings and the marketing benefits of “being green” are emphasized.  
Although environmental awareness has had an important impact on the tourism industry, 

economic motives are still primary. Therefore, educational programs aimed at tourism service 
providers should emphasize the potential economic and marketing benefits of environmental 
stewardship. 

 

Ecomuseums and Governance Processes 
 

When ecomuseums are involved in governance processes, they can help to implement a 

culture of territorial governance – governmentality – that pays attention to issues related to 
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local development. Governmentality suggests that knowledge is not simply a tool or a resource 

of central government but an opportunity for self-governance.  
Hence it indicates the “art of government” in the widest sense, i.e. with a concept of 

“government” that is not limited to state or local politics but includes a wide range of actors and 
control techniques. Combining the idea of “government” and “mentality,” it refers in particular to 
the relationship between the practices of government and local knowledge of government’s 

objectives.  
Ecomuseums, by encouraging a culture of democratic territorial governance, promote 

responsible behaviors of both local stakeholders and individual people. Such efforts to embrace 
wider systems of governance are crucial to strengthen sense of place, to promote participation, 
and lead to the conservation of the natural and cultural environment. When ecomuseums start 

being part of spatial governance process they can reinforce a mentality of governance oriented 
to communities and their environment at local/regional and national levels. 

 
It has been argued that though museums are often profoundly involved in sustainability, 

through their sharing of knowledge from the past and their social missions, they are often 

unaware of their contribution to a larger sustainability movement (Museums Association 2009).  
The ecomuseum addresses to the public, work with the public, it takes part into the 

community life; the projects developed in these institutions value the work of the neighborhood 
associations and syndicates, develop museology concepts which value the cultural heritage, 
systematize the local cultural tourism and preserve the social memory, among other actions 

performed by the community. 
 

Among the impacts benefits and characteristics of ecomuseum we mention: 
 It should allow for public participation in all decision-making processes and activities in a 

democratic manner.  
 In an ecomuseum, an emphasis is usually placed on the processes of heritage 

management rather than on heritage products for consumption.  

 An ecomuseum is likely to encourage collaboration with local crafts people, artists, 
writers, actors and musicians.   

 It often depends on substantial active voluntary efforts by local stakeholders.   
 It focuses on local identity and sense of place.  
 It often encompasses as ‘geographical’ territory, which can be determined by different 

shared characteristics.   
 It covers both spatial and temporal aspects. In relation to the temporal, it looks at 

continuity and change over time. Therefore, its approach is diachronic rather than 
synchronic.  

 The ecomuseum often takes the form of a ‘fragmented museum’, consisting of a network 

with a hub and antennae of different buildings and sites.   
 It promotes preservation, conservation and safeguarding of heritage resources in situ.   

 In the ecomuseum ideal, equal attention is paid to immovable and movable tangible 
material culture, and to intangible heritage resources.  

 The ecomuseum stimulates sustainable development and use of resources.  

 It allows for change and development for a better future.  
 It encourages an ongoing programme of documentation of past and present life and 

people’s interactions with all environmental factors (including physical, economic, social, 
cultural, and political).  
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 It promotes research at a number of levels – from the research and understanding of local 

‘specialists’ to research by academics.  
 It promotes multi-disciplinary and inter-disciplinary approaches to research.  

 The ecomuseum ideal encourages a holistic approach to the interpretation of 
nature/culture relationships.  

 It often attempts to illustrate connections between: technology/individual, nature/culture, 

and past /present.  
 The ecomuseum can provide for an intersection between heritage and responsible 

tourism.  
 It can bring benefits to local communities, for example a sense of pride, regeneration, 

and/or economic income. 

 
The existence or the willingness to establish an ecomuseum entails a series of decisions 

and policy implications at local, regional or national level. To achieve the ecomuseum’s 
philosophy and to profit from its advantages, such as regional development activities requires a 
change of framework. The administration may establish the strong roots necessary for its 

development.  
First, it should be ensured the legal framework for such a project which would require the 

issuance of laws, government decisions, rules and regulations etc.  
Then, once developed, the ecomuseum can attract a number of other investments in 

support infrastructure, governmental funds for research, education, development and 

preservation. It can urgent the governance to construct more infrastructures and to promote 
tourism to revitalize the local economies. 

Most Ecomuseums are built in poor rural areas, so the prime problem facing community 
residents is not the protection of the cultural heritage or to participate in community 

management, but to develop the economy and improve living conditions. Thus it is necessarily 
to spend considerable time to help local residents understand the ecomuseum and their own 
culture. The power for assistance and guidance must come from outside the community, the 

government and experts being suitable to take on this role. The government's work is not only 
to furnish policies, but also to provide funds to develop and safeguard the ecomuseum. Experts' 

work is not only to afford guidance in community participation, but also how to assist the 
community to develop rational profitable tourist activities. Only through their fair guidance, the 
capacity for “active” instead of “passive” community participation can emerge. 

The existence of a financial policy/strategy to ensure the preservation and continuity of 
ecomuseum is absolutely necessary. The government provides indispensable financial support. 

Funds for ecomuseums partly come from the government at autonomous region level and from 
the government of city and county levels. The government can pay wages for staff of 
ecomuseums managed by public culture heritage units. 

On the other hand, the ecomuseum offers opportunities to promote the intercultural 
dialogue, for example through the occasions of social encounter deriving from public events 

(conferences, celebrations, etc.) and didactic activities (workshops, courses, etc.), where the 
different members of the community can meet, share experiences and collect memories, the 
parameters constructing the sense of belonging to a community include participation, social 

bonding and shared emotional connection.  
Therefore, because of its role in communication and relationship, in politic context, the 

ecomuseum can be an important “weapon”, serve to implement the government’s development 
plan for a region or to promote different opinions and public policies.  
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Independently from the nature of their governments, all countries experiencing deep 

transformation of their public spaces identify problems in collective decision-making. However, 
there is some potential for the application of the participative tools and landscape interpretation 

methodologies tested and promoted by ecomuseums. How to make them work in practice is an 
intriguing intellectual challenge inthe framework of “active” spatial governance. 

In annex no. 1 there are presented the Opportunities and Challenges of the Community 

Involvement in Tourism (CIT).  
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5. HOST COMMUNITIES AND RESPONSIBLE TOURISM” 

TRANSFER PROCESS 
 
Transferring good practices is a complex process, which requires the support of expert 

facilitators and change agents. It is defined as a process of identifying and learning from best 
practices and applying them in a new configuration or a new location. The key factor in the 

transfer of good practices is to make the ‘recipients of good practices’ understand the need for 
the implementation of good practices.  

Essentially, the transfer of good practices demands changes in performance, 

communication and behaviour. Therefore, the parties involved in the exchange of good 
practices, ‘the source’ and ‘the recipient’ should work together on the teaching, learning and 

improvement process. 
Besides removing obstacles of good practices transfer, organisations have to create an 

environment, which facilitates the transfer of good practices. The organisations have to adopt 

many features to facilitate the transfer of good practices. The most common among them are: 
 Benchmarking teams: they are formed to take care of internal and external benchmarking 

projects. 
 Good practice teams: good practice teams are a permanent part of the networking 

infrastructure of an organisation. 
 Knowledge and practice networks: facilitate ‘communities of practice’ to share expertise, 

which enables them to become knowledge networks 

 
An effective good practices program identifies a core set of advantages and then translates 

the benefits into a deployment plan suited for an area or for a special case. Good practices 
transfer is not an exercise of standardization because the implementation will vary often from 
one area to another. 

 
The presented good practices are fully transferable, this process depending on each 

country's legislation on consumer protection, other laws, rules or regulation of the tourism 
industry, and the desire of local people to get involved in this process. 

We have identified several measures that might be taken for the transfer of good practices: 

 Cross-border partnerships - the EU Strategy handles the cross border tourism co-
operations (cross border investments, transnational tourism services, tourism motivated 

mobility, subsidiary transport means) as priority, which basically are based on the 
local/regional values and the cultural characteristics. Cross border co-operation in 
tourism development can be built upon the experience of former and current 

transnational tourism co-operations (e.g. IPA, Euro-regions) which serve as examples 
and base at the same time.  These partnerships can be materialized through: common 

tourism product and destination development; the creation of transnational products and 
product packages; the creation of a common legal framework, or regulations”; the 
creation of common legal entities or destination management organizations where 

possible; the establishment and development of collaborative networks; the creation of 
international tours, thematic routes or events. 

 Partnerships - Partnerships between certain key factors at tourist destination level can 
ensure the successful implementation of good practices. 



 

           
 
 

 

  INTERREG IVC project CHARTS Good Practice Guide „Host Communities and Responsible Tourism”      69 
 

Engaging Culture and Heritage for Sustainable Tourism Development 

 

 
 

 

 Policy Formulation - the harmonization of the legal framework, consensus in planning 

for tourism destination development/management; formulation of the legal framework, 
regulations, guidelines, inspired by the lesson learned from the good practices.  

 Foundation of an NGO – an Open Collaborative Network to guarantee the transfer of 

the good practices. A non-profit- NGO benefits a series of multilevel actors from the 3 
spheres of public administration, civil society, economy and the third sector such as local 

action groups, the private sector, professional unions, chambers of commerce, NGOs, 
local heritage organizations and initiatives. These actors can acquire access to all jointly 
developed planning and management tools implemented by the project.  

 Strengthening the local population awareness - the local population’s receptive 
capacity for tourism (preparedness to host visitors), and openness (mental construction, 

affinity or aversion in relation to tourism) is determinant for implementing new products 
and concepts. This can be effectively supported by strengthening local relations, and by 
the transfer of relevant knowledge. The orientation and involvement of local inhabitants 

in the preparation of tourism/culture projects, in the problem solution, and 
environmental awareness can serve as the first steps of shaping the attitude. 

 Promoting clusters in the major areas - these cluster formations integrate the 
interested actors in a given tourism product development in order to achieve the 

common aims. To the cooperative membership of the clusters the following actors 
should be involved: attraction developers, tourism service providers, event organizers 
and the concerned institutions and enterprises which are interested in taking the 

products to the market. The product development activity of the clusters should also 
cover the fields of creating product brands and the qualification systems. In the latter 

activity training, coaching, marketing and PR enterprises could also be involved. 

 

The creation of this cultural infrastructure allows local people to actively participate in the 

management and preservation of cultural heritage and the creation of a common space of 
management. Also, the museum contributes to the economic dynamics of the area, seeking a 
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real sustainable development and supporting initiatives that enable people in rural areas to 

diversify their activities and sources of income. In this way, the enhancement of landscape is 
carried out side to side with those who created and shaped it, the local people. 

 

6.  CONCLUSIONS AND RECOMMENDATIONS 
 

 
Tourism can bring a number of benefits, including the enhancement of economic 

opportunities by creating more jobs for local residents, increasing incomes and by the 

stimulation or creation of local and regional markets. Tourism can also help to protect natural 
and cultural heritage, preserve the values through education and interpretation, and help to 

support research and development of good environmental practices. Tourism can enhance 
quality of life through improved infrastructures, enhanced intercultural understanding and the 
valuation by local people of their culture, their heritage and traditions.     

The international increase of tourism provides an opportunity for local communities – 
especially rural, poor and marginalized people – to take up gainful employment or other income 

generating opportunities in tourism by selling goods and services to visitors.  
 
Local communities have to face with the degradation of their ‘original’ culture so “there are 

a growing number of places in search of new forms of articulation between culture and tourism 
which can help to strengthen rather than water down local culture, which can raise the value 

accruing to local communities and improve the links between local creativity and tourism.” 
 According to this new trend, it seems that one of the most important trend and 

development of cultural tourism in the recent years lead us to the establishment of creative 
tourism which serves the needs of a more sustainable cultural tourism in today’s tourism 
industry. So, based on the vulnerability of the destinations we strongly have to stress that only 

conscious tourism planning methods and practice will be able to take into consideration the 
principles of sustainability and carrying capacity in the given (cultural) tourism region. 

 
In future, local communities need to increasingly develop tourism activities and enterprises 

in addition to the already existing and planned measures of the private and public sector. 

However, accordingly to experiences in other countries, there are a number of challenges 
related to the integration of local communities towards sustainable and responsible tourism 

development.  
The involvement of local people is nothing more than survival of traditions form the perfect 

environment and resources under the current tourism developments.  

The local community is a social unit that shares the same specific lifestyle and feeling of 
belonging to a certain region. Its role is particularly important because without its involvement 

tourism could have been forgotten. Elements such as traditional costumes, crafts, gastronomy 
products, handicraft items are the things that make tourists wish to return.  

Community involvement needs to be an integral part of a strategy for holistic tourism 

promotion from the local to the national level. 
 

The main principles that all actors have to respect and that reflect the values of responsible 
tourism are: 

1. Enhancing the centrality of the host community  
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 Responsible tourism recognises the centrality of the host community and its right to be 

the driver of the sustainable and socially responsible development of its territory; 
 It acts supporting the positive interaction between the tourism industry, the local 

community and travellers; 
 It respects and encourage the right of local communities to decide the tourism 

development in their territory and establishes continuous fair-trade co-operation. Local 

communities can express an opinion about the tourism movements, deciding whether to 
welcome visitors or not and, if yes, choose appropriate welcoming proposal.  

 
2. Supporting the meeting with cultural backgrounds and the knowledge of the 

historical and environmental heritage of the destinations visited, respecting the 

differences  
 

 Responsible tourism acts to draw growing attention on the interaction between tourists, 
tourism industry and host community, respecting cultural differences; 

 It proposes travel solutions which allow travellers to interact with places and people living 

in the destinations visited and to deepen the knowledge of the historical, cultural and 
environmental heritage; 

 It favours relationships between travellers, people and local communities, by creating 
opportunities for meeting and exchange; 

 It asks the traveller to adapt to local customs, in the light of mutual respect and equal 

dignity between cultures and customs. 
 

3. Developing travellers’ awareness 
 Responsible tourism aims that travellers become conscious of their role as consumers of a 

responsible tourism product, which affect the quality of tourism supply and the lives of 
millions of people residing in the destinations; 

 It asks the traveller to assess his/her real travel motivations and the travel organizers to 

prepare tourists before leaving, in order to make them aware of the characteristics and 
peculiarities of the travel he/she is going to do; 

 The traveller is asked to think about the environmental, social and economic impacts of 
his/her travel also during and after the travel itself. 

 

4. Minimising environmental and social impacts 
 Responsible tourism aims at minimising socio-cultural and environmental impacts 

produced by tourist flows and activities; 
 It acts supporting choices that imply a minimum environmental impact, asking both local 

communities and travellers to become aware of different travel impacts, in order to guide 

their behavior; 
 It proposes a critical remark on means of transport at high environmental impact, like air 

flights, promoting the travellers’ consciousness about this issue and carrying out 
compensation policies. 

 

5. Developing solidarity economy/equity/legality 
- Responsible tourism is tourism developed according to the principles of economic and 

social justice, respecting the environment and culture; 
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- It makes sure that the price paid is equitable for all (tourists, operators and local 

communities) and that the income produced also benefit other sectors and have positive 
social impacts at destination; 

- It favors the use of local small scale or family managed services (accommodation, 
restaurants, transports, etc.) and prefers those services that can be used by both visitors 
and residents; 

- It operates so that the actors involved in responsible tourism activities respect the 
regulations in force and there is an acknowledgment of the specificity of this kind of 

tourism by tourism authorities. 
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7.  GLOSSARY 

 

Community-
based 

Tourism 

A form of tourism in which a significant number of local people have 
substantial control over and involvement in its tourism development and 
management. 

Conscientious 

Tourism 

It implies travelling with one’s conscience and connecting with others in a 
particular place. Travel encourages a deeper understanding of people and 

place and this concept recognizes the fact that travellers engage in various 
activities in the same day. 

Cultural 

Attraction 

An attraction of cultural origin as a manifestation of that culture without the 
original intention of serving tourism. May be tangible (building, landscape, 
object) or intangible (dance, song, art style).  

Cultural 
Heritage 

The ways of living developed by a community and passed on from generation 
to generation, including customs, practices, places, objects, artistic 

expressions and values. 

Cultural 
Tourism 

Tourism that focuses on the culture of a destination — the lifestyles, heritage, 

arts, industries and leisure pursuits of the local population. It can include 
attendance at cultural events, visits to museums and heritage places and 

mixing with local people.  

Destination 

Any place at any scale defined by the market as a unique location capable of 

attracting visitation. A site is a location of a unique feature; many sites may 
be within a single destination. 

Ecotourism 
It is "responsible travel to natural areas that conserves the environment and 
improves the well-being of local people." 

Heritage 
place 

A site, area, landscape, building or other structure, together with associated 
contents and surroundings that has heritage significance. 

Heritage 

significance 

The aesthetic, historic, research, social, spiritual or other special values a 
place may have for present or future generations. Heritage significance 
recognizes both the natural and cultural importance of places. 

Heritage 
tourism 

Tourism that respects natural and built environments, in short the heritage of 
the people and place, is called ‘heritage tourism.’ Renewed appreciation for 

historical milestones, the development of ‘heritage trails’ linking cultural 
landmarks produce new tourism services and products that can assist local 

economies. 

Local 

Community 

This includes both the host group who are responsible for the tourist 

experience and the people living in and around the tourism destination. 

Management 
plan 

A document which details how to look after a place. It usually contains a 

description of the place and its important features, a summary of its 
significance, and documentation of issues, objectives and strategies. It should 
include strategies for conservation of heritage significance. 

Private Sector The part of the national economy that is not under government control.  

Promotion 
The means by which a business communicates with its target market/s in 

order to inform and persuade them, usually as part of a marketing strategy. 
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Pro-Poor 

Tourism 

Pro-Poor Tourism (PPT) is tourism that results in increased net benefits for 
poor people. PPT is not a specific product or niche sector but an approach to 
tourism development and management. It enhances the linkages between 

tourism businesses and poor people, so that tourism’s contribution to poverty 

Public Sector The part of the national economy that is controlled by the government. 

Rural Tourism 

Rural tourism provides travellers with an opportunity for recreational 
experiences involving visits to non-urban settings for the purpose of 

participating in or observing activities, events, or attractions that are a 
fundamental part of rural communities and environments. 

Stakeholder 
A person, group, or organization that has an interest or stake in some process 
or endeavor. 

Sustainable 

Able to be carried out without damaging the long-term health and integrity of 
natural and cultural environments, while providing for present and future 
economic and social wellbeing. 

Capable of being continued with minimal long-term effect on the environment 
or society.  

Sustainable 
tourism 

Sustainable tourism development meets the needs of the present tourists and 
host regions while protecting and enhancing the opportunity for the future. It 

is envisaged as leading to management of all resources in such a way that 
economic, social and aesthetic needs can be fulfilled, while maintaining 
cultural integrity, essential ecological processes, biological diversity and life 

support systems. 

Tourism 

The activities of persons travelling to and staying in places outside their 

normal place of residence for pleasure, business, holiday, recreation and to 
visit friends and relatives. It is also the business of providing goods and 

services to facilitate such activities. 
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Annexe I: Community Involvement in Tourism (CIT) – Opportunities and Challenges 

 

Topics 
Policies /Activities that can Help Community 

Involvement in Tourism 

Policies /Activities that can Hinder Community 

Involvement in Tourism 

Land Use Issues 

Land tenure  

and the use,  

development and  

management of  

common property  

resources (CPR)  

such as waterfalls,  

rivers, forests,  

reefs, wildlife, 

trails,  

heritage sites and  

village 

 

− The use and management of CPR for Community Involvement 

in Tourism (CIT) can improve the conservation of natural 

resources, diversify and enhance the national tourism product 

and create new income-generating activities. 

− Land-use planning that incorporates community views, 

recognises tourism as land use, supports multiple land use, and 

discourages enclave tourism. 

− Communities can be empowered and assume authority in 

resource management without becoming ‘legal’ owners of the 

resource. 

− Higher level of institutional capacities. 

− No land use planning. 

− Planning that ignores local views, and either ignores 

tourism as land use or focuses solely only on tourism without 

assessing links to other sector. 

 

Planning and Regulations 

Tourism planning  

and policy 

 

− Clear policy statement in support of community involvement in 

tourism. 

− Local participation in tourism planning. 

− Community involvement and benefit is a key criterion in 

governmental planning decisions.  

− A planning system for approving new tourism enterprises that 

is easy to use for people from rural communities 

− Tourism operators and investors are able to get planning 

approval with no discussion of community impacts. 

− Urgent deadlines take priority over community 

consultation and development. 

− Applications for planning approval are too challenging for 

people from rural communities. 

Tourism 

regulation/  

standards 

− Regulations that allow for simple tourism enterprise, within 

limits of health and safety, e.g. category of ‘home-

accommodation’ such as Bed& Breakfast services’ at local  

level or ‘basic campsite’ with simpler standards than other types 

of enterprise. 

− Registration system accessible to rural residents. 

− Regulations for larger tourism ventures that encourage or 

require measures to enhance local benefits. 

− Development of criteria to select CIT projects to ensure 

feasibility.  

− A tourism grading system with no ‘basic’ grades or 

categories suitable for community campsites, home 

stay/B&B arrangements etc. 

− Minimum standards are set too high for most informal and 

community enterprises to reach (i.e. above basic health and 

safety requirements). 

− Difficult and expensive grading/regulation procedures, 

requiring access to the capital city, language skills and 

financial resources. 

 

Market, Marketing and Quality Management 

Market access − Government intervention, marketing links and intensive 

communication with marketing enterprises. 

− Investment in infrastructure, particularly roads, harbours and 

communications, as well as vendor markets and sanitation 

facilities. 

− Accessing the market is difficult due to dominance of local 

elite groups.  

− CIT products are often in areas  

with poor infrastructure and this undermines viability. 

− Structural framework (e.g. lack of expertise, lack of 
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 appropriate legal system, lack of trained human resources, 

relatively high cost of community participation, lack of 

financial resources) may hamper communities to enter 

tourism market. 

− Operational framework (e.g. centralisation of public 

administration, lack of coordination, lack of information) may 

hamper communities to enter tourism market 

Tourism marketing − Marketing of CIT enterprises by the national tourism marketing 

body. 

− The development of new products, particularly those based on 

local culture, should be integrated with mainstream products. 

− Small CIT projects are most likely to succeed when 

‘championed’ by commercial companies. 

− National and international awards can boost the profile of CIT 

initiatives. 

− ‘Responsible’ or ‘Fair Trade’ branding will appeal to some 

market segments. 

− Promotion of product(s) to year-round domestic and regional 

markets.  

− No information on community enterprises in government 

information.  

− Tourism is a highly seasonal and vulnerable industry. 

− Some markets are more amenable to CIT than others. 

 

Quality and  

attractiveness of  

the product 

 

− Ensuring commercial viability through market research is a 

priority. 

− An area can be made more interesting by interpreting ‘hidden’ 

stories in the landscape. 

− Innovation using authentic crafts, agricultural products and 

cultural events. 

− Creation of an ongoing review mechanism of product quality. 

− Development of standards 

− Unattractive products do not sell well. 

− Political interests can interfere with the selection of 

projects. 

 

Business Affairs   

Community/private  

sector contractual  

partnerships 

− Government recognition of community institutions with legal 

powers to enter into contracts. 

− Appointment of a legitimate ‘honest broker’ to advise and 

− It can be hard for rural communities to develop tourism 

enterprises as they lack access to capital, business expertise 

and marketing skills. 
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 facilitate contractual partnership. 

− Effective community enterprise development programmes with 

skills development and job creation. 

− Sufficient time and support is required to succeed. 

− Preferential procurement by the private sector partner to 

provide contracts and work for local small businesses. 

− A transparent bidding process for joint venture tenders with 

clear rules, a code of conduct, clear set of criteria and standards 

for the envisaged partnership, and a strong element of 

competition 

− Funding mechanisms to obtain community equity in a tourism 

company where appropriate and mutually beneficial 

− Partnerships are often difficult, time intensive and risky. 

− Communities may not choose their partner well or be 

“saddled” with an inappropriate partner by other 

stakeholders. 

− The private sector partner may lack ethical responsibilites, 

the commitment to community development and technical 

and operational experience to make the business and/or 

supply chain work. 

− No governmental recognition of joint venture 

arrangements.  

 

Economic linkages − There is a need to look at the entire supply chain not just the 

tourism business. 

− Policies to maximise economic linkages between tourism sector 

and local enterprises (e.g. through credit, training, joint 

planning).  

− Preferential local procurement of agricultural produce and 

other import-substitution measures (e.g. handicraft, soaps, 

furniture) by government and tourism companies. 

− Assuming local enterprise links will just emerge with no 

help. 

 

Credit, funding,  

taxes and  

incentives 

 

− Access to credit for small enterprises. 

− Technical assistance in the preparation of business plans for 

CIT by neutral persons. 

− Workshops to sensitise the financial sector to CIT product 

potential. 

− Sustainable funding mechanisms for CIT organisational and 

producer association requirements including soft loan repayment 

terms that are flexible and take the seasonality of tourism into 

account. 

− A lack of financial assets is an obstacle to community 

participation in tourism. 

− A lack of business understanding can be a major challenge 

in communities. 

− Donor funding is often shorter than the project life cycle. 

− Bank interest rates can be prohibitively high for small 

entrepreneurs. 

− No incentive for companies to negotiate with communities. 

 

Participation, Capacity Building and Implemementation 

Local participation − Participatory planning in tourism as part of a development − Cultural (such as hierarchical) limitations to broad 
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vision that promotes consultative, inclusive decision-making 

processes and empowerment. 

− The level and type of community involvement  

in tourism should be defined by community members. 

− Preparatory community studies, exchange visits, analyses of 

Strengths, Weaknesses, Opportunities and Threats (SWOT), 

discussions on the positive and negative aspects of tourism, 

envisioning and participatory planning, and stakeholder 

identification are useful tools. 

− It is important to ensure communities understand that tourism 

may take several years to develop. 

community  

involvement (therefore collective community management 

and/or ownership should not become a dogma - “A MUST”). 

− Developing tourism that involves communities is a long-

term investment and expectations must be managed. 

 

Capacity building &  

licensing 

 

− Capacity building for rural residents has been organised or 

sponsored by government. 

− Courses, exams and licenses that are accessible to local 

people, and provide qualifications that are appropriate for local 

enterprises e.g. locally-run courses to be registered as a local 

guide. 

− Development of 3 levels of management: capacity for project 

administration, resource management, and product development 

and marketing. 

− Training materials in local language. 

− Information provided to the formal sector on how to work with 

communities and enhance local benefits. 

− Only conventional staff trained in tourism planning and 

marketing, with no community development skills or 

understanding.  

− Information for the tourist industry only available in the 

capital city, no translations. 

− Tourism training and licensing developed for educated 

urbanites. 

− Only one (high) category of qualification, with expensive 

courses and exams in the capital city. 

− Failure to identify the various levels of management 

capacity needs can lead to project failure.  

Mitigation  

of impacts,  

awareness building  

and education 

 

− Educational programmes to create awareness of tourism 

impacts and management and mitigation measures. 

− Codes of conduct (e.g. ‘do and don’ts’) for hosts, private 

sector, business partner and guests. 

− Cultural awareness information for tourists. 

− CIT products can have negative environmental, socio-

cultural and economic impacts. 

− Inappropriate behaviour by hosts and/or guests can cause 

problems. 

 

Institutional  

development 

 

− CIT groups are more likely to succeed where institutional 

structures provide the necessary policies, and where there are 

linkages between organisations, and the skills or ability to source 

− National producer associations can play an important role 

but legal and business development expertise and a plan for 

long term financial sustainability is required. 
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technical assistance and support for community-based groups. 

− Development of supportive institutional structures and 

arrangements. 

− NGO and/or company registration requirements can be 

confusing and unclear to community-based organizations. 

 

Distribution of  

benefits 

 

− A clear focus on specific target groups and beneficiaries. 

− Sustainable mechanisms for more equitable distribution of 

benefits. 

− Gender sensitive planning.  

− Financial community contributions create a greater sense of 

local ownership. 

− CIT may only benefit the elite in a community. 

− The distribution of benefits can create friction in and 

between communities due to poor preparation. 

 

Monitoring and  

evaluation (M&E) 

 

− M&E is important for tracking how far an initiative has reached 

resource mobilisation, donor reporting and dissemination of 

experience. 

− Baseline studies at the start of a CIT initiative from which to 

measure progress. 

− Monitoring of environmental impacts and establishing a 

periodic review of carrying capacity. 

− Insufficient M&E is undertaken. 

Source: Policy on Community Involvement in Tourism, Government of the Republic of the Union of Myanmar Ministry of Hotels and Tourism 
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The Interregional 
Cooperation Programme 

INTERREG IVC, financed 
by the European Union`s 

Regional Development 

Fund, helps Regions of 
Europe work together  

to share experience and 
good practice in the 
areas of innovation,  

the knowledge economy, 
the environment and risk 

prevention.  
 

EUR 302 million is 

available for project 
funding, but more than 

that, a wealth of 
knowledge and potential 

solutions are also on 

hand for  
regional policy-makers 

 
 

 
 

 

 

HOST COMMUNITIES AND 

RESPONSIBLE TOURISM 
 

 

 
- Engaging with host communities of tourism 

destinations 
- Fostering civic pride, awareness and welcome 

- Developing a resource within the community 
- Maximising local benefits and minimising 

negative impacts 
- Ensuring mutual respect between tourists and 

residents 
- European Capital of Culture experiences, impacts 

and plans 
- Promoting commitment to „Responsible 

Tourism”, with ethical concerns, equality long-
term vision, certification and award schemes 

 
 

 

 
 

 

        
 

 
www.charts-interreg4c.eu 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://ec.europa.eu/regional_policy/index_en.cfm
http://www.charts-interreg4c.eu/

