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Editorial

The present issue of the Journal of Tourism and Services contains
scientific papers, working paper, and press releases.

The contributions to this issue are authored by researchers and scholars
from the Australia, Bulgaria, China, Czech Republic, and the USA.

The paper of Sarka Bendovéa, Marie Stépankova and Vania Kaneva deals
with policy of employee engagement, corporate social responsibility, and
employer branding in a service provider company. The aim of the paper is
to display the connection between corporate social responsibility,
employee engagement, and employee branding interface as a useful tool
to improve the image and output of the company. The authors describe
the corporate social responsibility policy, best practices and its impact on
how to improve the situation related to employees and the global public
opinion. The authors point out that the company that behaves as
a responsible corporate citizen acquires people who depend on such
values, and thus supports its customers.

Jana Stard and Christina Peterson conducted a literature review with
the aim to identify gaps between the theoretical conceptualizations of
wellness and current wellness tourism practices. The authors explore
opportunities to drive market changes that more fully integrate wellness in
the tourism industry. The literature review is based on Medline, Academic
Search Complete, and Psychlnfo databases for peer-reviewed journal
articles published in English between 2005 -2015. The authors reviewed
the articles and thematically categorized them based upon how they
conceptualized wellness. The literature review has revealed five thematic
areas that span across the theoretical conceptualizations of wellness.

The aim of the paper of Xueyan Xu, Noel Scott and Jun Gao is to examine
Chinese and Australian tourists” visual attention during their viewing the
resort brochures by using eye-tracking and self-report methods. Based on
the results of the study the authors point out that cultural diversity has the
significant impact on the effectiveness of print tourism advertisement. They
also find that the order of page, an interaction between pages order and
types of content influence subjects ocular behavior. The findings will assist
businesses by providing valuable information about customer’s perception
of print advertising on a cross-culture perspective.

In her working paper, Petra Koudelkova focuses on Christmas markets
at The Old Town Square in Prague, the Czech Republic in 2016 and it
provides essential details about attendance and visitors’ shopping habits.
Christmas markets represent an important part of cultural tourism and
a niche in a scientific field.

I would also like to welcome Prof. Marjana Merka¢ Skok, Ph.D. the new
member of the Editorial Board and express the belief that our collaboration
will be fruitful and will lead to further improvement of the Journal.

Last but not least I would like to wish to all members of the Editorial
Board, present and future authors, supporters, colleagues, and readers
a great and sunny summer holidays!

Alzbeta Kiralova
Chair of the Editorial Board



Scientific Papers

CSR, Employer Branding and employee
engagement in Bulgarian power company

Sarka Bendova

University of Economics, Prague

Marie St&pdankova

University of Economics, Prague

Vania Kaneva

CEO, AIMS BG

Abstract

The power company displays a strong policy of employee engagement, CSR, and
employer branding. The interconnection of such three areas appears a one of
causes of success at employees, prospective employers and stakeholders.
Considering the price rise, the power company as the entity collecting money for
the electricity has been considered guilty of continuous growth of prices
determined by the Energy Regulator, in fact. Thanks to the growth of electricity
prices, it was the one found guilty by the general public. However, the essence of
the problem resides in the fact that people achieve low incomes. Thus, CSR policy
help improve image of the company in all areas, which is manifested by greater
employee engagement applied in the employer branding. In this article, we wish
to describe the CSR policy, best practices and its impact on how to improve the
situation related to employees and the global public opinion.

Key words: Corporate Social Responsibility (CSR), Employee Engagement,
Employer Branding

JEL Code: M12, M14, J53



Introduction

The objective of the article is to display the connection between
corporate social responsibility (CSR), employee engagement and employer
branding interface as an effective tool to improve the image and output of
the company. We are going to outline that the CSR tools support the above
mentioned CSR, employee engagement and employer branding, which
have become essential for the company not only at critical times but also
at common periods of growth. The tools helped us remedy the company
image in Bulgaria, where it ended in a stalemate thanks to the
accusations of the general public for constant electricity price rises.
Though, the electricity prices are appraised by the Energy Regulator.
Therefore, we can see the CSR policy as a fundamental tool for a majority
of other strategies and policies exploited by the company.

The power company has been awarded many awards for the CSR area
in Bulgaria in recent years as well as abroad. It has won prestigious prizes
in the area of CSR and Employer Branding. Moreover, it has been
continually strengthening the company internal relationship to its
employees, which finally results in external enriched interest in work
places demanded by 200 — 500 applicants per a single work place.

The power company behaves as a respected and responsible corporate
citizen of Bulgaria. Because of this fact, the company applies CSR tools as
one of its elementary policies in corporate business. Therefore, we are
going to describe the CSR as a theory, and its relationship to Employer
Branding and Employee Engagement in the theoretical part. We shall be
dealing with our own application of the above-mentioned elements in the
power company in the empirical part of the paper. We can see the added
value of this paper in interconnection between all three above-mentioned
areas and their closer description in the power company business
practice.

CSR policy of the power company in Bulgaria together with the
employee engagement survey executed among the power company
employees have been kept at our disposal. At our sole discretion, we
regard them to be our initial documents along with long-termed statistics
of the quantity of applicants for a work place.

1. Theoretical Part

1.1. Definition of CSR, Employee Engagement and Employer
Branding

Our research target is to provide an exhaustive compendium of
definitions related to the given theme. Therefore, we have selected
a certain number of definitions dealing with the corporate social
responsibility, employee engagement and employer branding after our
search of the literature available.



1.2 CSR as a Part of the Company Policy

The phrase “the triple bottom line” (TBL) was first coined in 1994 by
John Elkington, the founder of a British consultancy called Sustain
Ability. His argument was that companies should be preparing three
different bottom lines. The first of his traditional measures is corporate
profit. The second is the bottom line of a company’s “people” reflecting
how socially responsible an organisation has been throughout its
operations. The third is the bottom line of the company’s “planet”, which
is a measure of how environmentally responsible it has been. The triple
bottom line (TBL) thus consists of three Ps: profit, people and planet. It
aims to measure the financial, social and environmental performance of
the corporation over a period of time. Only a company that produces
a TBL is taking account of the full cost involved in doing business. To
some extent, the TBL is a particular manifestation of the balanced
scorecard where the same fundamental principle pays: what you measure
is what you get, because what you measure is what you are likely to pay
attention to. Only when companies measure their social and
environmental impact will we have socially and environmentally
responsible organisations. These activities should be on their business
agenda (Elkington, J. California Management Review 36.2, 1994, p. 90;
Roddick, A. Competitiveness Review, 6(1), 1, 1996).

We address the questions of the three pillars of CSR. In each of these
three pillars we state the key themes and activities which the company
focus on especially. Furthermore, we indicate practical examples of the

Tab. 1: CSR Power Company Policy Application

Sustainable development

Environmental management

Areas Key Categories Corporate Target Recipients
Economy Company transparency and Investors
good relationships with Clients
Suppliers
Employees
Environment Energy efficiency Protection of environmental

resources

Health and safety protection

Social Issues

Internal Social and employment policy
Development of employees
Work-life balance
Sports and talents

External Voluntary programmes

Philanthropy, cooperation

with the local community

Source: Authors

' own processing




power company activities to point out the importance of the theme itself,
and its significance for both the company, and its impact on global as well
as local environment and society. Thus, we are presenting three pillars of
CSR acknowledged by the power company CSR policy on basis of the
following activities.

In the processed and elaborative tables below, we can see particular
activities via which can CSR policy be presented. The two end columns of
such activities represent the part forming the best practices for Employee
Engagement (EE) and Employer Branding (EB).

Tab. 2: P-Profit Applied as an Economical Pillar in the Power Company

Reality

in Decision

Themes Activities Examples from Bulgarian Power Company
Company Transparency Financial and non-financial information publishing
Management Rules of Ethical Code and Code of Conduct within
Behaviour its practical use, 7 principles of behaviour
for different management levels
Company Company Image Monitoring and Measurement
Image
Responsible Feedback Satisfaction Research; Claims and their
Approach solutions
to the Clients Clients Collecting proposals for company services
Incorporated innovations Customer Club

Making

Customer Loyalty programme, friendly web, Customer

Service Care, information for the customers

Quality of Usage of Quality Standards such as

Services ISO 9001, Investors in People (IIP) and others.
Awards - Stevie, Bulgarian Business Leaders
Forum (BBLF) award for CSR and others

Customer Education of Health and Safety Approaches

Education Programmes “How to save the energy and

lower the bills”

Relationships Selection of CSR as a point of view by selection of
with Suppliers | Suppliers suppliers
and Other Feedback Research of satisfaction, evidence of claims
Business Monitoring
Partners Business Payment of the invoices on time
Relationships
CSR Spread Monitoring of CSR practices in the supply chains

Involving suppliers into CSR activities of the

power company
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Marketing
and

Advertisement

Product

Clear and real information about power

Information company services
Shared Marketing tool used for promotion of the
Marketing power company and its charity

activities
Advertising Taking care of ethical advertising norms
Ethics and standards

Source: Authors’ own processing, internal power company guidelines

Tab. 3: P-Planet Applied as an Environmental Pillar in the Power Company

Reality
Themes Activities Examples from Bulgarian Power Company
Environmental | Management Environmental strategies, standards, audits
Policy Supply Chain Criteria for selection of suppliers
Stakeholders Cooperation on environmental activities,
Initiatives proposals for development of environmental
practices
Communication| Internal trainings of environment and
power company policy
Climate Informing our employees and clients about
Changes appropriate behaviour
Water and Energy Insulations, energy savings machines, ...
Energy Savings
Renewable
Resources
Water Savings
Garbage and Treatment Paper, plastics, cartridges, etc.
Recycling and Recycling
Garbage Printing on both sides of the paper sheet,
Minimization recyclable barrels for drinking water,
optimization of production process
Transportation | Employee Less business trips, more video-calls, support
Transport of ecological transport to work
Purchasing Transportation | Optimization of logistics
Packaging Eco-friendly packaging materials, minimization
Materials of packaging materials
Eco-purchasing | Paper, machines, cleaning liquids
Local Producers

Source: Authors’ own processing, internal power company guidelines
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Tab. 4: P-People Applied as a Social Pillar in the Power Company Reality

Themes Activities Examples from Bulgarian Power Company
Employees Feedback Satisfaction survey, evidence and solution of claims
Involvement Involvement Collection of proposals for better functioning of the
and into Decision company; Influence of employees on CSR focus
Communication| Making and related activities

Internal Internal communication about how each employee

Communication| is responsible in his/her life for the environment
Salary and Fixed Salary Base pay + “Remuneration for Length of Service”
Appraisals amounting to 1%

Bonuses and 3M bonus, food vouchers, medical services,

Benefits additional days of paid sick leave, Social Fund, etc.
Employee Education and | Further education, internship programmes,
Education Professional support of Bachelor/Master/or PhD. degrees;

Development English certificates, EU educational projects, etc.
Health and Company Policy| Rules, education, trainings, ..., Health Club, etc.
Safety Medical Services | Prophylactics, extra pay for medical service, etc.
Work-life Flexible Working, Shift work, ...
Balance Hours Forms

Care of Sick lists for the possibility to take care

Children, of the family

Seniors, or Ill Company psychologist and general practitioner

Persons

Social Tourism, free time activities, etc.

Programmes Company Club & Friends

Employees on Stay in touch with your employees during the leave;

Maternity Leave| Support by coming back to work
Outplacement Redundant Financial support

Employees’ Help with finding a new job

Support Requalification and further training
Fair Measures Fair and equal opportunities for everyone
Opportunities against

Discrimination

Diversity Respecting different cultures, genders and religions

Management
Community Company Financial or physical support, giving something
Support Charity for free, lending company meeting rooms for

beneficiary activities, etc.
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Company Employees working voluntarily in the course of
Voluntarism their standard working hours for a “case”; The
case could be identified as by themselves
Company Long-term investments into the community
Investment into | where the company concentrates its business
Community activities
Commercial Shared marketing
Community Sponsorship
Activities
Company Own charity project
Projects
Cooperation Cooperation Internships, excursion, guided tours
with with Consultation and tuition of thesis
Schools Students Support of students activities
Support of Lending of technical equipment
Education Leading educational processes
Lecturers from the Power Company
National Agency for Vocational Education and
Training, the Certified Technical Training
Programme
Stakeholders’ Employee Company voluntarism
Engagement Engagement Beneficial events where employees take part in
Client Involved into CSR company activities
Engagement
Business Involved into CSR company activities
Partners’
Engagement

Source: Authors’ own processing, internal power company guidelines

For the purpose of this paper, with regard to the CSR application in
Bulgarian environment, we will use the definition provided by European
Commission (EC). Thus, CSR is defined as: “the responsibility of
enterprises for their impact on society” (European Commission, 2011,
p- 6). The European Union (EU) encourages companies to adopt CSR
strategies. It can be argued that these strategies are instruments for the
implementation of some of the EU Social Chapter policies. Examples of
this use of CSR include, inter alia, EU policies and legislation related to
consumer and employee protection, environmental protection, human
rights, and so on (Dvorakova, Z., et al., 2014, p. 163 - 196). To give
another CSR structure, the CSR shall be generally classified in three
pillars such as environmental, social and economic. We will be using this
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particular structure hereinafter in the empirical part of the paper where
based on this concept we will sort out current practices of the power
company into individual groups.

1.3 Definition of Employee Engagement

William Kahn provided the first formal definition of employee
engagement as “the harnessing of organisation members’ selves to their
work roles; in engagement, people employ and express themselves
physically, cognitively, and emotionally during role performances” (Kahn,
W., 1990).

1.4 Definition of Employer Branding

Power industry is considered rather a specific field for employers having
specific requirements on their human resources. Employers battle
a variety of barriers. According to McNabb et al. (2006) aging workforce
and a lack of skilled and professional workers constitute the main
challenge (McNabb et al., 2006; Hansen, 2008). The power industry also
faces competition for the same limited labour pool with other industries
that employ people with similar skill sets (Hansen, 2008).The term
“employer brand” was first introduced by Tim Ambler and Simon Barrow
in London Business School in 1996. They defined the employer brand as
“the package of functional, economic, and psychological benefits provided
by employment, and identified with the employing company”. The
relationship between company and employee provides a series of
exchanges of mutual benefit (Ambler and Barrow, 1996).

In general, a brand can be defined as a name, term, sign, symbol,
design or a combination of them, meant to identify the goods or services
of one seller or group of sellers and to differentiate them from competitors’
goods or services (Kotler and Keller, 2009). An employer brand offers the
same benefits to employees as a product brand offers to consumers,
including developmental and/or useful activities (functional), material or
monetary rewards (economic) and feelings such as belonging, direction
and purpose (psychological) (Ambler and Barrow, 1996). Employer
branding applies marketing principles to human resource (HR) activities
in relation to current and potential employees (Backhaus and Tikoo,
2004; Edwards, 2010).

Employer brands are built to be consistent with the company’s product
and corporate brand (Backhaus and Tikoo, 2004).The main focus in the
use of employer branding has been on developing a distinctive potential
employees (Backhaus and Tikoo, 2004; Edwards, 2010).

1.5 Hypothesis

We assume that all above-mentioned corporate policies referred to
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above, i.e. CSR, Employee Engagement and Employer Branding, have
a joint intersection found in activities, which can be commonly identified
as Best Practices at all three corporate disciplines, and should necessarily
be represented on the business agenda.

2. Empirical Part

2.1 Methods
Data Resources to Specify CSR Practices

We have drawn our fundamental data and statistics from corporate
quantitative records, internal statistical records as well as structured
interviews with HR managers, or executives. To give an example, the data
contains information such as how many applicants do apply for a single
working position, which particular internal corporate policies were
exercised to enhance the production output, etc. Overall data have
actively been operated with CSR, Employee Engagement and Employer
Branding including data collected from high schools, colleges and
universities, and forms an integral part of the internal corporate policy of
the power company. To our wonder, potential candidates apply for job
positions at the power company even though the image of the corporation
has been considered rather harmed in Bulgaria. Consequently, we have
anticipated that people apply for work places due to the fact that the
power company must have been a respectable employer.

Fig. 1: Cohesion in Corporate Policies between CSR, Employee Engagement
and Employer Branding

SUSTAINABL FOR all of us VELOPMENT

Planet People Profit

CSR

C EMPLOYEE ENGAGEMENT >
< EMPLOYER BRANDING >

POLICIES >

Source: Authors’ own processing
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2.2 Cohesion between CSR, Employee Engagement and Employer
Branding

The fact how cohesion between individual corporate policies
integrated with 3Ps works is depicted in the Fig. 1 above. The company
takes profits by behaving as a responsible corporate citizen, a smart
economist in face of the planet, acquires people who depend on such
values, and thus supports its customers. Engaged employees then get
information on such companies by means of employer branding. Overall
effort has become an integral part of the corporate policies, which
conform to the statutory legislation. Does that appear as a science
fiction? No, not to us at all, we are ready to demonstrate such a reality
on the power company operating in Bulgaria, for instance. Overall
resources have originated from the power company corporate directives
and policies.

3. Conclusion

At an example of a single company running its business in the power
industry in Bulgaria, we have pointed out that in so far as the symbiosis
between Corporate Social Responsibility, Employee Engagement and
Employer Branding is concerned, we are able to exhaust plenty of these
conceptions on basis of suitably formulated corporate policies and their
initiation into real practice. Nowadays, we can even claim that we consider
these corporate policies a necessity to be applied.
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Understanding the Concept of Wellness
for the Future of the Tourism Industry:
A Literature Review

Jana Stard
Masaryk University

Christina Peterson
University of Wisconsin-Stevens Point

Abstract

Wellness tourism is a new and fast growing trend on the global tourism market
that brings new changes to the client base by offering novel services and products
and attracting new providers into the traditional tourism and spa field. Some
researchers argue that the common use of the term wellness is at odds with its
deeper philosophical and theoretical roots. To understand the evolution and future
of wellness tourism, a literature review was conducted that aimed to identify gaps
between the theoretical conceptualizations of wellness and current wellness
tourism practices, and explore opportunities to drive market changes that more
fully integrate wellness in its deeper meaning, instead of being just a trendy
marketing label.

Key words: wellness, wellness tourism, definition of wellness, wellness industry,
spa

JEL Classification: 119, O19

1. Introduction

Health and wellness tourism is now an established international trend
for health-conscious consumers looking to improve their welfare. As
defined by the Global Wellness Institute (2013), wellness tourism is travel
associated with the pursuit of maintaining or enhancing one’s personal
well-being. The institute consequently describes a ‘Primary Purpose
Wellness Traveler’ as someone for whom wellness is the sole purpose or
motivating factor for their trip and destination choice, where a ‘Secondary
Purpose Wellness Traveler’ is someone who seeks to maintain wellness
while taking any type of trip. According to the Global Wellness Economy
Monitor from January 2017, the sum of expenditures related to wellness
tourism has risen to $563 billion. Travelers made 691 million wellness
trips in 2015, an increase of 104.4 million trips from 2013. Wellness trips
account for 6.5% of all tourism trips, but represent 15.6% of total tourism
expenditures. This is because wellness travelers are high-yield tourists,
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spending much more per trip than non-wellness travelers (Global
Wellness Institute, 2017).

The growing wellness industry is gaining recognition globally for many
reasons. For instance, researchers point out the potential economic and
societal impacts the industry could make by increasing small business
development (Page et al., 2017) or minimizing the cost of caring for the
rising number of senior citizens (Aluculesei & Nistoreanu, 2016). Theories
abound as to the reasons for the exponential growth of the wellness
market, many of which cite the anomie of western, capitalist societies, the
breakdown of traditional religions, and the fragmentation of communities
(Smith & Kelly, 2006).

The countries with the most significant wellness tourism markets and
tourist movement are primarily located in Europe (mostly in German-
speaking and Mediterranean countries), North America and Southeast
Asia (Csirmaz & Pet6, 2015). The rise of wellness tourism has been in
strong in the spa industry, in which it is now deeply rooted (Global Spa
Summit, 2010), and has been characterized by a variety of services termed
‘wellness treatments.” Notably, only some providers are offering the
complete range of services currently offered by spas destination, and even
fewer provide services across the full spectrum of wellness (Joukes &
Gerry, 2010; Stanciulescu, Diaconescu, & Diaconescu, 2015).

The changing client profile has forced wellness providers to adapt the
means they employ to establish a growing and loyal client base (Joukes
& Gerry, 2010). A substantial body of research is dedicated to the
motivations (Kim, Chiang, & Tang, 2016; Kucukusta & Denizci Guillet,
2014), segmentation (Chen, Liu, & Chang, 2013), and factors influencing
the satisfaction (Loureiro, Almeida, & Rita, 2013) of wellness customers,
including the spiritual and social aspects of wellness travel (Matheson,
Rimmer, & Tinsley, 2014; Wearing & McGehee, 2013; Willson, McIntosh,
& Zahra, 2013). Findings from such research brings the industry closer
to the theoretical understandings of the complex trends in wellness
tourism. For managers and workers in the wellness sector, this type of
research helps to better understand visitor motivation and satisfaction,
while at a broader level, the role wellness plays in destination choice, and
product and industry development (Filep, 2017).

Wellness tourism targets healthy people with a proactive interest in
maintaining or enhancing their health. Wellness consumers seek to look
and feel better, lose weight, slow the effects of aging, improve pain or
discomfort, manage stress, or improve health through the use of natural
supplements such as vitamins and minerals (Stanciulescu et al., 2015).
Concurrently, the latest progress in science and medicine has led to better
preservation of the body and prevents the onset of disease. However,
mental, psychological and emotional problems are often left untreated
(Smith & Kelly, 2006). This approach reduces wellness simply to the sale
of products, services, and treatments at hotels, spas or therapy
establishments and focuses mostly on physical health, reflecting a myopic
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understanding of wellness (Brooker & Joppe, 2014; Joukes & Gerry,
2010; Stanciulescu et al., 2015). In order to qualify as a contemporary
wellness tourism experience, Smith and Kelly (2006) contend that, “some
deliberate contribution has to be made to psychological, spiritual or
emotional well-being in addition to physical. This takes wellness tourism
from the realm of being merely a passive form of tourism with a focus on
escapism to one where tourists are purposefully driven by the desire to
actively seek enhanced wellness (p.2).”

As several of the above cited authors mentioned, not all forms of current
wellness tourism offer cover the full spectrum of the wellness demand. In
many cases the term wellness is being used as a trendy marketing label
for random “feel-good services.” Hence, the purpose of this study is to
identify gaps between the theoretical conceptualizations of wellness and
current wellness tourism practices, and explore opportunities to drive
market changes that more fully integrate wellness in its deeper meaning.

2. Materials and Methods

The following literature review is based on a search of Medline,
Academic Search Complete, and PsychIinfo databases for peer reviewed
journal articles published in English between 2005-2015. The review
searched for the term “wellness” in the title with the words “definition”
and “model” in all sections. The search returned 478 papers. The paper
titles and abstracts were reviewed for relevance to the study. Thirty-one
papers were ultimately selected for inclusion based upon their direct
investigation of the definition or concept of wellness and included
literature reviews, theoretical analyses, and empirical studies. Additional
texts were included in the review based on their historical significance to
the understanding of wellness or ability to provide context to the current
discussion. The authors reviewed the articles and thematically categorized
them based upon how they conceptualized wellness.

Figure 1: Major themes resulting from review of literature on wellness

I\
‘ Wellness as a state of being

!
. Wellness as a process of personal growth
\!
. Wellness as an approach to professional care
1

Wellness as a matter of community

Wellness as a global topic
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3. Results

The current literature, spanning multiple disciplines, reveals five main
conceptualizations of wellness: wellness as a state of being or outcome,
wellness as a process, wellness as an approach to professional care,
wellness as a matter of community and wellness as a global topic.

3.1 Wellness as a state of being

Wellness as a state of being has its origins in early definitions of the word
as an antonym for illness; if one is not ill, he is well (Miller, 2005). This
dichotomous thinking shifted to a graduated continuum of health states
from poor to positive, which intersect with one’s biological, physical, political,
economic and social environment, where the goal is a positive state of health
and peak wellness (Dunn, 1959b; Millar & Hull, 1997). In this thematic
conceptualization of wellness, both illness and wellness are subjective
experiences of health (Gatchel & Kishino, 2012). Along this health
continuum, “high-level wellness” is the positive side of the continuum,
beyond a neutral disease free state or illness state (Travis & Ryan, 2004).
Later conceptualizations of this continuum involve three parts, with health
being the neutral characteristic free from the symptoms of disease, and
wellness and illness at the positive and negative ends (Els & De la Rey,
2006). Elaborating on this meaning of wellness as a state of being, Myers
(1992) argues that where health consists of social, spiritual, emotional and
physical components, wellness is a positive state of being where these
components are all functioning optimally with balance and harmony.

3.2 Wellness as a process of personal growth

Others describe wellness as a dynamic process of personal growth and
adopting behaviors in multiple dimensions that improve functioning, rather
than a fixed state or outcome (Travis & Callander, 1990). In this
conceptualization, health is considered a state of being, while wellness is
the process of being or becoming that moves one along a path toward
realizing their full potential (Dunn, 1961; Jonas, 2005). Being well means
taking a conscious, integrated approach to self-improvement that improves
functioning to fully engage in life. For instance, rather than wait for a disease
state to become apparent and rely on a clinician to treat the disease,
wellness is aimed toward a process of improving self-reliance and self-care
to achieve one’s full potential (Ardell, 1977; Dunn, 1959b; Jonikas et al.,
2013; Kirkland, 2014; Roscoe, 2009). Individuals are encouraged to take
responsibility for their own self-care and to embrace active lifestyle changes
that promote health in the physical, social, mental, and spiritual realms
(Miller, 2005). The implication of this meaning of wellness is that
experiencing wellness is not dependent on being free from symptoms, illness
or disease as implied by the “wellness as a state beyond absence of disease”
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definition. Individuals with chronic diseases or disabilities may also live
a wellness lifestyle and strive toward a self-determined experience of optimal
physical, mental, and social functioning (Gatchel & Kishino, 2012).

3.3 Wellness as an approach to professional care

Wellness is also conceptualized as an approach to “whole-person” care
within the medical context. This wellness approach to medical care was first
articulated by Halbert Dunn (1958) as a critique of the dominant biomedical
model of patient care that fragments the mind, body and spirit of an
individual into separate components to be serviced by distinct professional
disciplines. The wellness approach is a paradigm shift away from the
biomedical model and considers the mind, body and spirit to be integrated
entities, emphasizing strengths and empowerment over disease and
functional limitations (Breen, Green, Roarty, & Saggers, 2008; Dunn, 1959a;
Strout & Howard, 2015). As Bishop & Yardley (2010) assert, focusing on
risks or deficits imply an inability to experience wellness and may negatively
impact one’s motivation to strive toward wellness. Emphasizing functional
abilities and strengths leaves space for individuals to have a chronic illness
or disability, and still consider themselves well. The wellness approach
allows people to find meaning in an illness, drawing attention to internal
imbalance and opportunities to regain balance (Briggs, Akos, Czyszczon, &
Eldridge, 2011; Epstein, Senzon, & Lemberger, 2009). The principles of the
wellness approach include person-centered care that respects each
individual’s values, autonomy, motives and preferences so that that the
locus of power is with the individual, not the practitioner (McMahon, O’Shea,
Tapsell, & Williams, 2014; Reeve, 2006; Swarbrick, 2006). Wellness goals are
identified by the individual with a focus on internal motivation and active
participation in what the person can do, rather than their limitations or
deficits (Silva-Smith et al., 2011; Swarbrick, 20006).

3.4 Wellness as a matter of community

The wellness approach also champions the use of multidisciplinary care
teams that create safe, non-judgmental environments (Gatchel & Kishino,
2012; Swarbrick, 2006). Collaborative partnerships with patients, families
and communities are central to addressing needs in the multiple
dimensions of wellness, with medical interventions subsumed within the
larger wellness approach as needed (Breen et al., 2008; Roscoe, 2009;
Swarbrick, 2006). At the community level, participatory research,
assessment, planning, and evaluation methods are an extension of the
individual wellness approach that increase community ownership,
support capacity-building efforts and empower often marginalized groups
such as youth, minorities, and the elderly to sustain wellness efforts and
improve the effectiveness of interventions (Rasmus, 2014; Russell-
Mayhew, Arthur, & Ewashen, 2007; Stacciarini et al., 2011).
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3. 5 Wellness as a global topic

It is important to note that the concept of wellness is not modern in its
meaning, but mostly in its terminology and operationalization in the
Western (U.S. and European) context. The European roots of wellness can
be traced almost 2,000 years back to the Greek philosopher Aristotle
(Myers & Sweeney, 2008), however, the tenets underlying wellness can be
found also in the ancient civilizations of Asia and Orient (Global Wellness
Institute, 2013; Heung & Kucukusta, 2013). The view of wellness as
balance and harmony of one’s multiple components is shared with that of
many Native American, Alaskan Native and Pacific Islander’s
understanding of positive health (Limb & Hodge, 2008). The growing
interest in wellness is parallel to the growing interest in Eastern
philosophies and the therapies offered in various countries, such as
hamam in Turkey, shiatsu and onzen (hot springs) in Japan, Chinese
acupuncture, reflexology, tui-na and tai chi in China, ayurvedic practices
in India, and traditional Thai massage in Thailand (Smith and Kelly,
2006). Considering the Oriental cultural beliefs, such techniques support
the idea that man is solely responsible for the achievement of a state of
well-being through adopting behaviors that control stress, maintain real
connections with others, and sustain physical activity. In contrast, in the
West, even if this mentality is known and people try to apply it, it is often
done mechanically and without an in depth understanding of its meaning
due to the cultural differences. (Stanciulescu et al., 2015)

4. Conclusion

Wellness as a model of human functioning is a multidimensional
framework where the individual, social and cultural aspects intertwine. In
the case of wellness tourism, it represents a new niche where current
needs of the modern population can be met. Understanding and
embracing the concept of wellness, as outlined in this review, might offer
a broader spectrum of ideas for further development of the wellness
tourism industry and potential products and services that current
wellness travelers seek globally.

The literature review has revealed five thematic areas that span across
the theoretical conceptualizations of wellness and as such provide an
umbrella understanding for wellness in the turism industry, as well as in
many other areas where the modern wellness trend is rapidly growing.

4.1 Wellness as a state of being
Wellness broadens the original understanding of health, aiming for

a multidimensional balance in the given situation, rather than a state free
from desease. This notion of wellness as positive health invites the
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curative spa to enrich services that enhance individuals subjectively
perceived well-being, such as relaxation techniques, communication
training or various practices from positive psychology.

4.2 Wellness as a process of personal growth

Changes in one’s state of wellness can be seen also as a process of
personal growth and adoption of healthier lifestyle habits, which requires
conscious activity on the side of the client. This approach empowers an
individual to adjust to the given situation of his life and fuly engage in it,
despite his or her actual state of health. Such understanding of wellness
calls for consumer-driven services that are based on what the client
actually needs, wants or perceives as interesting or effective.
A combination of these creates an individual wellness plan that should
have a long-term outlook to support the ongoing process of behavioral
change, and can be an enrichment to one-off pleasure-oriented
treatments.

4.3 Wellness as an approach to professional care

A person-centered approach is essential to the wellness-oriented
professional care, as in spa and hotel facilities, but also in hospitals,
therapy and coaching, counseling, teaching and many other helping
professions. This can be seen as the connecting piece for multidisciplinary
teams of professionals that care for the individual in all aspects of his
well-being, not just the physical and mental part, but also the spiritual
and social. Also, it provides a framework for professional growth of the
wellness staff who shouldn’t just focus on one area of expertise, but
become aware of the interconnectedness of various aspects of wellness
and wellness services.

4.4 Wellness as a matter of community

Promoting the social component of wellness as an experience possible
to all humans, not just the healthy and rich, allows for engaging new
social groups that are now left untreated by the general wellness offerings
in the tourism context — elderly persons, minorities, youngsters, etc. This
broader understanding of wellness would open the private wellness
centers to the local communities, becoming places where everybody can
come to feel better.

4.5 Wellness as a global topic
The topics of self-responsibility and maintaining balance in all aspects

of life is familiar to many spiritual and healing traditions around the globe.
They are also central to the original wellness concept. As the tourism
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industry attracts people to travel the world, it also invites people from all
over the world to travel to our local wellness centers. Wellness, as an
internationally recognized term can then create a common language or
framework that connects traditional local treatments with practices like
yoga or chi-kung and translates them into the language and daily
practices of modern clients. And it can do so with respect to their
historical and cultural background, because at the general level,
everybody wants a healthy, happy and satisfying life, no matter where
they have travelled to or from.

Understanding the meaning of the wellness, although very theoretical
at first sight, helps management of wellness facilities to position
themselves on the wellness market by consciously choosing to which
wellness demands they will respond and with which services and
products. A proactive aproach to wellness tourism would not only address
the current trends on the market, but would also create offerings that
help individuals feel better in the broader sense of wellness.

The human desire to be well can be met not only through spa
treatments and wellness oriented products, but also services that have
not been traditional in the spa setting, such as communication courses,
family days, silence hours, or creativity workshops. Another option is
introducing the position of a wellness coach in spa seetings who could
give initial assessment, guidance, and sustained motivation to new clients
while providing continuity to returning clients with respect to their
wellness path. Even if the offering is focused on activities that are
predominantly physical, wellness providers should be aware of the
spiritual, psychological or holistic dimensions of the experiences and
consciously use them in the strategic planning or market positioning. The
term “wellness” has already been used as a marketing label for various
services across the world. Understanding the broader meaning wellness
allows for further use in promotion activities like external marketing for
labeling services and treatments that could be otherwise seen by
customers as too spiritual or uncommon (as tai-chi, meditation, thai
massage and others); but also in the internal marketing for creating
a shared vision of the institution or a common ground for the professional
(and personal) growth of the staff.

As Stanciulescu and her colleagues (2015) conclude, “Wellness tourism
is much broader; it addresses the complexity of human and penetrates
beyond the material barriers, which is essential in restoring the human
being (balance on physical, emotional, mental and spiritual plans,) by
inducing a state of well-being (p. 159).”

The broader meaning of wellness encompasses the cultural, societal,
economic, demographic and individual differences and offers a concept
that is applicable globally, across diverse populations and communities.
As the use of the term is already widespread, it is important to understand
what the term means, which carries the potential to open the wellness
tourism market to customers and investors who haven'’t yet discovered it.
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Abstract

In a globalized tourism industry, tourism advertising material must cater to
a multi-cultural audience. This paper examines Chinese and Australian tourists”
visual attention during their viewing the resort brochures by using eye-tracking
and self-report methods. The results demonstrate: (1) cultural diversity has
significantly impact on the effectiveness of print tourism advertisement; (2) both
of the subjects from these two counties share some similarities in reading habits;
and(3) the order of page, interaction between pages order and types of content
influence subjects ocular behavior. The findings will assist businesses by
providing important information about customer's perception of print advertising
on a cross-culture perspective.
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1. Introduction
The number of tourists is predicted by 2020 to reach 1.4 billion with the

majority of this growth coming from non-English speaking countries
(UNWTO, 2014) and with a non-European cultural background. Tourist
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experience of cultural difference has recently gained growing interests.
Tourists from different linguistic, cultural and ethnic backgrounds need
to be served differ and it is essential to improve intercultural
communication on the basis of shared universal values (Luka, Vinklere,
2 Vaidesvarans, 2010).

Visual appeal is a crucial part of human’'s information processing,
furthermore, visuals can add meaning to something that is basically
neutral (An, 2007). Many international tourism destinations and
companies gradually come to realize the necessity to evaluate the efficacy
of their advertising. While due to the intangibility of tourism product,
tourism marketers rely heavily on visuals stimuli, such as imagery, visual
associations, drawings and painting, visual memory devices, symbols and
so on (Wang, 2 Sparks, 2016). The effectiveness of an advertisement is
not simply limited to the purchase of tourism product and service but
rather is extended to a range of psychological and cognitive aspects related
to awareness and intention which may have a long term impact on the
purchase decision (Kim, Hwang, 2 Fesenmaier, 2005).

However, it is hard to detect and evaluating tourists responses to
advertising campaigns by traditional methods. A variety of approaches
have been used to assess the effectiveness of those visual components
using in tourism advertisements, overwhelmingly based on the use of self-
report measures. Studies have examined online travel agency websites
(Chiou, Lin, 2 Perng, 2001) and print ad experiments (Walters, Sparks &
Herington, 2007. A variety of self-report methods have been used including
asking individuals to provide open-ended comments, rate their emotional
state on a set of affective items verbally or using cartoon-like figures, or
using moment-to-moment written rating. Self-report measures of these
types are used to collect psychological attitudes and opinions because of
their easy interpretability, richness of information, respondent reporting
motivation, causal force, and sheer practicality (Paulhus, 2 Vazire, 2009).

Despite their frequent usage however, self-report methods suffer from
many measurement artifacts. Standard written copy tests do not perform
well for emotional advertising as is commonly found in tourism (Hazlett,
2 Hazlett, 1999). Verbal or written response measures are limited in their
ability to tap a person’s emotional experiences and are retrospective, the
respondent needs to think back to remember what they felt, and are
susceptible to social demand influences.

One of the most commonly used methods to measure emotional states
has been Mehrabian and Russell’'s (1974) PAD model, which measures
respondents’ emotional state on the dimensions of pleasure, arousal, and
dominance (Russo, 1978). Bradley and Lang’s Self-Assessment Manikan
(SAM) modified the PAD using cartoon-like visuals in an effort to better
measure affective responses (Manthiou, Ayadi, Lee, Chiang, 2 Tang,
2017). Although the SAM has been better able to capture responses to
affective stimuli, it still relies on post-hoc self report measures. In an effort
to more objectively capture consumer response in real time, this study
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collects multiple measures of advertising effectiveness and uses eye-
tracking to indicate attention and interest to both the overall
advertisement and the components of it.

1.1 Eye-tracking research

The human senses collect large amounts of information but the brain
can only process a small percentage of this stimuli. The brain deals with
this information overload by using selective attention. Research into
how the human eye moves began in the early 1900s and the same
techniques have been used to determine how people respond to
marketing stimuli. Consumers have to move their eyes to process
a specific object or location in a visual marketing stimulus (Manthiou,
Ayadi, Lee, Chiang, 2 Tang, 2017) This is required because acuity
across the retina of the human eye rapidly falls off with increased
eccentricity from the fovea, which is the central and most sensitive part
of the retina directly opposite of the lens. Therefore studying eye
movements provides insight into visual information acquisition
behavior (Wang & Sparks, 2016; Hyokki, 2012; Hernandez-Méndez &
Muioz-Leiva, 2015).

In recent years eye-tracking has been broadly used in marketing,
cognitive sciences, human computer interaction. There has been a rapid
growth in commercial applications of eye-tracking technology in the
United States and Europe, which can assistant the companies render
their visual marketing efforts more effective and track closely what
consumers see (Pieters, Rosbergen, 2 Wedel, 1999). By using eye-tracking

Graph 1 The principle of eye-tracking experiments using a Tobii T60 Eye
Tracker
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methodology, advertisement effectiveness can be studied in e.g. copy
testing, images, video and graphics (Duchowski, 2002).

Eye-tracking provides objective information (Sundstedt, 2012) and a rich
understanding of people's reading behavior and reactions to words and
pictures by allowing eye-movements to be tracked and replayed in real time
or in slow-motion (Rayner, Rotello, Stewart, Keir & Duffy, 2001) (see Graph 1).
One limitation is that subjects’ eye movements and metrics may not reflect
underlying cognitive processes. Eye-tracking research can answer “what” and
“how” questions about the subjects” ocular behavior, but not “why” and needs
to be combined with other methods such as self-report questionnaire or an
interview to obtain full information (Samiee & Jeong, 1994; Walters, Sparks
& Herington, 2007).This study intends to introduced a cognitive insight into
the effectiveness of print ads by using Tobii T60 Eye Tracker.

1.2 Cultural values in advertising

Culture is viewed by many as the “soft” aspect of international
marketing, but is important in order to convince potential customers to
purchase a client’s product or service, the advertiser need to comply with
a public’s value system rather than run against it (Holbrook, Weiss, 2
Habich, 2002).To understand cultural differences is often considered
a prerequisite for successful international advertising (Byeong-Joon &
Jain, 2001). The reason is that consumers grow up in a particular culture
and become accustomed to that culture’s value systems, beliefs, and
perception processes.

The literature in cross-cultural advertising can be mainly divided into
three groups: the majority of studies that focus on advertising content,
studies that probe attitudes toward and/or perception of advertising, and
studies that investigate standardization issues across cultures. The main
objective in cross-cultural research is to detect similarities and/or
differences from various sample (Samiee & Jeong, 1994). In recent
decades, researchers in marketing have begun to use Hofstede’s model of
culture as a framework to investigate the cross-cultural influence, which
structures four dimensions on societies differ (see Table 1): individualism
(IDV), power distance (PDI), uncertainty avoidance (UAI), and masculinity
(MAS) (Hofstede, 1980). In 1983, Hofstede examined 50 countries and 3
regions on his four cultural dimensions and gave scores to each one of
them (Sorge, 1983). Hall (1973) proposed that the group consisting of the
US, the UK and Australia represents occidental cultures, characterized
by low power distance, high individualism, low uncertainty avoidance, low
masculinity and low information context culture. In contrast, the other
group, consisting of Japan, China and Korea is high representative of
oriental cultures, characterized by high power distance, low individualism,
high uncertainty avoidance, high masculinity and high information
context (Harris, Hall & Oye, 1973). Fernandez, Denise Rotondo Carlson,
Dawn S,Stepina, Lee P,Nicholson, Joel D (1997)reexamine the value
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Table 1: Hofstede's four dimension

Hofstede's explanation

values share in high score

countries

individualism(IDV)

individual decision making

and actions are encouraged

live separately, “I” -
by society consciousness

,relationship prevails over task

power distance(PDI)

power difference are accepted

and sanctioned by society.

people with power to look as

powerful as possible, face

matters
uncertainty society is unwilling to accept need for security
avoidance(UAI) cope with uncertainty
masculinity(MAS) traditional male values are productivity, try to be the best,

important to a society.

big and fast considered

beautiful

Source: Hofstede (2001)

structures from several of Hofstede's original countries considering the
shifts of major environment changes (Fernandez, Carlson, Stepina &
Nicholson, 1997). Recent marketing researches have begun to use
Hofstede's four culture dimensions as a framework to test cross-cultural
differences. Researchers show great interests in such differences because
values are of central concern in understanding consumer behavior
(Fernandez, Carlson, Stepina & Nicholson, 1997; Vinson, Scott & Lamont,
1977). Many studies have addressed this important aspect of culture in
relation to how different culture system affects actual consumer
responses to print advertising. (Yong, 1996).

Moving beyond past research, this study is significant in that it can
reveal the visual discrepancies between oriental and occidental markets
in tourism advertising. On the practical side, this research will provide
suggestions on culture-based advertising. In addition, to the researcher’s
knowledge, this is the first empirical study to examine the visual
components of print tourism advertising within two international markets.

2. Problem Formulation
2.1 Research questions

As the main objective of this study is to extent that culture values do
influence the effectiveness of print tourism advertising. Some attempts
were made to see whether there were clear differences and similarities
between China and Australia when viewing print tourism advertisement.

What are the typical similarities between Chinese and
Australia subjects when viewing tourism advertisement?
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What are the main differences between Chinese and Australia
subjects when viewing tourism advertisement?

Do the eye movements of the subjects vary according to culture
values theory or other variable

2.2 Hypotheses on culture values

Since the cultural dimensions of Hofstede (2001) and Hall (1973)
propose that Australia which represents occidental cultures,
characterized by high individualism(IDV), low power distance(PDI),
uncertainty avoidance(UAI), masculinity(MAS) and information context
culture, whereas China is highly representative of oriental cultures,
characterized by high power distance(PDI), uncertainty avoidance(UAI),
low individualism(IDV) and high information context.

As such cultural values, norms and characteristics are also embedded
in advisting appeals. The proceeding consideration helped to suggest our
hypotheses. For the lack of materials, masculinity(MAS) appeal didn't
include in this study.

Individualism (IDV)

H1: Advertising indicates individualism appeals work more effective
in high IDV score counties.

Hla: In China,advertising indicates collective elicits more positive response.
H1b: In Australia,advertising indicates independence elicits more positive response.
Hlc: In China,advertising indicates live collectively elicits more positive response.
H1d: In Australia,advertising indicates live separately elicits more positive response.

Power distance (PDI)

H2: Advertising indicates power distance appeals work more effective
in high PDI score counties.

H2a: In China, advertising indicates luxury elicit more positive response.

H2b: In Australia,advertising indicates cheap elicits more positive response.

Uncertainty avoidance (UAI)

H3: Advertising indicates uncertainty avoidance appeals work more
effective in high UAI score counties.

H3a: In China, advertising indicates safe elicit more positive response.

H3b: In Australia,advertising indicates adventure elicits more positive response.

2.3 Method

This research focuses on ocular behavior on brochure materials by
using eye movement metrics and scan path analysis. Our study aims to
test the determinants of eye movement behavior on a tourist ad and
evaluate the effectiveness of an advertising program after it has been
designed and implemented.
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2.4 Procedure

This study used a combination of survey, eye-tracking methodology to
understand tourists® experiences of the brochure. The experiment was
conducted over five days in July 2014 in an isolated room on Tangalooma
island resort, so that participants could not be distracted. Participants
were 54 (30 Australian, 24 Chinese) tourists, who volunteered to
participant in this experiment.

During the experiment, all the participants were seated at a standard
computer workstation with a Tobii T60 Eye-Tracker, keyboard, and
mouse. Each participant was instructed to view 1 brochure (test

Graph 2: Tangalooma island resort official brochure (a) Chinese version (b)
English version
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Graph 3: Examples of the stimuli on culture value hypotheses : (a),(b),(c)
for IDV study, (c) also for PDI study,(d) for UAI study

Source: the official brochure of Tanglooma
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brochures were prepared in two languages, (see Graph 2), together with
10 pairs of pictures which were selected from the brochure purposely (see
Graph 3). Participants viewed all these stimuli at their own path while
their eye movements were recorded. When viewing 10 pairs of pictures,
subjects were asked which one was their favorite.

2.5 Dependent variables

We used eye-tracker software to divide each advertisement into specific
areas of interests (AOI). Then eye-tracker collected eye movement data on
each AOI included total fixation duration, first fixation duration, total
fixation count, saccade count, etc (see Table 2). Fixation duration was
calculated the sum of the total time spent on all stimuli. Measures of
fixation duration (length of time a person stops to stimulus) and fixation
count (number of times a person stops to stimulus, including return
fixations) were also obtained. For each of the measures, analysis of
variance (ANOVA) were conducted.

Table 2: Main eye tracking measures

Area of Interest (AOI)c A specific delineated area analyzed and compared in

eye-tracking software.

First Fixation Duration — Measures the duration of the first fixation on an AOI

seconds or an AOI group.

Fixation duration-seconds | Measures the duration of each individual fixation within

an AOIL
Total fixation Sum of the duration for all fixations within an AOI.
duration-seconds
Fixation count The number of times the participant fixates on an AOI

or an AOI group.

Saccade count The number of times the participant saccade on an AOI
or an AOI group. A saccade is defined as the interval
of time between the first fixation on the AOI and the

next fixation outside the AOI.

Saccade duration-seconds | Measures the duration of each individual saccade within
an AOIL

Source: Tobii Pro Studio manual

3. Results
3.1 Overall results on looking time and number of fixations

First of all, the average amount time spent looking at the brochures is
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Table 4: Fixation count (n) on page 3

shown in Table 3. As we seen,
from the beginning of the test,
all the subjects spent
relatively more time on the
first pages than others,
although the first page had
less information. Moveover,
Australian participants spent
significantly more time looking
at the brochures than the
Chinese did. Table 3 also
demonstrates that more time
was spent on P4-P6 and P8 for
the Chinese,while the
Australian spent fairly more
time on P4-P7 than other
pages. Most of these pages
contain detailed information
about activities, room
rate,food etc.In page analysis,
we also found in page3 which
contained both textual and
pictures regions, all the
subjects tended to made
significantly more fixates on
the text than other regions as
shown in table 4. When
looking at advertisements
containing both textual and
pictorial information, viewers
tend to spend more time
looking at text than the
picture part of the
ad,although they always claim
they did not like ads with a lot
of the text (Rayner, Rotello,
Stewart, Keir & Dulffy, 2001).

fixation count(n)

text box picture slogan
Chinese 26.89** 6.82 Not included
Australian 50.18** 5.24 2.1

Notes:*p<0.05;**p<0.01
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3.2 Analysis on scanpath and heatmap

Although the scanpath and heatmap were difficult to quantify,there
were some typical characteristics of how the subjects viewing brochure.
From the scanpath research,both for the Chinese and Australians,almost
all the first fixations were occurred in the center and driven by the large
print pictures and headline(see Graph 4). The heat maps show the levels
of concentration,the red zone indicates high level of fixation, which can
corresponds to the most frequently and intensively observed
areas,following by the yellow ones, the green zone indicates the lowest
level of concentration.Non-coloured areas have not been perceived by the
participants.According to the heat map,When the text was quite short
(1-3 lines), participants typically read all of the text. When it was quite
long, none read it all, especially for the Chinese readers (see Graph 5).
Viewers did not read all of the text because they felt they had sufficient
information from the ad (Rayner, Rotello, Stewart, Keir & Dulffy, 2001).

Graph 4: Examples of initial scan paths from gaze plot analysis
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3.3 Analysis on AOI's data and self-report data

As in most of the ads, it was easy to dividing those ads into different
regions of text and picture components. We desgined some AOIs which
showed siganificant difference on the measeures to examine our research
question and further our study on a cross-culture perspective.
Additionally,self-report data were analysised to gain a better
understanding of the outcomes.

3.3.1 Individualism (IDV)

In a sense, some of the hypotheses on Individualism (IDV) were
proved. The average amount of all the measures on Graph 3(b) is shown
in Table 5. In summary, strong evidance for attention wear-out was found
between these two picures. The results showed significant effects of two
pictures on fixation count (F=6.662,p<0.05,MSE=177.899). All the
participants spent relatively more total fixation duration (F=19.721,
p<0.01, MSE=27.270), fixation count (F=24.320,p<0.01,MSE=649.474),
saccade duration (F=17.143,p<0.01,MSE=4.028), saccade count (F=6.153,
P<0.05,MSE=7.053) on the picture which implied a harmonious family.
Since fixation and saccade duration are the length of time the participant
looks at on an AOI or an AOI group which is positively related to attention
and task difficulty. Fixation and saccade count has a positively
relationship with visual attention (Ryohei, Isamu, Takao, Cass & Herzog,
2016). Therefore both the Chinese and Australian subjects had positive
response to the family stimuli. Thus, hypotheses Hla is supported while
H1b is unsupported.

Despite the Australian subjects didn't seem to pay more attention on
the picture of a man enjoying sand tobogganing by himself, the self-report
data presented almost 61.8% of the Australian group tended to like the
picture of the single man,which indicate the meaning of independence
and self-achievement(see Table 6). Here, hypotheses H1lb can be
supported partly.

Table 5: All measures for IDV study

Australian Chinese

Measures Single man | with family | Single man |with family

M SD M SD M SD M SD
first fixation duration(s) 0.22 | 0.15| 0.18 | 0.13 | 0.24 | 0.17 | 0.20 | 0.15
total fixation duration(s) 1.47 | 1.03 [2.40**| 1.59 | 1.11 | 0.66 |2.12**| 1.24
fixation count(n) 6.69 | 4.82 [11.89*% 8.03 | 4.52 | 2.63 |9.00**| 3.62
saccade duration(s) 0.64 | 0.28 [0.95**| 0.56 | 0.62 | 0.27 |1.05**| 0.69
saccade count(n) 227 | 1.19 | 2.68*| 1.36 | 1.79 | 0.73 | 2.41*| 0.93

Notes:*p<0.05;**p<0.01
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3.3.2 Power distance (PDI)

Similar analyses were carried out on Graph 3(c). Generally, there were
no main effects on all the measures(see Table 7), although the room on the
right is more expensive than the left one according to the tariff .
However,the heatmap showed significantly looking time on an extra bed
in a cheap room for the Chinese participants(see Graph 5). The finding
implies Chinese spent more cognitive attention on viewing the picture of
sharing room with their family or friends on which hypothesis Hlc is
supported and this conclusion is also supported by the post-interiews.We
can't predict more from the Self-report analysis.

Table 6: Self-report data for IDV study

Australian Chinese
frequency percent frequency percent
single man 21 61.76471 5 15.625
with family 13 38.23529 27 84.375
Table 7: All measures for PDI study
Australian Chinese
Measures Expensive Chenny Expensive Chenny
room room room room
M SD M SD M SD M SD
first fixation duration(s) 0.23 | 0.12 | 0.18 | 0.13 | 0.23 | 0.16 | 0.21 | 0.14
total fixation duration(s) 3.31 | 2.55| 3.55 | 2.67 | 441 | 3.46 | 3.37 | 2.52
fixation count(n) 12.53| 9.73 | 13.47| 9.74 | 16.29| 14.15| 13.29| 9.25
saccade duration(s) 090 | 0.68| 0.81 | 0.39 | 0.92 | 0.53 | 0.78 | 0.37
saccade count(n) 460 | 3.36 | 5.30 | 3.98 | 5.18 | 3.26 | 4.64 | 2.54

Graph 5: Heatmap for PDI study
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3.3.3 Uncertainty avoidance (UAI)

In Graph 3(d) the picure on the left was about diving and seeking for
a wild dolphin, meanwhile the other one on the right was about standing
and waiting for a wild dolphin to come.The results(see Table 8)
demonstrate that Chinese participants had a significantly contribute to
the fixation count(F=4.368,p<0.05,MSE=233.969) on observing the
picture which indicates safe and seems to be more outcome oriented. The
finding implies that Chinese subjects demanded more cognitive effort and
attention in viewing safe appeal. The analysis supported the hypothesis
H3a.On the other hand, there was no main effect on all measures for the
Australian subjects.The self-report data show the special preferece for the
left picture of the Australian subjects which indicates accepting cope with
uncertainty and concerning more with the experience.Thus far,hypothesis
H3b was suported partly by selfreport data.

Table 8: All measures for UAI study

Australian Chinese

Measures seeking observing seeking observing

dolphin dolphin dolphin dolphin

M SD M SD M SD M SD
first fixation duration(s) 0.25| 0.20 | 0.21 | 0.16 | 0.24 | 0.15 | 0.22 | 0.15
total fixation duration(s) 244 | 228|292 | 201|189 | 162 | 2.77 | 2.02
fixation count(n) 9.81 | 8.10 |12.75% 8.24 | 7.44 | 5.51 [10.37*% 7.06
saccade duration(s) 1.04 | 0.80 | 1.17 | 0.73 | 0.81 | 0.42 | 1.18 | 0.62
saccade count(n) 241 | 1.37 | 2.71 | 1.27 | 2.26 | 1.06 | 2.37 | 1.01

Notes:*p<0.05

4. Conclusion

In summary, the analyses reported in the previous section highlighted
three key outcomes. (1) Viewers did not often read all of the text on a page
and their eye movements always occurred from the center of
advertisement and driven by the location of large print. When designing
a tourist ad, we strongly suggest taking good advantage of headline and
center part. As far as we can tell, when the participants looking at the
advertisement containing both textual and pictorial information, they
tended to spend more time looking at the text than the picture in ads. It
is quite interesting that although viewers indicated that they didn't like
ads with a lot of text, they did spent relatively more time on the text part.
These findings indicate that the key textual information be more
concise.(2) Tourists paid most attention to the first page and attention
declined through the rest of the brochure. From this, we suspect tourists
are interested in the price of products and service. The results of our
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experiment suggest that information of price and activities seems to be
stimulus to arouse the attention of tourists. (3) It is unwise to use one
appeal across the board. The results of our study imply cultural
background does affect reading habits. Specially, as many scholars found
in previous studies, individualism-collectivism dimension was one of the
most basic culture dimensions. In other word, a tourist advertiser can use
cross-cultural theories to gain better understanding of their target market.
Further research on the cross-cultural differences is recommended to
improve international marketing.

In a practical sense, since people from diverse culture background may
respond to stimuli in tourist ads differently, differentiation is needed when
designing visual stimuli for tourism marketing. For instance, images
portraying safe and collective, such as taking bird’s-eye view of coastal
line by helicopter, dolphin and whales watching by boat, parent-child and
group activities, multi-room apartment and so on, will be benefit to
received the attention from the Chinese market according to the products
of Tanglooma island provide, while self-achievement and independent
implication will capture the most attention of Australian market, for
instance, exciting outdoor activities like deep diving and kite-surfing, etc.

5. Limitation and future research

The major limitation of this study is the sample scale and size. Although
comparable to many eye-tracking studies, it is relatively small compared to
cross culture studies, which aims to specify common values and behavior
tendency. Our findings seem to generate more questions than answers.
Future research should involved more subjects from various countries to
expand both breadth and depth of the analysis on culture values.

Some interference was not taken into account. Moreover, the effects of
other factors or multi-dimensions of mental workload on ocular metrics
haven't been tested yet in this study. Future research can include
additional methods, such as facial expression, emotion changes, post
experiment interviews, in order to gain greater insights into the cognitive
processes involved in these changes.

Overall, it is hoped that the results of this study could assist tourist
advertisers to gain a better and clearer understanding of how visual
stimuli and component affect among different countries. Our research
should be viewed as a starting point, further research is worth pursuing.

Acknowledgements

The authors would like to acknowledge the support of Tangalooma
Island Resort during this research study.

43



Reference

Luka, I., Vinklere, D., & Vaidesvarans, S. (2010). PROMOTING STUDENTS'
INTERCULTURAL COMPETENCE IN TOURISM STUDIES. XI International
Scientific Conference: Individuals, Society, State in Changing Economic
Circumstances, 31-42. ,

An, D. (2007). Advertising visuals in global brands' local websites: A six-country
comparison. International Journal of Advertising, 26(3), 303-332.

Wang, Y., & Sparks, B. A. (2016). An Eye-Tracking Study of Tourism Photo
Stimuli. Journal of Travel Research, 55(5), 588-602.

[Kim, D.-Y., Hwang, Y.-H., & Fesenmaier, D. R. (2005). Modeling Tourism
Advertising Effectiveness. Journal of Travel Research, 44(1), 42-49.

Chiou, W., Lin, C., & Perng, C. (2011). A strategic website evaluation of online
travel agencies. Tourism Management, 32(6), 1463-1473.

Walters, G., Sparks, B., & Herington, C. (2007). The Effectiveness of Print
Advertising Stimuli in Evoking Elaborate Consumption Visions for Potential
Travelers. Journal of Travel Research, 46(1), 24-34.

Paulhus, D. L., & Vazire, S. (2009). The Self-Report Method. In R. Robins, R. Fraley
& R. Krueger (Eds.), Handbook of Research Methods in Personality Psychology.
New York: Guilford.

Hazlett, R. L., & Hazlett, S. Y. (1999). Emotional response to television commercials:
Facial EMG vs. self-report. Journal of Advertising Research, 39, 7-24.

Russo, J. E. (1978). Eye fixations can save the world: A critical evaluation and
a comparison between eye fixations and other information processing
methodologies. Advances in consumer research, 5(1), 561-570.

Manthiou, A., Ayadi, K., Lee, S., Chiang, L., & Tang, L. (2017). Exploring the roles
of self-concept and future memory at consumer events: the application of an
extended Mehrabian-Russell model. Journal of Travel & Tourism Marketing,
34(4), 531-543.

Hyokki, S. (2012). Eye Tracking in User Research. Laurea University of Applied
Sciences, 1(4), 65.

Hernandez-Méndez, J., & Munoz-Leiva, F. (2015). What type of online advertising
is most effective for eTourism 2.0? An eye tracking study based on the
characteristics of tourists. Computers in Human Behavior, 50, 618-625.

Pieters, R., Rosbergen, E., & Wedel, M. (1999). Visual Attention to Repeated Print
Advertising: A Test of Scanpath Theory. Journal of Marketing Research, 36(4),
424-438.

Duchowski, A. T. (2002). A breadth-first survey of eye-tracking applications.
Behavior Research Methods, Instruments, & Computers, 34(4), 455-470.
Sundstedt, V. (2012). Gazing at games: An introduction to eye tracking control.
Synthesis Lectures on Computer Graphics and Animation, 5(1), 1-113.

Rayner, K., Rotello, C. M., Stewart, A. J., Keir, J., & Duffy, S. A. (2001). Integrating
text and pictorial information: Eye movements when looking at print
advertisements. Journal of Experimental Psychology: Applied, 7(3), 219-226.
Samiee, S., & Jeong, 1. (1994). Cross cultural research in advertising: an
assessment of methodologies. Journal of the Academy of Marketing Science, 22(3),
205-217.

Walters, G., Sparks, B., & Herington, C. (2007). The Effectiveness of Print
Advertising Stimuli in Evoking Elaborate Consumption Visions for Potential
Travelers. Journal of Travel Research, 46(1), 24-34.

44



Holbrook, M. B., Weiss, M. J., & Habich, J. (2002). Disentangling Effacement,
Omnivore, and Distinction Effects on the Consumption of Cultural Activities: An
Mlustration. Marketing Letters, 13(4), 345-357.

Byeong-Joon, M., & Jain, S. C. (2001). Consumer Processing of International
Advertising: The Roles of Country of Origin and Consumer Ethnocentrism.
Journal of International Consumer Marketing, 14(1), 89.

Samiee, S., & Jeong, I. (1994). Cross-cultural Research in Advertising: An
Assessment of Methodologies. Journal of the Academy of Marketing Science, 22(3),
205.

Hofstede, G. (1980). CULTURE AND ORGANIZATIONS. International Studies of
Management & Organization, 10(4), 15-41.

Sorge, A. (1983). Culture's Consequences: International Differences in Work-
Related Values. Administrative Science Quarterly, 28(4), 625-629.

Harris, M. G., Hall, K., & Oye, R. (1973). The measurement and stability of
hydrophilic lens dimensions. American Journal Of Optometry And Archives Of
American Academy Of Optometry, 50(7), 546-552.

Fernandez, D. R., Carlson, D. S., Stepina, L. P., & Nicholson, J. D. (1997).
Hofstede's Country Classification 25 Years Later. Journal of Social Psychology,
137(1), 43-54.

Vinson, D. E., Scott, J. E., & Lamont, L. M. (1977). The Role of Personal Values in
Marketing and Consumer Behavior. Journal of Marketing, 41(2), 44-50.

Yong, Z. (1996). Chinese consumers' evaluation of foreign products: the influence
of culture, product types. European Journal of Marketing, 30(12), 50.
Carr-Gregg, M. R., & Gray, A. J. (1990). "Generic" packaging--a possible solution
to the marketing of tobacco to young people. The Medical Journal Of Australia,
153(11-12), 685-686.

Rayner, K., Rotello, C. M., Stewart, A. J., Keir, J., & Duffy, S. A. (2001). Integrating
text and pictorial information: eye movements when looking at print
advertisements. Journal Of Experimental Psychology. Applied, 7(3), 219-226.
Ryohei, N., Isamu, M., Takao, S., Cass, J., & Herzog, M. (2016). The Roles of Non-
retinotopic Motions in Visual Search. Frontiers in Psychology, 1-8. doi:
10.3389/1psyg.2016.00840

Brief description of Authors:

Xueyan XU

Shanghai Business School

2271 West Zhong Shan Rd, Shanghai 200235

China

Xuxy@sbs.edu.cn

http://www.sbs.edu.cn

Xueyan XU is a lecturer of Tourism and hospitality.Her major research
themes concern tourist experience and sustainable tourism.

Noel Robert SCOTT

Griffith University

Gold Coast, Queensland 4222
Australia

45



noel.scott@griffith.edu.au

https://www.griffith.edu.au

Prof. Noel is the vice director of Griffith Institute for Tourism. He has
worked in research and management positions in a variety of major
companies such as Tourism and Events Queensland. His major research
themes concern design of hedonic experiences and tourism destination
management (governance, networks, collaboration and governance).

Jun Gao

Shanghai Normal University

No.100 Guilin Rd. Shanghai 200234

China

gaojun@shnu.edu.cn

http://www.shnu.edu.cn

Prof. Jun Gao is specializing in the areas of landscape ecology, regional
development, tourism planning and management. He is also the vice
president of Shanghai Institute of Tourism (Shanghai Normal University)
which a famous tourism high-education institute of China. He served as
a project manager of the World Expo 2010 Shanghai Bidding Office in
2002.

46



Wworking Paper

Attendance at the Christmas Market
at the Old Town Square
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Abstract

Christmas markets are a big attraction for domestic and foreign tourists. The
perception of the Advent atmosphere, as well as of markets as “authentic” events
of the region (Brida, Disegna, & Osti, 2012a, 2013a), attract significant flows of
visitors (Brida et al, 2013). The extension of the opening season for the majority
of hotels testifies to the importance of this event for the local economy. Based on
results of research in 2014, 5.6m people have visited markets in the Czech
Republic (CRR Research, 2014). This article describes Christmas markets at The
Old Town Square in 2016 and it provides basic details about attendance and
visitors’ shopping habits. A research was carried out from 5th December to 19th
December 2016. It was a statistical study and short questions were given to
tourists and sellers at stalls. The questions had a specifics structure and they
were both closed and open. The research was conducted by personal questioning
and the descriptive statistics was a chosen method for presenting obtained results.

Key words: Christmas Markets, Czech Republic, visitors of Christmas market,
heritage of tradition

JEL classification: Z32

1. Introduction

Advent markets are a type of a culture event, and therefore, they are
part of cultural tourism. A Christmas market is not only a shopping
occasion but it also provides an experience for the whole family with the
site especially decorated for Christmas, music, performances, and other
features aiming to create a Christmas atmosphere (Brida et al, 2017).
Each year, media provides information about Christmas markets that
people can visit. Anyone can find many interesting tips about individual
markets, ie what they offer or what tourists can try or taste there. For
example, Dresden is famous for the longest ,stola” which is a type of
a pastry, a speciality of Polish Wroclaw is drinkable honey, windows of
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the town hall (Rathaus) in Wien represent a massive Advent Calendar
during Christmas and Wien is also famous for the biggest Christmas
decorations. We can also find a similar but bigger Advent Calendar in
Meissen. And finally, Christmas markets in Prague are regarded as the
most picturesque markets in Europe and according to CNN they are in the
top ten markets in the world.

2. O0ld Town Christmas market

Each year, the Christmas Market is held at The Old Town Square which
is one of the most popular places in Prague. It is the most famous square
in Prague. It was created as a market place in the 12th century; however
its roots go back to the 10th century. Different types of events have also
taken place at The Old Town Square, see http://www.prague.eu/
cs/objekt/mista/183/staromestske-namesti

Christmas markets at The Old Town Square belong to the most visited
and largest markets in Prague. Year 2016 was very important as it
brought lots of changes. Each year markets at The Old Town Square look
like a fairy tale and in 2016 their organizers requested that only Czech
made goods can be sold there. Decorations originated from the national
folklore and all sellers were situated in small wooden chalet stalls. The
markets took place from 26th November 2016 to 1st January 2017 and
as always, the Christmas program was very rich for both adults and
children (Prague.eu, 2016).

Christmas markets in Prague are not only on the The Old Town Square.
Famous Christmas markets are also held at the Wenceslas Square, the
Republic Square, Jiri from Podebrady’s Square and at many other places.

Comprehensive information about Christmas markets and their
program or other events during the Advent season is provided by the
Tourist Information Centre in Prague. You can visit thein web page on :
http://www.praguecitytourism.cz.

3. Visitors of Christmas Markets

The Christmas markets are events that attract visitors who are lokoing
for traditional atmosphere. They also have an important economic impact
on local communities.

Understanding desires and needs of visitors in a place where
a Christmas market has such a deep impact and it can be crucial for local
organizers for creating an offer. For a long time, visitors to cultural
attractions and events have been treated as a homogeneous mass of
people (Brida, 2014). However, recent tourist literature tends to consider
them as a heterogeneous market with different characteristics,
perceptions, and needs (Hughes, 2002). For this reason, a greater

48



emphasis should be given to a segmentation of tourists. For example,
Brida (2013a) has looked into this issue in his research that he conducted
in an Italian town called Merano. The results of his research show that
tourists at Christmas markets can be divided into three groups: business
people, Christmas fans and general tourists (Brida et al 2013). These
groups are based on a market segmentation in tourism with emphasis on
s segmentation of visitors to cultural events (e.g. Lee a Lee, 2001, Prentice
a Andersen, 2003, Lee, Lee a Wicks2004 etc).

If we look into the length of stay, it is clear that lots of people spend
only one day at a Christmas market. These people are particularly
domestic visitors but some of them are also foreign visitors. People who
book multi days trips that include visits of Christmas markets and other
cultural events or shopping days are called tourists and normally, they
bring a large amount of money to the economy. The most tourists come
to visit Christmas markets during weekends. At this time, markets are
usually overcrowded. Less people attend markets during weekdays when
domestic tourists and children on school trips are more likely to be there.

Table 1: Visitors of Christmas Markets at The Old Town Square.
Nationality

Asian People (Chinese, Vietnamese, Korean)

Russian

Italian

German
Dutch
American
Slovak
British

Source: the table is compiled by author

An order of nationalities that are shown in table 1 is not the same as
their numbers at Christmas markets. Based on statistics about a number
of tourists in the Czech Republic in 2016 we can conclude that the
majority of tourists came from Germany (almost 1.9 mil tourists visited
the Czech Republic in 2016 and Germans are on the first place in
attendance of the Czech Republic by a great amount). Slovakia was with
643,000 visitors on the second place. On the other hand less people from
the Russian Federation have visited Czech Republic. A number of Russian
tourists drops each year and only 400,000 Russians visited Czech
Republic in 2016 (Ministry for Regional Development, 2017). In this case,
a decreasing trend was noticeable from August; however after this month
there was a slight increase of Russian visitors in the Czech Republic.
Therefore, it is possible that Christmas markets are one of the main
attractions for Russian tourists.

If we compare the fourth quartiles, which is a period when Christmas
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markets take place, of 2015 and 2016 we can see that there was an
increase of tourists by 8.5% in 2016. This includes an increase by 8.3%
of foreign tourists and by 8.7% of domestic ones (CZSO, 2017).

It is obvious that the Advent markets are popular and they have a good
attendance. Every year new tourists visit and they are both foreign and
domestic tourists. However, a question is - what type of tourists comes
back? This question has been answered by Casteran and Roederer (2013).
The results of their research indicated that visitors who perceive
a Christmas market as authentic are more likely to repeat their visit to the
same event. It is also clear that authenticity affects tourists ‘spending.
These two things are coherent. Tourists spend more money if they find
a Christmas market more authentic. (Casteran, Roederer, 2013, Brida et
al 2013b).

4. Spending

Shopping represents one of the most important reasons why people like
to visit Christmas markets profusely. How much a tourist spends during
one day is important information. For this reason, 120 random tourists
were asked the following questions. How much do you spend or did you
spend at the Christmas market at The Old Town Square during one day?
Answers were divided into three groups and frequency of answers is
shown in table 2.

Table 2: How much spend foreign tourists in comparison with domestic
visitors?

Nationality Up to From 300CZK to From 500CZK to
300CZK/approx. 500CZK/approx. 1,000 CZK/approx
11 EUR 18 EUR 36 EUR

Czech 32 2 0

Asian people 5 28 10

Italian 5 2 0

Russian 8 0 15

German 4 9 2

Source: the table is compiled by author

An overview in table 2 is essential for organisers and sellers. Sellers
adapt to shopping habits and solvency of different nationalities and they
translate signs on their stalls into different languages, such as English,
Russian and sometimes also Italian.
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5. Shopping at Christmas Markets

Traditional Czech crafted products, Christmas decorations, warm socks
and slippers and lots of other adorable treats are always offered at
Christmas Markets. Lovers of sweets look for various stalls with
traditional Christmas goodies, such as Czech brioche, decorated ginger
bread and Linz pastry. From drinks, mead and mulled wine is popular.
Puppets, Czech crystal, Czech garnet, wooden toys and Christmas
decorations (particularly blown and handmade flasks and garlands) are
traditionally the most searched products of the Advent market
(Czechtourism, 2016).

What else could visitors see at the Christmas market at the Old Town
Square? For example, live animals and workshops were big attractions
for children. Tourists could also take a ride in a horse-drawn carriage.
Charity work belongs to Christmas inherently and therefore many charity
stalls were present at the Christmas Market.

Table 3: The number of stalls according to the offered assortment.
Type of a stall / goods Number of stalls

Stalls selling food and drink (Christmas pastry called ,trdelnik’,

pancakes, other sweet delicacies, potato chips, sausages, 56
grilled pork meat, typical Christmas drinks, such as mead,

mulled wine or punch)

Stalls with an artist who draws caricatures of tourists 1

Stalls selling textile goods (various knitted or woolly socks

and hats, table cloths and crochet products) 7
Stalls selling decorations (hand made Christmas decorations,

wooden puppets, jewellery and candles) 15
Charity stalls (Alzheimer Home Zatisi, Foundation for

Children Prague, Civil Society Development Foundation, 4

Help Children Foundation)
Total 93

Source: the table is compiled by author

The Old Town Square’s area is 9,000m2 big. We could find 93
Christmas stalls that mainly offered food and drinks, following by textile
products at The Old Town Square in 2016.

Table 4 shows an overview of prices of the most popular products (food
and drinks). The last place of honour belongs to puppets that are a Czech
speciality. Czech puppetry has been put on the list of intangible cultural
heritage of humanity by UNESCO. Czech puppets are very popular with
foreign tourists and they are usually an important present or souvenir.

!'Similar products (ie food and drink) were included in the same group for a better orientation
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Table 4: Prices of purchased products:

Product Price in CZK

Mulled wine 50 CZK

Punch 60 CZK

Mead 80 CZK

Trdelnik From 70 CZK to 120 CZK
Chips 75 CZK

Wooden puppets From 300 CZK

Source: the table is compiled by author

6. Conclusion

Christmas markets are a cultural event and they represent a certain
form of visitors. Those markets at The Old Town Square in Prague have
a long tradition and belong to one of the most beautiful markets in the
world. People like to visit them, so that they can taste local specialities and
buy souvenirs, Christmas decorations, traditional Czech products or any
other goods. They have become an important part of the national economy.

Therefore, we can conclude that the main reason why people come to
the Christmas markets is to relax, enjoy Christmas atmosphere, spend
time with their family and friends (Brida et al 2012) and taste different
local food and drink specialities. Christmas markets are also a good place
for Christmas shopping.

Christmas markets represent an important part of cultural tourism and
a niche in a scientific field.
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Press Releases

Madrid, Spain, 17 November 2015
PR No. 16094

UNWTO supports Sudan’s Tourism Development

UNWTO Secretary General, Taleb Rifai, has expressed the commitment
of the World Tourism Organization (UNWTO) to support Sudan’s tourism
development during his recent official visit to Sudan. The visit coincided
with a three-day regional executive training on crisis communication in
tourism organized by UNWTO and the UNWTO.Themis Foundation
(Khartoum, Sudan, 15-17 November, 2016).

Meeting with the President of the Republic of Sudan, H.E. Omar Hassan
Ahmad al-Bashir, to present the ‘Open Letter on Travel and Tourism’,
a campaign promoted jointly by UNWTO and the World Travel and
Tourism Council (WTTC) to raise awareness of the value of tourism to
development, Mr. Rifai reiterated the potential of the tourism sector in
creating new opportunities for the people of Sudan.

The President expressed Sudan’s appreciation for the support of
UNWTO by presenting UNWTO Secretary-General with the Order of the
Two Niles Grand Cross.

The official visit also included meetings with the press to address the
issues of perception in Africa and a visit to Port Sudan and to the recently
nominated World Heritage site of the Sanganeb Island. There Mr Rifai
emphasized the need to build and have the right infrastructure in place
and be able to communicate effective and positive messages to the world
about Sudan.

Perception issues and the generalization of the impact of crises in
specific locations to the whole region are some of the main obstacles facing
tourism development in Africa. To address this, UNWTO and the
UNWTO.Themis Foundation have organized a three days training on crisis
communication in Sudan. Crisis communication preparedness is key to
build resilience in Africa as it allows destinations to minimize the impact
of crisis situations on the tourism sector and thus on its socio-economic
benefits.

The course, part of UNWTO/UNWTO.Themis Foundation ongoing
training on crisis communication, brought together nearly 60
communications professionals from eleven African countries. During
three days, participants increased their capacities on crisis
communications preparedness and management and exchanged
experiences in managing crises
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Madrid, Spain, 21 November 2016
PR No. 16095

Ilunion Hotels receives UNWTO Ethics Award

The World Committee on Tourism Ethics (WCTE) has awarded Ilunion
Hotels with the UNWTO Ethics Award. The Award distinguishes Ilunion
Hotels for its work in the area of accessible tourism for all and its
contribution to change attitudes, break down social barriers and make
the accommodation industry more inclusive.

This new category of the UNWTO Awards, the flagship awards of the
World Tourism Organization, aims to recognize tourism companies and
associations for their commitment and work in the promotion and
implementation of the principles of the Global Code of Ethics of Tourism.

[lunion Hotels’ pioneer policies and outstanding commitment in the
area of universal accessibility is applied throughout its business model,
comprising not only customers with disabilities and other access needs,
but also its employees and suppliers. For these reasons, the Jury
considered that Ilunion Hotels represents a virtuous, innovative and
replicable best practice of corporate social responsibility.

The Jury of the UNWTO Ethics Award is composed of the Chair and
members of the World Committee on Tourism Ethics, an independent and
impartial body responsible for overseeing the implementation of the Global
Code of Ethics for Tourism.

The 13th UNWTO Awards Ceremony will take place on 18 January
2017 in Madrid, in collaboration with the International Tourism Trade
Fair (IFEMA/FITUR).

Madrid, Spain, 23 Novemebr 2016
PR No. 16096

UNWTO congress to discuss the links between cultural
heritage and creative tourism

The World Tourism Organization and the Ministry of Tourism of the
Republic of Bulgaria will jointly host the International Congress on World
Civilizations and Creative Tourism on 29 November - 1 December 2016 in
Sofia, Bulgaria. The Congress will discuss how creative tourism can play
a significant role in safeguarding and promoting tangible and intangible
heritage as well as in generating socio-economic benefits.

In 2015, almost 1.2 billion international tourists travelled the world
and UNWTO forecasts continued growth in the years to come. UNWTO
estimates that cultural tourism accounts for around 40% of all
international tourist arrivals as per the report ‘Tourism and Culture
Synergies’.
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The conference will address how world civilizations can be brought back
to life through the collaboration with creative industries — such as
architecture, design, arts, technology and science — while contributing to
sustainable tourism development.

A highlevel debate moderated by CNN’'s Max Foster will gather 20
ministers of tourism from around the world to discuss how effective
partnership models can be developed to contribute to safeguarding and
promoting world civilizations, while creating socio-economic benefits for
local communities.

In 2015, Bulgaria received 7 million international tourists generating
USS 3.1 billion in exports. It is expected that this year the country, whose
population is around 7 million, will welcome more than 8 million
international tourists — up from 6 million in 2010. These results reflect the
commitment of Bulgaria to tourism development, including the creation
in 2014 and for the first time of a dedicated Ministry of Tourism.

Madrid, Spain, 28 November 2016
PR No. 16097

WTTC and UNWTO urge UK government to lift air ban to
Sharm el Sheikh

The World Travel & Tourism Council (WTTC) and the World Tourism
Organization (UNWTO) call on the UK government to lift the current ban
on UK-based airlines flying to Sharm el Sheikh.

In a letter to Prime Minister Theresa May, David Scowsill, President &
CEO, WTTC, and Taleb Rifai, Secretary-General, UNWTO, stressed the
importance of resuming operations to the Egyptian coastal resort as the
current travel advisory is having devastating effects on the country’s
economy and social stability. The ban has been in place since a Metrojet
airline flying from Sharm el Sheikh to St Petersburg crashed in the Sinai
Desert in October 2015.

They said: “Travel & Tourism is vital to Egypt’'s economy and social
peace, contributing 11% of the country’s GDP and 2.6 million in jobs in
2015. The reduction of visitors has created huge employment losses. The
country’s biggest concern is how the lack of employment opportunities,
especially for young men and women, has instilled a desperate disposition
and thus vulnerability to radicalisation or to fleeing on a refugee boat.”

Egyptian authorities have taken significant measures to step up the
level of security not only in the airport but in the surrounding area as
well. These improvements now meet the safety standards as indicated by
the UK Department for Transport. All other countries, including Germany
and Russia, have allowed their airlines to start flying to Sharm el Sheikh
again.

They concluded: “It is devastating to see the impact the current UK
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travel advisory has on Egypt and on the young workforce in particular.
We call on the UK government to review the advisory and allow
commercial aircraft to fly to Sharm el Sheikh and thereby help restore the
country’s Travel & Tourism sector’'s GDP and employment provision.”

Madrid, Spain, 5 December 2016
PR No.16099

International Year for Sustainable Tourism for Development
2017 garners support from the sector

Only few weeks ahead of the official launch of the International Year of
Sustainable Tourism for Development 2017, set to take place on the 18 of
January 2017 in Madrid, Spain, representatives from various tourism
industries and beyond have joined UNWTO to support the celebrations of
this important event.

The United Nations 70th General Assembly has designated 2017 as the
International Year of Sustainable Tourism for Development. In the context
of the universal 2030 Agenda for Sustainable Development and the
Sustainable Development Goals (SDGs), the International Year aims to
support a change in policies, business practices and consumer behavior
towards a more sustainable tourism sector that contributes to the SDGs.

The Ministry of Tourism of Mexico, the German National Tourism
Board, All Nippon Airways, the Global Tourism Economy Research Centre,
Macao, China, the Balearic Islands Tourism Agency, Minube, Amadeus,
the European Geoparks Network, The Travel Corporation and DDB are
among the first sponsors to join UNWTO to support the programme of
activities of the Year. The City of Zurich, the University of Crete, CABI and
Green Key have also joined as “Friends” of the Year.

“The International Year of Sustainable Tourism for Development, to be
launched in January in Madrid, is a unique opportunity to raise
awareness on the contribution of sustainable tourism to development
among public and private sector decision-makers and the general public,
while mobilizing all stakeholders to work together in making tourism
a catalyst for positive change,” said UNWTO Secretary-General Taleb Rifai.

The year will promote tourism'’s role in the following five key areas:

(1) Inclusive and sustainable economic growth

(2) Social inclusiveness, employment and poverty reduction

(3) Resource efficiency, environmental protection and climate change
(4) Cultural values, diversity and heritage

(5) Mutual understanding, peace and security.

A full programme of activities will be unveiled on 18 January on the
occasion of the Opening of the International Year.
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Madrid, Spain, 12 December 2016
PR No. 16101

The University of South Florida’'s Patel College of Global
Sustainability - the newest member of the UNWTO
International Network of Sustainable Tourism Observatories
(INSTO)

The Blue Community Observatory hosted by the USF Patel College of
Global Sustainability (PCGs) of the University of South Florida, USA, has
become the latest member of the UNWTO International Network of
Sustainable Tourism Observatories. This Observatory monitors the
impact of tourism in parts of the Pinella and Manatee Counties, two
popular tourist destinations in Florida.

The observatory is the first sustainable tourism observatory in the
United States and will be working with a total of 16 communities within
the two counties, aiming at providing policy makers and tourism
managers with the regular gathering, analysis and communication of
information related to tourism’s impacts on environmental, social and
economic aspects.

The monitoring area is one of the most popular tourist destination in
Florida due to its unique coastal environment and marine habitat. It
welcomes over 13 million visitors every year who contribute enormously
to the local economy where tourism generates directly 116,300 jobs
(Pinellas and Manatee). Continuous monitoring of the tourism impact and
performance, across the three dimensions of sustainable development, is
therefore a crucial element for sustainable tourism development and
evidence-based decisions.

The work of the Blue Community Observatory is focused on areas such
as local satisfaction with tourism in the destination; seasonality patterns;
energy, waste and water control; food production, clean marinas,
education, and policies related to the science of planetary boundaries,
among others.

“We highly welcome the Blue Community Observatory at the University
of South Florida as a new member of the Network as it will help us to
achieve the mission of this initiative in a unique momentum in which we
prepare for the International Year of Sustainable Tourism for Development
2017” said UNWTO Secretary-General, Taleb Rifai.

“During 2017, the work of the Observatories will be prominently
featured globally as crucial elements to monitor tourism development and
ensure the sustainability of our sector”, he added.
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Madrid, Spain, 14 January 2015
PR No. 16107

UNWTO and the European Travel Commission address Crisis
Communications in the tourism sector

The World Tourism Organization (UNWTO) and the European Travel
Commission (ETC) have co-organized a working session with European
countries to discuss crisis communications in tourism. The event was
held at UNWTO headquarters in Madrid.

One of the goals of the meeting was to advance crisis communications
coordination and preparedness for all destinations. The meeting discussed
crises of different types, ranking from natural disasters to political
instability and health-related pandemics.

Attended by representatives from 13 countries, the session addressed
how crises have a transversal impact, and how the perception and image
of destinations are affected by them. Issues of strategic -crisis
communications, media relations and the use of big data were in focus.

“No nation on Earth is free from suffering a crisis and we should
assume that crisis management has a highly relevant communications
angle that can help diminishing the impact as well as to fasten the
recovery process. Having a quick, transparent and credible support when
the crisis occurs is part of that process,” said UNWTO Secretary-General
Taleb Rifai during his intervention.

“It is only by planning ahead, building relationships with media and
learning how to properly communicate that destinations can be prepared
to respond effectively to crisis situations and safeguard travel. It is true
that there are challenges, and the tourism community has to work
together to tackle them”, said Eduardo Santander, CEO of the European
Travel Commission.

UNWTO initiatives in the field of Crisis Communications, such as the
Executive Training on this theme and the Toolbox on Crisis
Communications, were presented during the session.

Madrid, Spain, 19 December 2016
PR No. 16108

UNWTO strengthens its relationship with the European Union

During a recent visit to Brussels, Belgium, the Secretary-General of the
World Tourism Organization (UNWTO), Taleb Rifai, has discussed how to
reinforce the collaboration of the Organization with the European Union
(EU).

Rifai met the EU Commissioners for Education, Culture, Youth and
Sports, Tibor Navracsics; for Environment, Maritime Affairs and Fisheries,
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Karmenu Vella; and for International Cooperation and Development,
Neven Mimica. Issues such as the links between culture and tourism, the
EU Blue Growth Agenda, namely in the areas of oceans and biodiversity,
the 2017 International Year of Sustainable Tourism for Development and
the Sustainable Tourism Goals (SDGs) were in the agenda.

During the visit, Rifai also met the Deputy-Prime Minister of Belgium,
Kris Peeters, and, Ben Weyets the Flemish Minister of Mobility and Public
Works, the Vlaamse Randa, Tourism and Animal Welfare. Under the
auspices of Minister Weyets, UNWTO signed an agreement with the
Flanders Department of Foreign Affairs to jointly develop a set of
guidelines for tourism on war-related historical sites.

UNWTO welcomes EU-China Year of Tourism

Rifai has also welcomed the EU-China Year of Tourism during his
recent participation at the 1st anniversary of the Europe China OBOR
Culture & Tourism Development Committee of the Europe-China One Belt
One Road initiative.

The event held in Brussels, Belgium, stressed the relevance of tourism and
culture in strengthening the links between the European Union and China.

“The Committee works to ensure that the tourism sector within the
European Union responds with a unified voice to the immense potential
of the Chinese tourism market and the One Belt One Road initiative, one
of the largest ever investment plans. The support of UNWTO to the
Committee and to the EU-China Year of Tourism in 2018 is of critical
value” said Istvan Ujhelyi, President of the Committee.

On the occasion of his visit to Brussels, Rifai also signed an agreement
with the Network of European Regions for Competitive and Sustainable
Tourism (NECsTouR) to work on several issues including the promotion
of the International Year of Sustainable Tourism for Development 2017.

“Bearing in mind UNWTO and NECSTouR common priorities and
considering the fruitful cooperation between our organizations, including
NECSTouR intention to join UNWTO as an Affiliate Member, this
agreement is a natural step. We trust it will generate many valuable
opportunities” said the President of NECSTouR, Octavi Bono.

Madrid, Spain, 17 January 2017
PR No. 17003

Sustained growth in international tourism despite
challenges

Demand for international tourism remained robust in 2016 despite
challenges. International tourist arrivals grew by 3.9% to reach a total of
1,235 million, according to the latest UNWTO World Tourism Barometer.
Some 46 million more tourists (overnight visitors) travelled internationally
last year compared to 2015.
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2016 was the seventh consecutive year of sustained growth following
the 2009 global economic and financial crisis. A comparable sequence of
uninterrupted solid growth has not been recorded since the 1960s. As
a result, 300 million more international tourists travelled the world in
2016 as compared to the pre-crisis record in 2008. International tourism
receipts grew at a similar pace in this period (complete 2016 receipts
results will be reported in May).

“Tourism has shown extraordinary strength and resilience in recent
years, despite many challenges, particularly those related to safety and
security. Yet, international travel continues to grow strongly and
contribute to job creation and the wellbeing of communities around the
world”, said UNWTO Secretary-General Taleb Rifai.

By region, Asia and the Pacific (+8%) led growth in international tourist
arrivals in 2016, fuelled by strong demand from both intra- and
interregional source markets. Africa (+8%) enjoyed a strong rebound after
two weaker years. In the Americas (+4%) the positive momentum
continued. Europe (+2%) showed rather mixed results, with double-digit
growth in some destinations offset by decreases in others. Demand in the
Middle East (-4%) was also uneven, with positive results in some
destinations, but declines in others.

Recalling that 2017 has been designated by the United Nations the
International Year of Sustainable Tourism for Development, Mr. Rifai said
“we need to work closer together to harness the contribution of tourism
to economic growth, social inclusion, cultural and environmental
preservation and mutual understanding, particularly when we live in
times with such a deficit of respect and tolerance”.

Experts remain optimistic about 2017

The latest survey of UNWTO’s Panel of Experts shows continued
confidence in 2017, with the large majority (63%) of the some 300
respondents expecting ‘better’ or ‘much better’ results than in 2016. The
Panel score for 2017 virtually equals that of 2016, so growth is expected
to be maintained at a similar level.

Based on current trends, the outlook of the UNWTO Panel of Experts
and economic prospects, UNWTO projects international tourist arrivals
worldwide to grow at a rate of 3% to 4% in 2017. Europe is expected to
grow at 2% to 3%, Asia and the Pacific and Africa both at 5% to 6%, the
Americas at 4% to 5% and the Middle East at 2% to 5%, given the higher
volatility in the region.

2016 Regional Results

Results in Europe were rather mixed with a number of destinations
affected by safety and security challenges. International arrivals reached
620 million in 2016, or 12 million (+2%) more than in 2015. Northern
Europe (+6%) and Central Europe (+4%) both recorded sound results,
while in Southern Mediterranean Europe arrivals grew by 1% and in
Western Europe results were flat.

Asia and the Pacific (+8%) led growth across regions in both relative
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and absolute terms, recording 24 million more international tourist
arrivals in 2016 to total 303 million. Growth was strong in all four
subregions, with Oceania receiving 10% more arrivals, South Asia 9%
more and North-East Asia and South-East Asia both 8% more.

International tourist arrivals in the Americas(+4%) increased by 8
million to reach 201 million, consolidating the solid results recorded in the
last two years. Growth was somewhat stronger in South America and
Central America (both +6%), while the Caribbean and North America
recorded around 4% more arrivals.

Available data for Africa points to an 8% rebound in international
arrivals in 2016 after two troubled years, adding 4 million arrivals to reach
58 million. Sub-Saharan Africa (+11%) led growth, while a gradual
recovery started in North Africa (+3%).

The Middle East received 54 million international tourist arrivals in
2016. Arrivals decreased an estimated 4% with mixed results among the
region’s destinations. Results for both Africa and the Middle East should
be read with caution as they are based on limited available data.

Note: All results in this release are based on preliminary data, as
reported by the various destinations around the world, and UNWTO
estimates of still-missing data. UNWTO will continue to collect data and
will present more comprehensive data by country in the April issue of the
UNWTO World Tourism Barometer.

Madrid, Spain, 17 January 2017
PR No. 17004

UNWTO and Japan International Cooperation Agency partner
to promote sustainable tourism

The World Tourism Organization (UNWTO) and the Japan International
Cooperation Agency (JICA) have signed a Memorandum of Cooperation
aimed at providing a framework for joint action in the area of sustainable
tourism.

The agreement, undersigned by UNWTO Secretary-General, Taleb Rifai,
and JICA Executive Senior Vice President, Kazuhiko Koshikawa, opens
important opportunities of collaboration as JICA is one of the largest
global donors in terms of international cooperation for development in
tourism.

As underlined in the document, the agreement aims to contribute to
the achievement of the 2030 Agenda for Sustainable Development and
the Sustainable Development Goals (SDGs) through tourism. A particular
focus is given to assisting developing countries to reduce poverty through
tourism as well as to improve public policies and business practices in
order to ensure sustainable and responsible production and consumption
patterns along the tourism supply chain.
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“To work together with a development agency that has 40 years of
experience is a privilege and a unique opportunity for UNWTO,
particularly now that we are launching the International Year of
Sustainable Tourism for Development 2017,” said UNWTO Secretary
General Taleb Rifai on the occasion of the signature of the agreement
conducted at the Organizations’ Headquarters in Madrid.

Other areas of cooperation include research and knowledge-sharing in
themes such as tourism and poverty reduction, tourism development in
developing countries, tourism and climate change and tourism and
security.

In addition, both Organizations will cooperate in technical assistance
projects addressing policy and strategy development, institutional
strengthening, quality standards, human resource development as well
as capacity building.

Madrid, Spain, 20 January 2017
PR No. 17005

The World Tourism Organization begins the International
Year of Sustainable Tourism for Development

His Majesty King Felipe VI of Spain presided over the event celebrating
the launch of the International Year of Sustainable Tourism for
Development, organized by the World Tourism Organization (UNWTO). The
gathering was attended by ministers of tourism from around the world.
The celebration highlighted tourism’s enormous potential to contribute to
the development of all countries within the framework of the Sustainable
Development Goals, and the need to continue advancing towards a more
sustainable sector that generates benefits to local communities and
promotes the conservation of cultural values and natural heritage.

The event, held in the El Pardo Palace in Madrid, Spain, was attended
by the Prime Minister of Georgia, the Vice-President of Honduras, more
than 40 tourism ministers and other senior officials from 57 countries.

The UNWTO Secretary-General underscored the continued growth of
tourism since the beginning of the crisis — “in 2016, more than 1.2 billion
people travelled around the world for tourism purposes and another 6
billion people travelled domestically” — and emphasized the need to move
towards more sustainable tourism in all its dimensions.

“In parallel with the growth of the sector, there is also increased
responsibility to advance towards greater sustainability, equity,
inclusiveness and peace in our societies,” he said.

For his part, His Majesty the King mentioned that “there are many
reasons for declaring 2017 as the International Year of Sustainable
Tourism for Development, such as greater appreciation of different
cultures and thus peace among peoples”.
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“To have been chosen as the host country for the launch of the
International Year is an acknowledgement of Spain’s commitment in areas
such as ecotourism, cultural tourism and agrotourism initiatives,” he
said.

The International Year of Sustainable Tourism for Development 2017
was declared in December 2015 by the United Nations General Assembly.
The Year was also presented in Madrid on the opening day of FITUR,
marking an important milestone in the 2030 Agenda and in the progress
towards the achievement of the Sustainable Development Goals.

Madrid, Spain, 19 January 2017
PR No. 17006

UNWTO Awards recognize the commitment of the tourism
sector to sustainable approaches

Guanajuato’s State Ministry of Tourism (Mexico), Carlson Rezidor Hotel
Group (Belgium), Govardhan Ecovillage (India) and Dutch Travel Trade
Association (Netherlands) were the winners of 13th Edition of the UNWTO
Awards for Excellence and Innovation in Tourism. Nearly 150 initiatives
from 55 countries applied for this edition.

The UNWTO Awards paid tribute to the commitment of the tourism
sector towards sustainability and innovation. The winning projects were
announced last night during the UNWTO Awards Ceremony in the
International Tourism Trade Fair (FITUR) in Madrid.

“The 13th UNWTO Awards is particularly relevant as it coincides with
the Official Launch of the International Year of Sustainable Tourism for
Development 2017, a milestone and an immense opportunity for the
global tourism community to advance towards a more inclusive and
sustainable sector,” underlined UNWTO Secretary-General Taleb Rifai in
his opening remarks.

Attended by nearly 400 participants from 85 countries, the Ceremony
emphasized how the tourism community has embraced sustainable and
innovative approaches in the last years as ways to enhance the sector in
the future.

The UNWTO Awards for Excellence and Innovation in Tourism are held
annually to highlight and promote the work of organizations and
individuals around the world that have greatly impacted the tourism
sector.

Their achievements have served as an inspiration for competitive and
sustainable tourism development and the promotion of the values of the
UNWTO Global Code of Ethics for Tourism and the Sustainable
Development Goals.

The awardees of the 13th UNWTO Awards for Innovation in four
different categories are as follows:
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Madrid, Spain, 19 January 2017
PR No. 17007

International Year of Sustainable Tourism for Development
2017 kicks off

Nearly 600 participants attended yesterday the Official Launch of the
International Year of Sustainable Tourism for Development 2017. The
event took place in the International Tourism Fair of Spain, FITUR, and
will be followed by 12 months of global actions aimed at advancing
sustainable tourism contribution to the 2030 Agenda for Sustainable
Development.

Co-presented by Max Forster, CNN, and Raquel Martinez, RTVE, the
event underlined the immense socio-economic opportunities brought by
the sector to all societies as well as its power to advocate for mutual
understanding, peace and sustainable development worldwide.

“Every day, more than three million tourists cross international
borders. Every year, almost 1.2 billion people travel abroad. Tourism has
become a pillar of economies, a passport to prosperity, and
a transformative force for improving millions of lives. The world can and
must harness the power of tourism as we strive to carry out the 2030
Agenda for Sustainable Development” said United Nations Secretary-
General, Antonio Guterres, in his message on the occasion of the
International Year.

“2017 is a unique opportunity for us to promote the contribution of
tourism to achieving the future we want — and also to determine, together,
the exact role we will have tourism play in the sustainable development
agenda, to and beyond 2030. A unique opportunity to ensure that tourism
is a pillar in achieving the 17 Sustainable Development Goals (SDGs)”,
said UNWTO Secretary General, Taleb Rifai, opening of the event.

“With the launch of the International Year of Sustainable Tourism for
Development we once again emphasize that our nations all face common
global challenges, which can only be resolved through advancing relations
and furthering partnerships. By introducing this initiative, we have
highlighted that Sustainable Development Goals (SDGs) are the focal
point for future development, and will guide us to create long-term assets,
and prevent relevant liabilities.”, said the Prime Minister of Georgia, Giorgi
Kvirikashvili.

“The International Year of Sustainable Tourism for Development 2017
is an incentive to a foster social and political dialogue which can promote
initiatives, investments and government actions leading to development
and the fight against poverty” said the Vice-President of Honduras,
Ricardo Alvarez Arias.

“The 2030 Agenda considers sustainable tourism as a vector of
development, job creation and the promotion of local culture and
products. Tourism is part of the Sustainable Development Goals and
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contributes decisively to almost all 17 Goals through its impacts on
fighting poverty, promoting decent jobs, improving gender equality and
the livelihoods of young people or the fight against climate change” said
the Minister of Foreign Affairs and Cooperation of Spain, Alfonso Maria
Dastis.

Addressing the Ceremony were also Nassir Abdulaziz Al-Nasser, High
Representative for the United Nations Alliance of Civilizations, Francesco
Bandarin, Assistant Director-General for Culture at UNESCO and
Elzbieta Bienkowska, European Commissioner for Internal Market,
Industry, Entrepreneurship and SMEs.

On the occasion, UNWTO announced the nomination of the
Ambassadors of the International Year: HE Ellen Johnson Sirleaf,
President of Liberia; HM King Simeon II; Huayong Ge, President,
UnionPay; Dr Talal Abu Ghazaleh, Chairman, Talal Abu-Ghazaleh
Organization and Dr Michael Frenzel, President, Federal Association of
the German Tourism Industry

The event also marked the launch of the International Year campaign
‘Travel.Enjoy.Respect’, aimed at promoting sustainable tourism among
travelers in partnership with CNN and RTVE.

Sponsors of the International Year:

Official Sponsors: ANA, Balearic Islands; Global Tourism Economy
Research Centre; Minube; Amadeus; Chimelong; Ras Al Khaimah;
Ministry of Tourism of Colombia; Ministry of Tourism of Morocco,
IFEMA/FITUR

Diamond: Ministry of Tourism of Mexico, Georgian National Tourism
Board, Ministry of Culture and Tourism of Azerbaijan, The Travel
Corporation, Capital Airlines, Eventisimo, Mastercard

Gold: German National Tourism Board (DZT), Turismo de Portugal,
Valencian Tourist Agency, Catalunya Tourist Board, Global Geoparks
Network, University of Applied Sciences HTW Chur - Institute of Tourism
and Leisure, Intercontinental Hotels Group

Silver: JTB Corp, South Pole Group

Media Partners: CNN, RTVE, Travel Weekly

Madrid, Spain, 30 January 2017
PR No. 17009

UNWTO welcomes 5-day visa-free policy by Belarus to
citizens of 80 states

UNWTO has expressed its full support to the decision of the
Government of Belarus to launch the 5-day visa-free policy that will be
applicable to travelers from 80 countries. The measure aims at advancing
seamless travel and attracting visitors, particularly those on business
trips.
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The Government of Belarus has recently decided to advance visa
facilitation as a means to stimulate tourism development. The decision
introduces visa-free entry at the Minsk National Airport and visa-free stay
in Belarus for up to five days for the citizens of 80 states. Among those,
there are 39 countries of Europe, including the entire European Union,
Brazil, Indonesia, the USA and Japan.

“Visa facilitation is among the most effective strategies to induce
tourism development in a region or in a country, so we are sure that the
tourism sector will experience a positive shift in Belarus,” said UNWTO
Secretary General, Taleb Rifai.

The promotion of seamless travel is one of UNWTO’s priorities,
considering the proven capacity of visa facilitation to stimulate economic
growth and job creation through tourism.

Belarus started policies to simplify the visa process in April 2016.

Madrid, Spain, 30 January 2017
PR No. 17010

UNWTO Lifetime Achievement Award pays tribute to the
founders of Lonely Planet

Tony Wheeler and Maureen Wheeler, founders of the widely-known
Lonely Planet Publications have received the 13th UNWTO Lifetime
Achievement Award. The prize is conferred every year to individuals with
visionary leadership and significant contributions to the global tourism
sector.

The inspirational role that Lonely Planet inferred worldwide to travelers,
writers and the tourism sector in general has been the major reason to
concede the UNWTO Lifetime Achievement Award to the Wheelers.

The couple founded Lonely Planet Publications in 1972, after a trip
across Asia. In the last 40 years, their guidebooks have sold over 100
million copies in English and other languages. Lonely Planet also ventured
into many other travel areas including a television series and an award-
winning travel website.

The work of Tony and Maureen Wheeler goes beyond the Lonely Planet
Publications and has reached a wider scope through the Planet Wheeler
Foundation. It is currently involved in more than 50 projects in the
developing world, principally in Southeast Asia and East Africa, with
a focus on poverty alleviation.

In addition, the London Business School hosts the Tony & Maureen
Wheeler Chair of Entrepreneurship whose work concentrates on
entrepreneurship in the developing world. In Melbourne, Australia the
creation of the Wheeler Centre for Books, Writing & Ideas played a key
role in the city’s recognition as a UNESCO City of Literature. Maureen is
the Chairperson of the annual Melbourne Arts Festival and the Principal
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Patron of Opera Australia’s production of Wagner’'s Ring Cycle in
Melbourne in 2013 and 2016. Tony is a director of Global Heritage Fund,
which works to protect and develop archaeological sites in the developing
world.

Tony and Maureen Wheeler did only not see traveling as an opportunity
to visit new places, but as an opportunity to share an untold story with
the world and support their values.

Madrid, Spain, 31 January 2017
PR No. 17011

UNWTO Statement on US Travel Ban

The World Tourism Organization (UNWTO), the United Nations
Specialized Agency for Tourism, expresses its deep concern and strong
condemnation over the recently announced travel ban by the United
States of America (USA) to nationals of seven countries (Iraq, Syria, Iran,
Sudan, Libya, Somalia and Yemen).

The travel ban, based on nationality, is contrary to the principles of
freedom of travel and travel facilitation promoted by the international
tourism community and will hinder the immense benefits of the tourism
sector brings in terms of economic growth and job creation to many
countries, including the USA.

“Global challenges demand global solutions and the security challenges
that we face today should not prompt us to build new walls; on the
contrary, isolationism and blind discriminatory actions will not lead to
increased security but rather to growing tensions and threats”, said
UNWTO Secretary-General, Taleb Rifai.

“Besides the direct impact, the image of a country which imposes travel
bans in such a hostile way will surely be affected among visitors from all
over the world and risk dumping travel demand to the USA” added Mr
Rifai.

Madrid, Spain, 09 February 2017
PR No. 17013

Viajes El Corte Inglés commits to Global Code of Ethics for
Tourism

Viajes El Corte Inglés has signed the Private Sector Commitment to the
UNWTO Global Code of Ethics for Tourism, a key element of tourism
enterprises’ efforts in the field of corporate social responsibility.

With more than 1.2 billion international travellers in 2016, tourism has
become one of the most powerful catalysts for the development of
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countries. Its capacity to create employment — 1 out of every 11 jobs
worldwide is generated by the sector — to promote environmental
protection and to create synergies between nations makes it a vital tool of
the 2030 Development Agenda.

In this context, the UNWTO Global Code of Ethics for Tourism
constitutes an important roadmap to guide the increasing responsibility
of all actors involved in the preservation of the environment, culture and
local communities.

“The addition of Viajes El Corte Inglés to the roster of companies
committed to the Global Code of Ethics for Tourism is one of the most
significant milestones of 2017, particularly when we are celebrating the
International Year of Sustainable Tourism for Development,” said UNWTO
Secretary-General Taleb Rifai.

Viajes El Corte Inglés is also one of the companies participating in the
project carried out by UNWTO and the Global Compact on tourism and
the Sustainable Development Objectives (SDGs).

The Code includes principles such as respect for human rights and
cultural heritage, the protection of the environment and the most
vulnerable communities, as well as concepts such as inclusiveness,
gender equality and accessibility. “This is a universal document that
contains moral values that all societies of the twenty-first century have
accepted as fundamental,” said the Secretary-General.

For his part Juan Luis Vassallo Saavedra, Director of Legal Affairs and
Secretary of the Board of Directors of Viajes El Corte Inglés, explained:
“Sustainability means much more than reforesting or practising
philanthropy. It is a reaffirmation of our strong link with the society we
form a part of and, above all, a way of creating lasting value.”

The Code of Ethics, which is currently undergoing a process of conversion
into an international convention, was approved by the United Nations
General Assembly in 2001 with the intention of inviting Member States to
apply ethical principles relating to tourism. To date, 493 companies and
associations from 67 countries have signed the Commitment.

Madrid, Spain, 13 February 2017
PR No. 17015

Murcia to host the 1st UNWTO World Conference on Smart
Destinations

To advance and shape a tourism model for the 21st century based on
innovation, technology, sustainability and accessibility — these are the
aims of the World Conference on Smart Destinations to be held in Murcia
on 15-17 February, organized by the World Tourism Organization
(UNWTO), the Ministry of Energy, Tourism and Digital Agenda of Spain,
and the Region of Murcia.
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A few weeks following the launch of the International Year of
Sustainable Tourism for Development, the city of Murcia has picked up
the baton to offer a platform for the discussion of key issues in the global
agenda of the sector, such as innovation, technology, sustainability and
accessibility.

The 1st UNWTO World Conference on Smart Destinations will bring
together government representatives, private sector entities, researchers
and academics, as well as technology centres. Among the topics to be
addressed is that of digital applications that make it possible to offer
increasingly customized services and to differentiate tourist destinations
that provide added value while preserving the natural, social and cultural
environment.

“These themes, which are priorities of the work of the World Tourism
Organization, define 21st century tourism: committed to ecosystems, local
cultures and to economic and social development,” explained UNWTO
Secretary-General Taleb Rifai. “It will be impossible to capitalize on the
potential of tourism in aspects such as job creation and socioeconomic
development if we do not commit to and move towards sustainable
practices that are respectful of the environment and local communities,”
he underlined.

The Conference includes an academic block in which research related
to 21st century tourism will be presented. A session will also feature
entrepreneurs who have developed highly innovative products or services
in the area of smart destinations.

The event will conclude with the reading of a manifesto summarizing
the contributions of the participants, which will form the basis of the first
UNWTO report on smart destinations.

The International Year of Sustainable Tourism for Development,
declared by the United Nations General Assembly and led by UNWTO,
constitutes a common tool for global action towards a more responsible,
inclusive and prosperous sector. To this end, the organizations in charge
of the Conference encourage governments, private sector entities,
consumers and civil society organizations to join the campaign and share
their experiences.

Madrid, Spain, 08 February 2017
PR No. 17016

Working Group progresses on the Convention on the
Protection of Tourists

The continuous growth of the tourism sector and its current trends and
challenges, including those related to safety and security and the
expansion of new businesses models, require an adaptation of the global
legal framework. In this regard, the World Tourism Organization (UNWTO)
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has been working since 2011 on the development of an international
convention to protect tourists and ensure confidence in the tourism
sector, an initiative now in its final phase.

The 9th meeting of the Working Group on the International Convention
on the ‘Protection of Tourists and the rights and obligations of Tourism
Service Providers’ took place on 26-27 January 2017. The meeting was
focused on advancing the Draft Convention by incorporating the
comments of UNWTO Member States and the members of the Working
Group in the framework of the Public Consultation made between August
and November 2016.

The protection of tourists in emergency situations, enhancing
cooperation among States and information sharing are issues of the
utmost importance for the Organization, together with the overall
protection of tourists as consumers. These are major areas in the
Convention and will ultimately improve confidence in tourism service
providers. As UNWTO Secretary-General Taleb Rifai has previously
expressed, “we are at a highly relevant crossroads; tourism is increasing
every year and governments and private sector need tools to build
a framework to guarantee tourist protection among other trends”.

The final Working Group meeting will take place on 28-29 March 2017
at the UNWTO Headquarters in Madrid and will aim to finalize text of the
Draft Convention, for its submission to the XXII UNWTO General
Assembly (Chengdu, China, September 2017).

The Working Group on the International Convention on the ‘Protection
of Tourists and the rights and obligations of Tourism Service Providers’
was created by the Decision of the UNWTO Executive Council in 2011.
The Working Group, chaired by Mr. Zoltan Somogyi (UNWTO Executive
Director for Programme and Coordination), integrates representatives of
UNWTO Member States, International Organizations and the private
sector.

Madrid, Spain, 14 February 2017
PR No. 17017

Portugal commits to the International Year of Sustainable
Tourism for Development 2017

Portugal has committed to partnering with the International Year of
Sustainable Tourism for Development 2017. The commitment was
presented to UNWTO Secretary-General Taleb Rifai, during his recent
official visit to Portugal. Among the initiatives to celebrate the Year,
Portugal is promoting the rehabilitation of historical buildings in the
interior of the country and routes through natural areas.

On the occasion, Mr. Rifai and Portuguese authorities discussed the
role of tourism in advancing the Sustainable Development Goals (SDGs)
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as well as the contribution of tourism to job creation and economic growth
in Portugal.

Meeting with Prime Minister Antonio Costa, Mr Rifai addressed the
mechanisms of coordination among Ministries to advance tourism
development in the country as well as issues of air transport and the
relevance of new source markets such as China.

Mr Rifai also met President Marcelo Rebelo de Sousa, with whom he
discussed the importance of raising the public visibility of the socio-
economic impact of tourism.

Tourism and the SDGs and visa facilitation were on the agenda of the
meeting with Minister of Foreign Affairs Santos Silva. Meeting with the
Minister of Economy, Caldeira Cabral, and the Secretary of State for
Tourism, Ana Mendes Godinho, Mr. Rifai discussed Portugal’s “Revive”
Programme aimed at promoting the rehabilitation of historic buildings
through private sector investment, as well as the policies in place to
promote the regional spread of tourism and fight seasonality.

The visit included the presentation of Portugal 4.0, a project aimed at
promoting innovation and entrepreneurship in the tourism sector and one
of the finalists of the 2016 UNWTO Awards.

Mr. Rifai also visited Madeira, whose Secretary of Economy, Tourism
and Culture Eduardo Jesus presented UNWTO with Madeira’s regional
tourism strategy. Issues in discussion included the project “Porto Santo
free Fossil Island”.

During his stay in Madeira, Mr Rifai welcomed five hotel chains (Quinta
do Furao, Savoy Hotels & Resorts, Pestana Hotel Group, Porto Bay Hotels
& Resorts and FourViews Hotels) which joined the Private Sector
Commitment to the UNWTO Global Code of Ethics, pledging to implement
and promote the principles of the Code and report on their actions.

To date, 499 companies and associations from 67 countries — from
airlines and hotels, to tour operators and associations — have committed
to uphold ethical standards and live by the Code in their operations.

Madrid, Spain, 1 March 2017
PR No. 17020

Future international standard on accessible tourism for all

From the initiative of the ONCE Foundation, the Spanish Association
for Standardization (UNE) and the World Tourism Organization (UNWTO),
the first working meeting for the development of an International
Standard on Accessible Tourism for All was held in Madrid on 13-14
February.

The Technical Committee TC 228, responsible for tourism and related
services within the International Organization for Standardization (ISO),
will develop a global and transversal international standard that will
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include, initially, a systematic inventory of existing standards, technical
criteria, recommendations and requirements in the field of accessible
tourism. In addition, recommendations and requirements will be
suggested for those segments of the value chain and related activities
whose international standardization in terms of accessibility is still
pending.

The future standards will be called “ISO 21902 Tourism and related
services—Tourism for all—Requirements and recommendations”. In terms
of scope, the new standard will set clear guidelines for tourism planning
and destination management.

According to Jestis Hernandez, Director of Universal Accessibility and
Innovation of the ONCE Foundation, the new standard will be “a lever to
promote Design for All in such an important economic sector as tourism
at the world level. In many cases persons with disabilities cannot exercise
their rights to leisure and the enjoyment of culture and tourism. This is
discrimination. In addition, from an economic point of view, tourism
activity that is designed for all people represents a source of wealth
creation”.

For his part, Marcio Favilla, UNWTO Executive Director, emphasized
that universal accessibility is a right and a business opportunity for
destinations and companies: “Accessible tourism is the answer to
everyone’s universal right to travel and discover the world. At the same
time, it is an opportunity for the tourism industry to capture a global
marketplace that includes millions of people with disabilities, seniors,
families with young children and many others who encounter numerous
barriers, both physical and cultural, when travelling.”

Javier Garcia, Director of Standardization of the Spanish Association
for Standardization (UNE), stated that “technical standards are
documents available to all, which contain the consensus of all parties
related to globally-accepted good practices, helping organizations to
establish their criteria for action. Currently, the Spanish catalogue
contains 75 standards and draft standards that establish the accessibility
requirements in many areas, benefiting persons with disabilities and their
families, as well as society in general”. UNE is the entity responsible for
the development of technical standards in Spain and is the national
representative at international and European standardization bodies.

To date, the working group established under ISO TC228 has
representatives from Panama, Austria, the United Kingdom, Cyprus,
Luxembourg, Portugal, Argentina, Malta, Canada, Ireland and Spain, as
well as representatives of associations such as ENAT (European Network
of Accessible Tourism), HOTREC (European Association of Hotels,
Restaurants and Cafés), ECTAA (European Association of Tour Operators
and Travel Agents), SBS (Small Business Standards, the European
association representing SMEs in standardization), and ANEC (the
European consumer association for standardization)

The new standard, which is expected to be approved in 2018 after
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reaching consensus at the ISO level and promulgated during 2019, will be
applied to the different stakeholders of the tourism sector, both public
and private and at different levels.

Madrid, Spain, 22 February 2017
PR No. 17021

UNWTO Headquarters hosts the launch of Spanish stamps of
the International Year of Sustainable Tourism for
Development 2017

UNWTO Headquarters in Madrid hosted the presentation on Tuesday of
two Spanish stamps commemorating the International Year of
Sustainable Tourism for Development 2017.

The United Nations declared 2017 as the International Year of
Sustainable Tourism for Development, highlighting the potential of
tourism to be a pillar of a sustainable, inclusive and equitable future for
all.

UNWTO Secretary-General Taleb Rifai recalled that the Year aims to
inspire change among all those involved in tourism, including tourists
themselves, so that they are mindful of their role in travelling with respect
for cultural heritage, the environment and the hosts that welcome them.

“This stamp is one of the key tools to reach all those travelling in Spain
and engage them in making a positive impact. We are extremely grateful
to the Spanish government and to Correos (the Spanish National Post
Office) for this initiative”, said Secretary-General Rifai.

“It is always a pleasure to present a new stamp but, in this case, my
gratification is greater because these stamps are dedicated to tourism,
one of the most important emblems of our country,” underlined Javier
Cuesta Nuin, President of Correos.

With a circulation of 14,000,000, the stamp will promote responsible
tourism among Spaniards and the millions that every year visit Spain.

Madrid, Spain, 28 February 2017
PR No. 17023

UNWTO Secretary General attends Bahrain’s Spring of
Cultures Festival

At the invitation of H.E. Shaikha Mai Bint Mohammed Al-Khalifa,
President of the Bahrain Authority for Culture and Antiquities and
Chairperson of the Board of the Arab Regional Centre for World Heritage,
UNWTO Secretary-General, Taleb Rifai, attended the celebrations of

75



Bahrain’s Spring of Cultures Festival, which coincided with Arab Tourism
Day on February 25.

This was an occasion to stress the importance of cultural preservation
and the links between tourism and culture particularly in the scope of
the International Year of Sustainable Tourism for Development 2017.

“2017, declared by the United Nations General Assembly as the
International Year of Sustainable Tourism for Development, is a unique
opportunity to promote the value of tourism to in the preservation of our
values, diversity and heritage. Tourism revives traditional activities and
customs, empowers communities and nurtures pride within them,
promoting cultural diversity and raising awareness of the value of
heritage”, said UNWTO Secretary-General, Taleb Rifai.

On the occasion, Mr Rifai was presented with the advances in the
development of the Path of Pearls, including the restoration of several
traditional houses in Manama.

Bahrain island society developed an economic, cultural and social
system that was based on a singular source of income, a natural product
of incomparable beauty: the pearls of Bahrain. The unique story of
pearling in Bahrain and its physical testimony in Muharraq is now listed
by UNESCO as World Heritage site.

“I would like to commend the immense efforts of H.E. Shaikha Mai Bint
Mohammed Al-Khalifa in preserving and promoting culture in Bahrain
and its relationship with tourism”, added Mr Rifai.

UNWTO has been long promoting the development of cultural tourism
routes as a means to advance regional integration and economic
development, namely through its long standing Silk Road Tourism
Programme.

As part of Bahrain’s Spring of Cultures Festival, Mr Rifai also attended
the Lebanese opera show “Antar and Abla” at the Bahrain National Theater.

In recognition of her contribution to the promotion of sustainable
cultural tourism, UNWTO will designate H.E. Shaikha Mai Bint
Mohammad Al-Khalifa as Special Ambassador for the International Year
of Sustainable Tourism for Development 2017 at a special ceremony at
UNWTO Headquarters in Madrid on March 24, 2017.

Madrid, Spain, 2 March 2017
PR No. 17024

Sustainability, new platform tourism services and Silk Road
focus of UNWTO activities at ITB 2017

UNWTO activities at the 51th edition of ITB, taking place next 8-12
March in Berlin, include the 7th UNWTO Silk Road Ministers Meeting,
events on the New Platform Tourism Services (or the so- called sharing
economy), Child Protection and Indigenous Tourism.
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Expected to gather around 20 Ministers of Tourism, the Silk Road
Ministerial Meeting (8 March) will address the contribution of tourism to
Sustainable Tourism and Local Communities.

On the 9th March, UNWTO will debate the New Platform Tourism
Services (or the so-called sharing economy) with a focus on how it impacts
on destinations and how are destinations addressing these new services.

In addition, also on the 9t March, UNWTO organizes the 32nd Meeting
of the World Tourism Network on Child Protection and a Panel on
Indigenous Tourism, underlining the relevance of inclusive practices to
approach local communities in order to achieve a more sustainable
tourism sector.

The World Tourism Network on Child Protection serves as a platform for
tourism stakeholders to exchange good practices and discuss the most
pressing challenges in curbing child and youth exploitation in the tourism
sector, including sexual exploitation, child labor and trafficking. The
Network draws together governments, the tourism industry, international
organizations, non-governmental organizations and media associations.

“ITB is always vibrant and interesting, but this year it acquires a higher
relevance as we are celebrating the International Year of Sustainable
Tourism for Development 2017 and this highly prominent fair provides
one of the best platform to advocate responsible tourism worldwide,” said
UNWTO Secretary General, Taleb Rifai.

Madrid, Spain, 03 March 2017
PR No. 17024

UNWTO appoints King Simeon II ambassador of the
International Year of Sustainable Tourism for Development

Simeon II received from the Secretary-General of the World Tourism
Organization (UNWTO) the certificate accrediting him as an ambassador
of the International Year of Sustainable Tourism for Development, which
is being observed globally throughout 2017. The figure of Ambassadors of
the International Year was presented last January at the launching of the
Year that took place in the context of FITUR in Madrid.

Speaking at the ceremony held at the UNWTO headquarters in Madrid,
UNWTO Secretary-General Taleb Rifai emphasized: “When designating
2017 as the International Year of Sustainable Tourism for Development,
the United Nations recognized tourism’s contribution to the development
agenda, to peace, equality and prosperity. I am very touched to see that
King Simeon II shares this same vision on the power of tourism and I truly
thank him for his commitment to spread this important message across
the world.”

Simeon II expressed gratitude for his appointment as ambassador of
the International Year and stressed the importance of tourism in moving
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towards a more sustainable and fairer world. “One of the most important
objectives of the Year is to raise awareness among the international
population as well as institutions about the potential of tourism to
promote culture, exchanges or the elimination of prejudices,” said the
newly appointed ambassador of the Year.

In addition to Simeon II, the UNWTO has appointed the following
ambassadors of the International Year: H.E. Ellen Johnson Sirleaf,
President of Liberia; H.R.H. Shaikha Mai bint Mohammed Al Khalifa,
President of the Bahrain Authority for Culture and Antiquities; Talal Abu-
Ghazaleh, Chairman of the Talal Abu-Ghazaleh Organization; Michael
Frenzel, President of the Federal Association of the German Tourism
Industry (BTW); and Ge Huayong, Chairman of China UnionPay.

Madrid, Spain, 6 March 2017
PR No. 17026

UNWTO advances the conversion of the Code of Ethics into
an international Convention

The World Tourism Organization (UNWTO) is working to convert the
UNWTO Global Code of Ethics for Tourism into an international
Convention, in order to increase the commitment of all stakeholders to
its principles. The process is being led by an intergovernmental Working
Group composed of representatives of 36 UNWTO Member States.

While extremely relevant for the tourism sector, the UNWTO Global
Code of Ethics for Tourism, adopted in 1999, represents a voluntary
instrument whereas, the future Convention on Tourism Ethics would
constitute a binding instrument.

“For UNWTO to have its first International Convention based on its
cornerstone policy document would be of great significance, especially at
a time when the uninterrupted growth of international tourist arrivals has
reached a record of 1.2 billion in 2016, doubling the figures of tourism in
1999, year in which the Global Code of Ethics was adopted”, said UNWTO
Secretary-General, Taleb Rifai.

The Working Group on the UNWTO Convention on Tourism Ethics
discussed the text of the Draft Convention during two intense working
sessions in its second meeting, held on 30-31 January 2017. The draft
text will now be presented to the 105th session of the UNWTO Executive
Council, to be held on 11-12 May 2017 in Madrid, Spain. The Executive
Council will then be followed by a third meeting of the Working Group to
which UNWTO Full and Associate Members are invited to participate.

Following the roadmap agreed by the Working Group, the Convention
will be presented for consideration and possible adoption to the 22nd
UNWTO General Assembly, to take place in Chengdu, China, on 6-9
September 2017.
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If approved, the Convention would represent an important step for
UNWTO as a specialized agency of the United Nations, as it would be the
first international treaty of the Organization. The adoption of the draft
Convention on Tourism Ethics this year would be particularly timely since
2017 has been declared by the United Nations as the International Year
of Sustainable Tourism for Development.

Madrid, Spain, 8 March 2017
PR No. 17027

Tourism opens our hearts and our minds: UNWTO Secretary-
General at ITB Berlin

Tourism can transform our world and build better understanding in
a world living a deficit of tolerance said UNWTO Secretary-General, Taleb
Rifai, at the opening ceremony of the 2017 edition of ITB Berlin (Berlin,
Germany, 7 March 2016).

“We live the worst of times and the best of times. Times when we wake
up every other day with the threat of terrorism at our doorstep and the
glooming numbers of unemployment. Times of isolationism and ill-
conceived actions like travel bans, which do not lead to increased security
but just to growing tension. Despite all these complex and interlinked
challenges, despite acts against the freedom of travel, the power of tourism
continues to shine through the darkness” said Mr Rifai.

Quoting the United Nations Secretary-General, Antonio Guterres, he
said, “Beyond the measurable advances that tourism can make possible,
it is also a bridge to better mutual understanding among people from all
walks of life.”

In this context, Mr Rifai recalled the declaration of 2017 as the
International Year of Sustainable Tourism for Development by the United
Nations is a clear recognition of the potential contribution of tourism to
social progress, equality and prosperity and peace and that tourism must
be at the forefront of the 2020 Agenda for Sustainable Development.

“In a world that seems increasingly short of tolerance and generosity,
we should cherish tourism as a precious pillar of peace amongst
communities and nations.“ he said.

“We all need to ensure that, as our sector grows, it contributes to the
wellbeing of the world and not to its peril. Tourism must fulfil its
responsibility to contribute to all 17 universal Sustainable Development
Goals” he added.
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Madrid, Spain, 9 March 2017
PR No. 17028

Silk Road destinations committed to sustainable tourism

The 7th UNWTO Silk Road Ministers Meeting held at ITB Berlin on 8
March 2017 focused on how to foster sustainable tourism development
along the Silk Road. Held within the framework of the International Year
of Sustainable Tourism for Development 2017, 31 countries from the Silk
Road and beyond exchanged best-practice on how to advance the
contribution of tourism to the Sustainable Development Goals (SDGs).

Addressing the meeting and setting the tone for the ministerial debate,
UNWTO Secretary-General, Taleb Rifai, said “2015 was a landmark year
with the approval of the universal SDGs by the international community.
Tourism can contribute to all 17 Goals. Indeed, if properly managed,
tourism can positively help address all the interconnected challenges
facing people and planet including ending poverty, promoting gender
equality, fostering jobs and inclusive growth and fighting climate change.

Moderated by Christa Larwood from the BBC, ministers and high level
officials shared their views and experiences in promoting sustainable
tourism, in areas of heritage protection, community participation,
sustainable business practices and the development of niche tourism
itineraries and products. Two presentations, the celebration of the World
Nomad Games in Kyrgyzstan and community integration in West Bengal
(India), highlighted the potential and multiple benefits to be derived from
a sustainable tourism path.

Important input was also contributed by UNWTO Affiliate Member,
TripAdvisor, who presented the findings of the TripAdvisor Travel Trends
for the Silk Road 2017. For the second consecutive year, TripAdvisor
conducted a specialised consumer survey assessing travel preferences,
habits and interests along the Silk Road. Research higlights that among
top interest areas while travelling along the Silk Road are visiting
UNESCO World Heritage Sites, experiencing local gastronomy and
attending local festivals and events.

On the occasion, Greece’s Minister of Tourism, Elena Kountoura,
announced the hosting of the First Western Silk Road Workshop in
Alexandroupolis, Greece, on 26-27 April 2017.

The UNWTO Silk Road Programme is a collaborative initiative designed
to enhance sustainable tourism development along the historic Silk Road
routes. It aims to maximize the benefits of tourism development for local
Silk Road communities, while stimulating investment and promoting the
conservation of the route’s natural and cultural heritage. Currently the
Silk Road Programme engages 33 UNWTO Members States, UN agencies,
UNWTO Affiliate Members, as well as an extensive network of private
sector stakeholders. The 7th UNWTO Silk Road Task Force meeting will
be held in Valencia, Spain on 30-31 March 2017.
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Madrid, Spain, 10 March 2017
PR No. 17029

Governments need to lead the protection of children in
tourism —- UNWTO World Tourism Network on Child
Protection meets in Berlin

The 32nd meeting of the UNWTO World Tourism Network on Child
Protection focused on the role of governments in advancing the fight
against the exploitation of children in tourism (9 March 2017).

“Child protection is the responsibility of all - communities, private
sector, academia, but governments have a leading role to play” said Carol
Bellamy, Chair of the Network, opening the meeting.

“There is a bright and black side to tourism; we need to recognize the
black side exists and address it with no shame. We need zero tolerance to
any form of child exploitation. We cannot allow the tourism infrastructure
to be used for this and shouldn’t have any issues in exposing such
situations”, said UNWTO Secretary-General, Taleb Rifai.

The meeting, which was attended by the Ministers of Tourism of Ghana
and Sudan, was an opportunity to share best practices from India (TMB),
Kenya, Maldives, Myanmar, the Association of British Travel Agents
(ABTA), the World Childhood Foundation, and Uruguay representing the
Regional Task Force for the Protection of Children in Travel and Tourism
of the Americas (GARA), which Uruguay presides since last year.

Cross-government coordination and commitment as well as cross-
sectoral cooperation were pointed out as key factors to advance child
protection in tourism.

The World Tourism Network on Child Protection (formerly the Task
Force for the Protection of Children in Tourism) is an open-ended network
featuring the multi-stakeholder participation of a range of tourism
stakeholders, from governments, international organisations and non-
governmental organisations (NGOs) to tourism industry groups and media
associations. Originally formed in 1997, since 2007 its mandate has been
to prevent all forms of youth exploitation in the tourism sector (i.e. sexual
exploitation, child labour and child trafficking).

The Network’s meetings, held annually at the worlds’ foremost Travel
and Tourism Fairs, serve as a platform for key actors to exchange
experiences and best practices, present awareness-raising materials and
capacity building tools, and promote the adoption of professional codes of
conduct or other responsible practices in line with the UNWTO Global
Code of Ethics for Tourism.

The activities of the World Tourism Network on Child Protection are co-
ordinated by the UNWTO Secretariat and monitored by an Executive
Committee established in November 2000.
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Madrid, Spain, 16 March 2017
PR No. 17030

Tourism and economic growth under the spotlight at UNWTO
& Arabian Travel Market Ministerial Forum 2017

The Middle East and North Africa (MENA) are expected to welcome 195
million international tourists by 2030. Between 25 million and 50 million
new jobs will be required in the region over the next decade. Over 20
Ministers and industry leaders will gather at the Ministerial Forum to
discuss how tourism can play a role in the future of the MENA region.

Visitors to the MENA region will total 195 million by 2030, growing at
a rate higher than the world average, according to figures by the World
Tourism Organization (UNWTO).

The rapid development of the sector will form part of the discussion at
the UNWTO & ATM Ministerial Forum at the Arabian Travel Market,
taking place on April 24 in the Dubai World Trade Centre, United Arab
Emirates. The Forum, an official event of the International Year of
Sustainable Tourism for Development 2017 returns to ATM this year, with
a particular focus on the contribution of tourism to sustainable economic
growth and economic diversification of the MENA region.

“Tourism is an increasingly important sector to support the economic
diversification of the region. In addition to generating foreign exchange
earnings and creating jobs, tourism promotes trade and investment and
significantly contributes to the development of other sectors of the
economy - such as construction, manufacture, retail and financial
services.” said UNWTO Secretary-General, Taleb Rifai.

Simon Press, Senior Exhibition Director, ATM, said: “The Middle East
has experienced huge changes since the UNWTO Ministers Forum was
last held at ATM back in 2015. This year will reflect the pace and level of
that development, uniting more than 20 ministers with industry leaders
in the MENA region to consider methods of capitalising on tourism growth
and building a sustainable ecosystem for the sector to unlock its potential
within each country’s National Agenda. Specific areas of focus will include
GDP growth and economic diversification, innovation, entrepreneurship
and productivity, job creation, human capital and infrastructure
development, investment and export promotion.”

The Forum is one of a number of events in the year-long programme of
official activities of the International Year of Sustainable Tourism for
Development 2017.

In his message on the occasion of the Year, United Nations Secretary
General, Antonio Guterres, said: “Tourism has become a pillar of
economies, a passport to prosperity, and a transformative force for
improving millions of lives. The world can and must harness the power of
tourism as we strive to carry out the 2030 Agenda for Sustainable
Development.”

82



Taking place on Monday, 24 April from 3.30pm, the Forum will be held
under the patronage of H.E. Sultan bin Saeed Al Mansouri, Minister of
Economy of the United Arab Emirates. This will follow the 42nd meeting
of the UNWTO Commission for the Middle East which is being held at
10am in the morning.

The Forum will address the following issues:

- Empowering evidence based decision making and accurate
measurement of the contribution of tourism to current and future
economic growth - particularly as regards GDP, jobs and exports - and
its multiplier effect on other sectors of the economy.

— Enhancing the contribution of domestic tourism alongside international
tourism (especially intra-regional) in delivering sustainable economic
growth from the sector.

— Main challenges and opportunities for securing investment in tourism
(FDI and domestic investment).

— Strategies and measures to strengthen tourism’s resilience to external
shocks.

— Ensuring that economic growth due to tourism leads to the sustainable
and inclusive development of host communities and the transition
towards a green economy.

— Investing in technology - driven innovations to enhance performance
and improve competitiveness.

— Policies to promote job creation and entrepreneurship

- Strengthening the sector’s institutional framework, engaging and
aligning key governmental role players on tourism policy issues and
targets and developing result driven partnerships with local and
international stakeholders.

Madrid, Spain, 20 March 2017
PR No. 17031

UNWTO Secretary-General welcomes Japan’s support for
tourism when meeting with Prime Minister Abe

The Secretary-General of the World Tourism Organization (UNWTO),
Taleb Rifai, applauded Japan’s commitment to tourism development as
one of the significant pillars of the socio-economic agenda during a recent
official visit to Japan. Meeting Prime Minister Shinzo Abe, Mr Rifai
welcomed Japan’s Action Program for Tourism focused on infrastructure
development, visa facilitation and technology.

“Japan will continue to promote tourism and stress its great potential
in people to people understanding as well as its important role in rural
area development”, said Prime Minister Abe.

On the occasion, Mr. Rifai presented Prime Minister Abe with the Open
Letter on Travel and Tourism, an initiative jointly led by UNWTO and the
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World Travel and Tourism Council (WTTC) to advocate tourism and its
role to the development of nations.

Mr Rifai congratulated Prime Minister Abe on the impressive
development of the tourism sector since he took office in 2013 and
highlighted the potential that tourism has to bring development to all the
areas of Japan. In 2016, Japan received 24 million international tourists,
an increase of 22% as compared to 2015. Japan set as a target to increase
the number of foreign tourists to 40 million by 2020, and to 60 million by
2030.

“Japan is showing a clear leadership in tourism development by placing
tourism high in its socio-economic agenda. We thank Prime Minister Abe
for its vision and leadership and look forward to continuing working with
Japan to achieve its set target of 40 million international tourists by
20207, said Mr Rifai.

David Scowsill, President & CEO, WTTC, said: “Japan is a country
which has long recognized the power of our sector to drive economic
growth. Travel & Tourism contributes 7.4% to the country’s GDP and
generates over 4.5 million jobs, or 6.9% of total employment in the
country. Japan ranks 4th in the world for Travel & Tourism GDP. We
encourage the government to continue its great efforts to stimulate
Japan’s Travel & Tourism sector, focusing on creating products to attract
new markets and continuing to invest in infrastructure to absorb future
demand in the country.”

Mr Rifai also met the Governor of Yamagata Prefecture, Mieko
Yoshimura, to announce the forthcoming UNWTO Conference on Tourism
and Snow-Related Activities, to be held in February 2018. The event is
aimed at supporting the recovery of the Tohoku region (Northern) from
the 2011 earthquake. It is also part of the efforts of UNWTO to support
Japan in diversifying its tourism offer to less known tourism areas.

The visit was also an occasion to inaugurate the Tokyo Liaison Office of
the UNWTO Regional Support Office for Asia and the Pacific RSOAP based
in Nara in the presence of the 17 UNWTO Affiliate Members of Japan and
200 key tourism leaders and stakeholders. The office will provide
supplementary support to the activities being carried out from the Nara-
based office.

Besides his encounter with Prime Minister Abe, Mr Rifai held meetings
with Mr. Yoshihiro Nikai, Secretary-General of Liberal Democratic Party
(LDP), Mr. Keiichi Ishii, the Minister of Land, Infrastructure, Transport
and Tourism (MLIT), Mr. Nobuo Kishi, State Minister for Foreign Affairs
and Mr. Akihiko Tamura, Commissioner of Japan Tourism Agency (MLIT),
all of whom expressed their support to the tourism sector and the work
of UNWTO.

On the occasion, UNWTO Secretary-General also addressed the
research commission for the establishment of a tourism oriented nation
of the LDP and met with the representatives of the Japan National
Tourism Organization (JNTO), the Japan Association of Travel Agents
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(JATA), the Japan Travel and Tourism Association (JTTA), JTB Corp.,
TOYO University, All Nippon Airways (ANA), Gurunavi Inc. and the Japan
International Cooperation Agency (JICA).

JICA and UNWTO recently signed a Memorandum of Understanding
aimed to contribute to the 2030 Agenda for Sustainable Development and
the Sustainable Development Goals (SDGs) through tourism with
a particular focus in assisting developing countries to reduce poverty
through tourism as well as to improve public policies and business
practices.

Madrid, Spain, 21 March 2017
PR No. 17032

UNWTO Seminar addresses tourism development in the
Russian regions of the Silk Road

The potential of tourism itineraries and products in the Russian regions
of Silk Road has centred the debates of a Seminar conducted last 12
March in Moscow by UNWTO. The Seminar was held in the framework of
the UNWTO Silk Road Programme in cooperation with the Russian
Federal Agency for Tourism and the Intourmarket Tourism Fair.

The relevance of Silk Road tourism itineraries and products in Russia
as well as marketing and branding opportunities received major attention
during the Seminar facilitated in Moscow by the UNWTO Silk Road
Programme. The event was attended by representatives of the Russian
regions and tourism stakeholders from the public and private sector.

Moderated by Leonid Gelibterman, President of the International Center
of Wine and Gastronomy of the Russian Federation, the event was an
excellent platform to exchange and showcase best practices.

The regions of Astrakhan and Caucasus, and the Republics of
Dagestan, Tatarstan, Altai and Buryatia, showcased innovative tourism
offers based on their Silk Road heritage. Gastronomy, natural splendor
and intangible heritage were identified as key elements that will drive the
development of Silk Road tourism in Russia.

One of the major conclusions of the Seminar was the need to continue
working towards the establishment of a trans-regional cooperation
framework for the Russian regions on the Silk Road. This and other topics
will be at the core of the International Conference on the Gastronomic
Routes of the Silk Road to be held in Astrakhan, Russia, next July.

The UNWTO Silk Road Programme is a collaborative initiative designed
to enhance sustainable tourism development along the historic Silk Road
routes. It aims to maximize the benefits of tourism development for local
Silk Road communities, while stimulating investment and promoting the
conservation of the route’s natural and cultural heritage.

Currently the Silk Road Programme engages 33 UNWTO Members
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States, UN agencies, UNWTO Affiliate Members, as well as an extensive
network of private sector stakeholders.

The 7th UNWTO Silk Road Task Force meeting will be held in Valencia,
Spain on 30-31 March 2017.

Madrid, Spain, 22 March 2017
PR No. 17033

UNWTO welcomes Morocco as a partner of the International
Year of Sustainable Tourism for Development 2017

Morocco has become the latest country to join UNWTO as partner of
the International Year of Sustainable Tourism for Development 2017. The
commitment was delivered at the Moroccan Day of Sustainable and
Responsible Tourism held on 20 March in Rabat.

Morocco has become the latest partner of the International Year of
Sustainable Tourism for Development 2017.

On the occasion of the Moroccan Day of Sustainable and Responsible
Tourism on 20 March, the government of Morocco committed to support
the International Year and advance the promotion of the first African
Charter on Sustainable and Responsible Tourism.

The African Charter on Sustainable and Responsible Tourism, signed
last November in Marrakesh during the Ministerial Forum on Tourism
and Climate in Africa, on the sidelines of the COP22, aims at becoming an
instrumental tool for the continent to engage in sustainable tourism best
practices by reconciling social and economic growth, the preservation of
the environment and the respect for the cultural diversity of each country.

“The commitment of the Kingdom of Morocco with the tourism sector is
remarkable, not only by joining now the International Year of Sustainable
Tourism for Development, but also by other gestures done in the past
such as partnering with the World Tourism Organization in promoting
more responsible practices and leading the process of adoption of the
African Charter” said UNWTO Secretary-General Taleb Rifai.

The United Nations 70th General Assembly has designated 2017 as the
International Year of Sustainable Tourism for Development. In the context
of the universal 2030 Agenda for Sustainable Development and the
Sustainable Development Goals (SDGs), the International Year aims to
support a change in policies, business practices and consumer behavior
towards a more sustainable tourism sector than can contribute to the
SDGs.

The IY2017 will promote tourism’s role in the following five key areas:
(1) Inclusive and sustainable economic growth; (2) Social inclusiveness,
employment and poverty reduction; (3) Resource efficiency,
environmental protection and climate change; (4) Cultural values,
diversity and heritage; and (5) Mutual understanding, peace and security.
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Madrid, Spain, 24 March 2017
PR No. 17036

UNWTO appoints Shaikha Mai Bint Mohammed Al-Khalifa as
Ambassador of the International Year of Sustainable Tourism
for Development

The President of the Bahrain Authority for Culture and Antiquities and
Chairperson of the Board of the Arab Regional Centre for World Heritage,
Shaika Mai Bint Mohammed Al-Khalifa, has been appointed as Special
Ambassador of the International Year of Sustainable Tourism for
Development 2017.

In the resolution that adopts the Year, the UN General Assembly
specifically stresses how tourism can foster “better understanding among
peoples everywhere, leading to a greater awareness of the rich heritage of
various civilizations and bringing about a better appreciation of the
inherent values of different cultures”.

The ceremony, conducted at the Headquarters of the World Tourism
Organization (UNWTO) in Madrid, Spain, praised the role that Shaikha
Al-Khalifa has played in advancing culture as a key component of tourism
development in Bahrain and the Middle East, through the Arab Regional
Centre for World Heritage.

“Your Excellency is an example for all of us in the work she does in
Bahrain to promote and protect culture, to link tourism and heritage and
to bring culture to life” said UNWTO Secretary-General, Taleb Rifai, in the
ceremony.

“It is an honor to be selected as an ambassador to UNWTO in this
special Year of Sustainable Tourism for Development. I believe that now
more than ever tourism and culture have a vital role to play in promoting
peace and understanding and in encouraging a dialogue between
civilizations, not walls between nations. Coming from the Arab region, the
cradle of civilizations and the home to many of the world iconic heritage
sites; a region traditionally known for its hospitality and acceptance of
the other, I believe that cultural tourism can be an effective tool for
sustainable development. Tourism add an economic value to the historical
value of all cultural sites, it creates jobs, revitalize crafts and generates
revenues for people wherever they are. I also believe that tourists enjoying
a cultural tourism experience, they themselves become the best
ambassadors of what the Arab World has got to offer,” said in her
intervention Shaikha Mai Bint Mohammed Al-Khalifa.

Shaikha Mai Bint Mohammed Al-Khalifa will join as Ambassadors of
the International Year of Sustainable Tourism for Development 2017 Juan
Manuel Santos, President of Colombia, Ellen Johnson Sirleaf, President of
Liberia, Talal Abu-Ghazaleh, Chairman of Talal Abu-Ghazaleh
Organization, Michael Frenzel, President of the Federal Association of the
German Tourism Industry (BTW) and Huayong Ge, CEO of UnionPay.
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Madrid, Spain, 27 March 2017
PR No. 17037

The role of tourism in reducing poverty discussed at UNWTO
Workshop in China

The power of tourism to induce poverty reduction and development
constituted the main focus of the UNWTO Workshop held in Guangdong,
China. The workshop was conducted under the framework of the
agreement signed between UNWTO and the Chimelong Group in 2016
designed to support sustainable tourism and wildlife protection through
tourism.

Raising awareness on the relevance of the tourism sector in the
reduction of poverty and promoting knowledge sharing on best practices
constitute the major objectives of the Workshop for Poverty Reduction and
Tourism Development held in Guangdong. The event takes place in
a highly relevant momentum as 2017 is celebrated as the International
Year of Sustainable Tourism for Development, a global campaign lead by
UNWTO.

“Guangdong, one of the top economic hubs in China, is one of the best
examples of what is happening in China in terms of the links between
development and tourism and therefore it is a perfect location to conduct
this event” said UNWTO Secretary General, Taleb Rifai.

“We sincerely appreciate the agreement with UNWTO that includes
a number of initiatives in the field of sustainable tourism and wildlife
conservation, which are very much in line with our philosophy ‘Wherever
Chimelong goes, the happiness follows’ as our CEO, Su Zhigang
highlights,” said Chen Wancheng, President of Guangdong Chimelong
Group.

Accounting for 6.3% of GDP, tourism is one of the most important
sectors in Guangdong. The province receives more than 300 million
domestic tourists annually and around 35 million international tourists.

The workshop included case studies from the UNWTO ST-EP Project
Great Himalaya Trail Development Programme, the UNWTO Network of
Sustainable Tourism Observatories and from activities conducted by
Chimelong in the Guangdong Province. Representatives of Provincial
Tourist Authorities and Provincial Tourism Organizations, in particular
from the Guangdong Province, stakeholders from the private sector and
Chinese NGOs attended the event.
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Madrid, Spain, 29 March 2017
PR No. 17038

International Tourists to the European Union reach almost
half a billion in 2016

International tourist arrivals to the European Union increased by 4% in
2016, reaching almost 500 million or 40% of the world’s total. This
preliminary result is included in the first release of the ‘European Union
Short-Term Tourism Trends’, a regular monitoring of EU tourism by the
World Tourism Organization (UNWTO) in the framework of the cooperation
with the Directorate-General for Internal Market, Industry,
Entrepreneurship and SMEs (DG GROWTH) of the European Commission
(EC).

Despite many challenges facing Europe in 2016, tourism has once
again shown extraordinary strength and resilience, reinforcing its
contribution to economic growth, job creation and social wellbeing in the
European Union (EU-28).

The 28 countries of the EU boasted a solid growth in international
tourist arrivals of above 4% in 2016, exceeding the world’s average growth
rate, and increasing by 21 million to 499 million.

2016 was the 7th consecutive year of sustained growth for the EU-28
following the 2009 global economic and financial crisis, with 107 million
more tourists than the pre-crisis level of 2008.

“Tourism is today one of the key pillars of the EU strategy for jobs and
inclusive growth. UNWTO is very pleased to be working alongside the
European Commission in monitoring international tourism trends,
advance product development and sustainable tourism in Europe”, said
UNWTO Secretary-General, Taleb Rifai.

About the ‘Enhancing the Understanding of European Tourism’ Project

‘Enhancing the Understanding of European Tourism’ is a joint project
by UNWTO and the Directorate-General for Internal Market, Industry,
Entrepreneurship and SMEs of the European Commission (DG
GROWTH). The project aims to improve the socio-economic knowledge of
the tourism sector, enhance the understanding of European tourism and
contribute towards economic growth, job creation, thus improving the
competitiveness of the sector in Europe. The project includes three
components: 1) increased cooperation and capacity building in tourism
statistics; 2) assessment of tourism market trends; 3) promotion of
cultural tourism through the Western Silk Road and; 4) promoting
sustainable, responsible, accessible and ethical tourism.

The project is co-financed with COSME funds and will run until
February 2018.
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Madrid, Spain, 30 March 2017
PR No. 17039

UNWTO welcomes the celebration of the International Day
for Biological Diversity on ‘Biodiversity and Sustainable
Tourism’

The Convention on Biological Diversity of the United Nations has
chosen ‘Biodiversity and Sustainable Tourism’ as the theme for the
International Day for Biological Diversity. The celebration takes places
annually on 22 May. The decision aims at supporting the International
Year of Sustainable Tourism for Development which is being
commemorated worldwide throughout 2017.

The International Year of Sustainable Tourism for Development,
declared by the United Nations General Assembly, emphasizes among
others the role of the tourism sector in the preservation of ecosystems and
in raising awareness on the uniqueness of biodiversity.

Following these principles, the Convention on Biological Diversity of the
United Nations has decided to dedicate the International Day for
Biological Diversity, which is yearly celebrated on May 22 to ‘Biodiversity
and Sustainable Tourism’.

As stated by the World Tourism Organization (UNWTO) Secretary-
General, Taleb Rifai, “We very much welcome the decision taken by the
Convention on Biological Diversity to emphasize the link between tourism
and biodiversity. Tourism is one of the best placed sectors to contribute
to inclusive and sustainable development and, with the right policies in
place, to preserving ecosystems, biodiversity and natural heritage”.

The contribution of tourism to conservation is increasingly recognized by
the international community. The Cancun Declaration on Mainstreaming
the Conservation and Sustainable Use of Biodiversity for Wellbeing
released on the occasion of COP 13 (the 13th Conference of the Parties to
the Convention on Biological Diversity) held in Mexico last December,
recalls that “tourism is an excellent vehicle to use in spreading
environmental awareness worldwide, not to mention the livelihood support
it provides for communities living in and around reserves and natural
areas” and recognises that tourism can be an enabling agent of change.

Monitoring, land planning, development of bio-cultural wealth and the
promotion of technologies to transform tourism in a preservation tool of
biological diversity are some of the components integrated in sustainable
tourism approaches. This view also emphasizes the potential of tourism
to raise environmental awareness worldwide on the value of protected
areas.

In this regard, UNWTO has been long working to strengthen the
capacity to monitor the impact of the tourism sector and build evidence-
based approaches to tourism development. The UNWTO International
Network of Sustainable Tourism Observatories (INSTO) is a network of
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tourism observatories monitoring the economic, environmental and social
impact of tourism at the destination level, committed to regular
monitoring of tourism in order to better understand destination-wide
resource use and foster the responsible management of tourism. There
are 16 observatories currently in operation worldwide.

Madrid, Spain, 4 April 2017
PR No. 17040

The Sustainable Tourism Observatory of Sonoma, California,
becomes the 17th member of the UNWTO International
Network

Located in California (USA), the Sonoma County Sustainable Tourism
Observatory is the latest member having successfully joined the World
Tourism Organization (UNWTO) International Network of Sustainable
Tourism Observatories (INSTO). This comes in a very unique momentum
as the International Year of Sustainable Tourism for Development is being
celebrated worldwide.

UNWTO has welcomed the incorporation of the Sustainable Tourism
Observatory of the Sonoma County, in California, to the International
Network of Tourism Observatories (INSTO). The observatory is the first of
its kind under the umbrella of the Coalition to Observe and Advance
Sustainable Tourism (COAST), aiming to serve as an anchor for a possible
network of Pacific Coast observatories, connecting key tourism
destinations along the Pacific Coast of North America, stretching from San
Francisco and the Channel Islands in the south to Vancouver and Victoria
BC in the north.

“We highly welcome the incorporation of the Tourism Observatory of
the Sonoma County as a new member of the Network and we are sure
that it will help us to achieve the mission of this platform throughout 2017
and beyond,” said UNWTO Secretary General Taleb Rifai.

The Observatory of the Sonoma County is strategically based 45
minutes North of the Golden Gate Bridge and the metropolitan areas of
San Francisco and Silicon Valley. Due to its proximity to major innovation
hubs and its abundant variety of culinary and scenic attractions, the area
attracts millions of visitors every year.

The new member will focus on areas such as the scarcity of water, the
impacts of agricultural-tourism growth in a complex and sensitive
environment, climate change responsiveness and resilience, the viable
regeneration of essential public places such as state parks, employment
and local living opportunities, among others.

The International Year of Sustainable Tourism for Development
prominently features the need for evidence-driven development of tourism
that is based on participatory, inclusive and timely monitoring exercises.
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“We're honored to be included in the roster of INSTO Observatories. It
is our aim to share the best practices which have been developed over the
past 40+ years of conservation awareness in Sonoma County, which help
drive the flourishing tourism industry here. Thanks to our premier
position as a wine destination we have much to document but also much
to learn,” said Pamela Lanier, Founder of COAST and Chair of the Sonoma
Sustainable Tourism Observatory

"We are delighted that Sonoma County Observatory has been approved
by the UNWTO and will join the Blue Community Observatory in Florida
in the International Network of Sustainable Tourism Observatories. These
institutions are expected to play an important role in adding to the global
body of knowledge in sustainable tourism,” commented Isabel Hill,
Director of the National Travel and Tourism Office at the U.S. Department
of Commerce.

Madrid, Spain, 6 April 2017
PR No. 17041

UNWTO Silk Road Task Force Group discuss in Valencia
a common framework for historic routes

Representatives from 24 countries of both private and public nature
involved in the Silk Road Task Force have convened in the Mediterranean
city of Valencia, Spain, to discuss strategies and best-practice examples
on how to adapt the Silk Road to the challenges and opportunities of the
globalized tourism age. The 7th UNWTO Silk Road Task Force event was
held on 30-31 March 2017.

The discussions addressed the three pillars of the Silk Road Action
Plan: i) marketing and promotion ii) destination management and capacity
building and iii) travel facilitation. A specialised workshop session was
also dedicated to the development of the Western link of the Silk Road.
Greece, the host of the upcoming First Western Silk Road Workshop
(Alexandroupolis, Greece; on 26-27 April 2017), and Bulgaria, who
expressed its interest in hosting the Second Workshop, underlined their
support and commitment to an initiative aimed at reviving Silk Road
heritage located across Europe.

As expressed at the opening ceremony, by UNWTO Secretary-General,
Taleb Rifai, “UNWTO is extremely grateful for the support and
commitment of the region and the city of Valencia to our work and
mission. As the only United Nations Agency with its Headquarters in
Spain, it is always a pleasure to organize a meeting in our host country -
a country that understands the value and benefits to be derived from
tourism.”

The opening ceremony also counted upon the presence of the Mayor of
Valencia, Joan Ribé i Canut, and the Valencian Minister for Tourism,
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Francesc Colomer, who underlined the international dimension of the
meeting and the importance of the Silk Road as a vehicle for peaceful
exchange and development: “The Silk Road surpasses the boundaries of
geography and touches upon our inner self, thus making us more
tolerant, humble and cultured,” he said.

Important input was also contributed by UNWTO Affiliate Member,
TripAdvisor, who presented the findings of the TripAdvisor Travel Trends
for the Silk Road 2017, and by Eulogio Bordas, President of THR, who
addressed the challenges of joint Silk Road marketing. The Spanish
Institute for Quality Tourism, the International Tourism Consulting
Group - SOENT, the World Federation of Tourist Guides Association
(WFTGA), the Organization of the Black Sea Economic Cooperation and
the University of Valencia also contributed valuable input to the meeting.

Overall, the meeting showcased the good work being carried out by
Valencia in terms of Silk Road promotion and public-private cooperation.
Since Spain’s inclusion in the UNWTO Silk Road Programme in 2015,
best-practice examples implemented by the Valencian region have
included branding Valencia as the “city of Silk” in 2016 and the
rehabilitation of important Silk Road heritage located within the region.

The 7th UNWTO Silk Road Task Force Meeting was jointly organized by
the World Tourism Organization (UNWTO), the Agéncia Valenciana del
Turisme and the Fundacién Turismo Valéncia. Turkish Airlines supported
the event and shared its actions in promoting route development and
connectivity across the Silk Road.

Madrid, Spain, 6 April 2017
PR No. 17042

Sustainable Tourism Observatories: UNWTO welcomes
collaboration between Guanajuato and Paraguay

UNWTO welcomes the agreement reached by the Sustainable Tourism
Observatory of Guanajuato (Mexico) and Paraguay to facilitate knowledge
and technology transfer. Guanajuato is one of the 16 Observations in the
UNWTO Network.

“We praise the agreement signed by the State Secretariat of Tourism of
Guanajuato (SECTUR) and the National Tourism Secretariat of Paraguay
(SENATUR) as an important step to increase the development of
sustainable tourism observatories” said UNWTO Secretary-General, Taleb
Rifai.

The State Secretary of Tourism of Guanajuato, Fernando Oliver Rocha
said “through this alliance, we aim at fostering public policies with regard
to sustainable tourism practices”.

The Executive Secretary of Paraguay, Marcela Bacigalupo, recognized
the relevance of the work of the UNWTO Observatories and underlined
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the importance of engaging private sector in sustainable tourism
initiatives. “UNWTO has referred to Guanajuato as one of the best
Observatories in Latin America, so we are very glad to have undersigned
this agreement,” she mentioned.

The Tourism Observatory of Guanajuato, the first in Latin American,
became a member of the UNWTO International Network of Tourism
Observatories in 2014. The first meeting held between SECTUR and
SENATUR happened at the UNWTO International Meeting of Spanish
Tourism Observatories, held in 2016.

The UNWTO International Network of Sustainable Tourism
Observatories (INSTO) is a network of tourism observatories monitoring
the economic, environmental and social impact of tourism at the
destination level, committed to regular monitoring of tourism in order to
better understand destination-wide resource use and foster the
responsible management of tourism. There are 16 observatories currently
in operation worldwide.

Madrid, Spain, 7 April 2017
PR No. 17043

UN Statistical Commission encourages Statistical Framework
for Measuring Sustainable Tourism

The 48th Session of United Nations Statistical Commission has
supported the UNWTO-led initiative of developing an international
framework for Measuring Sustainable Tourism (MST). The initiative, being
implemented in cooperation with the United Nations Statistics Division,
aims to develop a new statistical framework for tourism — one that
integrates the various dimensions of sustainable tourism (economic,
environmental and social) and across relevant levels (global, national and
subnational).

Overwhelming appreciation was expressed to the work of the UNWTO
Committee on Statistics and TSA and the Working Group of Experts on
Measuring Sustainable Tourism, which is leading the development of the
new framework. The Commission encouraged the development of
a Statistical Framework for Measuring Sustainable Tourism as a priority
to support more integrated policy in the context of the Sustainable
Development Goals (SDGs) and in response to requests from Member
States and various stakeholders.

It also highlighted the importance of linking the TSA to the System of
Environmental-Economic Accounting (SEEA), the elaboration of a TSA
Compilation Guide, and the need to enhance capacity building for
measuring sustainable tourism, notably in compiling TSA.

Established in 1947, the Commission gathers Chief Statisticians from
Member States and is the highest decision making body for international
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statistical activities. The last time that the Statistical Commission
discussed a UNWTO report was in 2008, when the Tourism Satellite
Account (TSA) framework was approved.

Measuring Sustainable Tourism (MST) will be the central focus of the
6th International Conference on Tourism Statistics: Measuring
Sustainable Tourism, to be held in Manila, the Philippines, 21-24 June
2017.

The Manila Conference is an Official Event of the International Year of
Sustainable Tourism for Development, 2017 and will be a landmark
opportunity to discuss methodological advances, explore emerging issues
and learn from pioneering country experiences. A Ministerial Roundtable
will kick-start the Conference to underline the importance of
measurement in better understanding the role that sustainable tourism
plays in fostering economic growth, social inclusiveness, and the
protection of cultural and natural assets.

Madrid, Spain, 12 April 2017
PR No. 17044

UNWTO welcomes the Waikato Tourism Monitoring
Observatory in New Zealand to its INSTO Network

The Waikato Tourism Monitoring Observatory, New Zealand’s first
tourism observatory, has joined the World Tourism Organization (UNWTO)
International Network of Sustainable Tourism Observatories (INSTO).
Committed to regular and timely measurement of tourism and its impacts
and hosted by the University of Waikato Management School, the
observatory is focused on two major tourist locations in Waikato region -
Raglan and Waitomo.

“New Zealand is an example of tourism sustainability and thus the
incorporation of the Waikato Observatory to the UNWTO INSTO Network
adds immense value to this global initiative,” said UNWTO Secretary-
General Taleb Rifai.

“The Waikato Tourism Monitoring Observatory is a wonderful initiative
that will provide valuable data over time to support the tourism sector to
maximize its contribution to the economy, while ensuring our visitors
enjoy high-quality experiences,” said Paula Bennett, Deputy Prime
Minister and Minister of Tourism of New Zealand.

New Zealand’s tourism sector is experiencing continuous growth and
therefore requires an adequate measurement of tourism impacts. This
observatory is crucial to providing tangible evidence for well-informed
decision making in sustainable tourism development-related themes.

The Waikato Observatory seeks to support the strengthening of the
world famous surfing town Raglan as a sustainable destination, while
continuing to protect the unique landscapes and the biodiversity of
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Waitomo and its iconic tourist attraction the Waitomo Caves. Overall, the
Waikato region received 357,000 visitors in 2015, most of whom were
domestic visitors (approx. 200,000).

Due to an already existing strong sense of community and engagement
of its members especially in the more mature seaside tourism town
Raglan, the observatory will start with focusing its monitoring efforts on
crucial socio-cultural aspects such as ‘local and visitor satisfaction’.
Additional areas encompass ‘destination economic benefits’, ‘tourism
seasonality’ and ‘development control’ in the short term, extending in the
long-term to measurement activities related to waste management,
housing issues, water supply, sewage management, among others.

INSTO is a network of tourism observatories monitoring the economic,
environmental and social impact of tourism at the destination level,
committed to regular monitoring of tourism in order to better understand
destination-wide resource use and foster responsible tourism
management. There are currently 18 observatories in operation
worldwide.

Madrid, Spain, 12 April 2017
PR No. 17045

The potential of mountain tourism: focus of UNWTO
Conference in Georgia

The potential of mountain tourism to foster economic development, as
well as to raise awareness on environmental protection, was the major
topic addressed at the 3rd World Tourism Organization (UNWTO) Euro-
Asian Mountain Resorts Conference. The event was held in Thilisi, Georgia
on 4-7 April, under the patronage of the Ministries of Tourism and of
Economy and Sustainable Development of Georgia.

More than 300 participants from 32 countries gathered for the
conference.

Opening the event, Prime Minister of Georgia Giorgi Kvirikashvili said:
“It is significant to note that mountains make up more than 65% of the
country’s landscape, and the government has been active in effectively
using the aforementioned resource and advancing opportunities in
tourism. According to various studies, Georgian ski destinations have the
potential to generate more than 300 million US dollars in revenues from
visitors. In this light, the Government of Georgia has focused considerable
financial resources on sustainable development of the country’s mountain
destinations, including implementation of major infrastructural projects.”

“Besides its economic potential for remote areas and isolated regions,
mountain tourism is a key catalyst to raise awareness on sustainable
tourism and to help us become more committed travelers, institutions
and enterprises, a challenge especially pertinent at the present moment
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as we are celebrating the International Year of Sustainable Tourism for
Development,” said Taleb Rifai, UNWTO Secretary-General.

The conference was structured around five key sessions conducted by
25 international speakers from 17 countries:

1. Sustainable tourism in mountain destinations: challenges and long-
term outlook

2. Mountain resort planning: an integrated planning approach and
illustration of good practices in developing mountain destinations

3. Investment and incentive policies: legislative framework and
investment-friendly practices

4. Product diversification and attracting new markets: a strategic
approach to improve the positioning of mountain destinations

5. New revolutionary tools for mountain destinations: innovation and
the digital media

Prior to the conference, eight companies and associations joined the
Private Sector Commitment to the UNWTO Global Code of Ethics for
Tourism: Adjara Group Hospitality; Caucasus Travel; Explore Georgia;
Georgian Events, Georgian Incoming Tour Operators Association;
Georgian Tourism Association (GTA); Living Roots; and Tourist Agency
‘VisitGeorgia’'.

On the occasion, UNWTO Secretary-General Rifai was awarded the
Order of Honor by Prime Minister Kvirikashvili for his contribution to the
development of tourism in Georgia, for strengthening the relationship
between UNWTO and Georgia, and for raising awareness about Georgia as
a tourism destination internationally.

Madrid, Spain, 12 April 2017
PR No. 17046

Chinese tourists spent 12% more in travelling abroad in 2016

2016 results on expenditure from major outbound markets reflect
increasing demand for international tourism across the world, as reported
in the latest UNWTO World Tourism Barometer. With a 12% increase in
spending, China continued to lead international outbound tourism,
followed by the United States, Germany, the United Kingdom and France
as top five spenders.

“The latest data on outbound tourism spending are very encouraging.
Despite the many challenges of recent years, results of spending on travel
abroad are consistent with the 4% growth to 1.2 billion international
tourist arrivals reported earlier this year for 2016. People continue to have
a strong appetite for travel and this benefits many countries all around
the world, translating into economic growth, job creation and
opportunities for development” said UNWTO Secretary-General, Taleb
Rifai.
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Chinese tourists spent 12% more on tourism abroad in 2016

2016 was another strong year for outbound tourism from China, the
world’s leading outbound market. International tourism expenditure grew
by USS 11 billion to USS 261 billion, an increase by 12% (in local
currency). The number of outbound travellers rose 6% to 135 million in
2016. This growth consolidates China’s position as number one source
market in the world since 2012, following a trend of double-digit growth
in tourism expenditure every year since 2004.

The growth in outbound travel from China benefited many destinations
in Asia and the Pacific, most notably Japan, the Republic of Korea and
Thailand, but also long-haul destinations such as the United States and
several in Europe.

Aside from China, three other Asian outbound markets among the first
ten showed very positive results. The Republic of Korea (US$ 27 billion)
and Australia (US$ 27 billion) both spent 8% more in 2016 and Hong
Kong (China) entered the top 10 following 5% growth in expenditure (US$
24 billion).

Second largest market the United States maintains strength

Tourism spending from the United States the world’s second largest
source market increased 8% in 2016 to USS 122 billion, up US$ 9 billion
on 2015. For a third year in a row, strong outbound demand was fuelled
by a robust US dollar and economy. The number of US residents travelling
to international destinations increased 8% through November 2016 (74
million in 2015).

By contrast, Canada, the second source market from the Americas in
the top ten, reported flat results, with USS$ 29 billion spent on
international tourism, while the number of outbound overnight trips
declined by 3% to 31 million.

Germany, the United Kingdom, France and Italy lead tourism spending
in Europe

Germany, the United Kingdom, France and Italy are the four European
markets in the top ten and all reported growth in outbound demand last
year. Germany, the world’s third largest market, reported 5% growth in
international tourism spending last year, rebounding from weaker figures
in 2015, reaching USS 81 billion.

Demand from the United Kingdom, the world’s fourth largest source
market, remained sound despite the significant depreciation of the British
pound in 2016. UK residents’ visits abroad were up by 5 million (+7%) in
2016 to 70 million, with expenditure close to USS$ 64 billion.

France, the world’s fifth largest market, reported 7% growth in tourism
expenditure in 2016 to reach US$ 41 billion. Italy recorded 1% growth in
spending to USS 25 billion and a 3% increase in overnight trips to 29
million.

Many more source markets report growing outbound expenditure

Among the largest 50 source markets, there were another nine that
recorded double-digit growth in spending in 2016: Vietnam (+28%),
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Argentina (+26%), Egypt (+19%), Spain (+17%), India (+16%), Israel and
Ukraine (both +12%), Qatar and Thailand (both +11%).

By contrast, outbound tourism from some commodity exporters
continued to be depressed as a consequence of their weaker economy and
currencies. Expenditure from the Russian Federation declined further in
2016 to USS 24 billion. International tourism spending from Brazil also
decreased in 2016.

Madrid, Spain, 19 April 2017
PR No. 17047

Saudi Arabia joins the celebrations of the International Year
of Sustainable Tourism for Development 2017

Under the patronage of His Royal Highness Prince Faisal bin Bandar
bin Abdulaziz, Governor of Riyadh Region and Chairman of the Tourism
Development Council of the region, His Royal Highness Prince Sultan bin
Salman bin Abdulaziz, Chairman of Saudi Commission for Tourism and
National Heritage (SCTH) launched Saudi Arabia’s celebrations of the
International Year of Sustainable Tourism for Development 2017. The
event took place at the opening of the 10th Travel and Tourism Investment
Market in Saudi Arabia (26-30 March 2017).

SCTH participates in this international event through a number of
tourism and cultural activities, programmes and media publications. This
year the logo of the International Year was promoted throughout the
Riyadh International Convention & Exhibition Center.

SCTH reaffirms its continued commitment to being a key partner of
UNWTO in the promotion of sustainable tourism.

The International Year celebrations are led by UNWTO in cooperation
with governments, relevant organizations of the United Nations system,
international and regional organizations, and other stakeholders. The Year
aims at raising awareness of the importance of sustainable tourism for
development, drawing attention to the potential of tourism to foster
economic growth, job creation and investment; and supporting a change
in policies, business practices and consumer behaviour towards a more
sustainable tourism sector.

The International Year includes advocacy activities promoting
sustainable tourism as a tool for development, highlighting its role as
a catalyst for economic development, and increasing awareness among
all stakeholders - including tourists — of the impact of travel and tourism
on society and the environment.
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Madrid, Spain, 21 April 2017
PR No. 17048

Poland hosts UNWTO Congress on Ethics and Tourism

The 3rd International Congress on Ethics and Tourism, to take place in
Krakow, Poland on 27-28 April 2017, will discuss ways to advance the
commitment of tourism towards sustainable and responsible practices.
The event is one of the major components of the ‘Enhancing the
Understanding of European Tourism’ Project, conducted by UNWTO in
cooperation with the European Commission.

Social responsibility champions, academics, private sector and
representatives from national tourism administrations will meet in
Krakow with civil society and international organizations to discuss how
advance in the shared responsibilities of tourism development. The
Congress acquires particular relevance as it takes place during the
International Year of Sustainable Tourism for Development, which is being
celebrated worldwide throughout 2017.

The event, with the presence of Rajan Datar host of Fast Track - BBC
World News’ flagship travel programme, will feature the views of policy
makers and companies such as NH Hotel Group, TripAdvisor, ClubMed,
TUI, and Amadeus IT Group. National, regional and international
organizations like the European Network for Accessible Tourism (ENAT),
European Destinations of Excellence Network (EDEN), UNESCO World
Heritage Centre and VisitScotland will also share their best practices.

Topics under discussion include strategic policy frameworks and
models of governance as well as innovative and multi-stakeholder
management models for the development of a more responsible and
inclusive tourism sector.

Special attention will be devoted to the Tourism for All, the preservation
of natural and cultural resources and best practices that contribute to
socio-economic empowerment of local communities, women and youth.

The 3rd International Congress on Ethics and Tourism is organized by
UNWTO in partnership with the Government of Poland and the European
Commission.

Madrid, Spain, 25 April 2017
PR No. 17050

Tourism key for economic growth and diversification in the
MENA region

Tourism can be a key driver of the growth and economic diversification
for the Middle East and North Africa region concluded the 2017
Ministerial Forum organized by the World Tourism Organization (UNWTO)
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and the Arabian Travel Market (ATM) under the patronage of H.E. Eng.
Sultan bin Saeed Al Mansoori, Minister of Economy of the United Arab
Emirates. Yet, maximizing the power of the sector requires increased
regional cooperation, prioritization of tourism in the national agendas and
building resilience and sustainability (Dubai, United Arab Emirates, 24
April, 2017).

Moderated by CNN Becky Anderson, the UNWTO/ATM Ministerial
Forum concluded that the main priorities for the region include human
resources development, public/private sector cooperation, connectivity,
technology and sustainability.

Issues on discussion included the development of domestic tourism by
engaging repeat travellers, the support to innovation and
entrepreneurship, the need to improve the quality and ‘perception’ of
tourism employment, visa facilitation, intra-regional connectivity and the
measurement of tourism’s impact through the recently launched UNWTO
Initiative on Measuring Sustainable Tourism (MST).

Participants further recalled that much of the growth of the sector
comes from the high level of support at policy level it receives from many
countries in the region as a tool to diversify oil-based economies.

H.E. Mohammed Khamis Al Muhairi, Under-Secretary of the Ministry
of Economy, UAE, said that tourism has proven to be one of the main
pillars of economic and social development in various countries. He
pointed out that the MENA region has strong potential to become one of
the world’s leading tourist destinations due to its extensive tourism
attractions. He added that the region’s countries are at the threshold of
a new phase of tourism growth which requires greater cooperation to
ensure the maximization of opportunities offered by this sector. He also
noted the need to consolidate partnerships at the government and private
levels to overcome obstacles to their efforts to enhance the
competitiveness of their respective tourism sectors and make the most of
tourism’s impact on their growth and development.

Mr Al Muhairi further stated that “tourism is a top priority under the
development policies of the UAE, revealing that the sector contributes
12.1% to the national GDP and accounts for around 10.4% of the
domestic labor market”. “Investments to the sector exceeded AED 26
billion in 2016, a year which saw the number of visitors to the UAE
reaching 24.8 million with total spend of about AED 110 billion”, he added

Commending the UNWTO/ ATM Ministerial Forum for providing an
important platform for discussing the best ways to enhance the
contributions of tourism to the development objectives of the UAE and
other countries in the region he emphasized how the forum reflects the
UAE’s keenness to support the global efforts to make tourism one of the
pillars of sustainable development.

“Despite all external shocks, the Middle East and North Africa tell one
of tourism’s biggest success stories. A story that brings an immense
opportunity to make tourism a pillar of economic diversification, job
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creation and sustainable development in this region” said UNWTO
Secretary-General, Taleb Rifai.

“Today’s meeting is an opportunity to identify the priorities of tourism
policy for the MENA destinations, strengthen regional cooperation and
public-private partnerships that prepare the region to welcome the 195
million international tourist arrivals - almost triple the present volume of
72 million - forecasted by UNWTO for 2030. ” he added.

Simon Press, Senior Exhibition Director, ATM, said: “The Middle East
is developing at an extraordinary pace as countries diversify from
a dependence on hydrocarbon receipts. As such it is vital leaders in the
region continue to find new ways of capitalising on tourism growth built
on sustainability.

“The UNWTO & ATM Ministerial Forum provided an effective platform
for stakeholders across the industry spectrum to identify the
opportunities, as well as the challenges, that currently prevail throughout
the region.”

The Middle East received 53.6 million international tourist arrivals in
2016. Arrivals decreased an estimated 4% with very mixed results among
the region’s destinations. International tourist arrivals to North Africa
grew by 3% to 18.6 million.

Madrid, Spain, 26 April 2017
PR No. 17051

UNWTO Commission for Africa analyses the potential of
Chinese tourism in the continent

The capital city of Ethiopia, Addis Ababa, has recently hosted the 59th
Meeting of the UNWTO Commission for Africa. Held between 18-21 April,
the Commission included a High-level Meeting on Chinese Outbound
Tourism to Africa, where regional representatives debated the potential
that the sector brings to the continent.

Attended by 21 tourism Ministers from the African continent, the
UNWTO Regional Commission for Africa has become the best platform to
discuss tourism trends in the continent and the potential that Chinese
tourism can induce at regional level. The attendees also included Edmund
Bartlett, Minister of Tourism, Entertainment of Jamaica and Hongtao Wei,
Vice Chairman of the China National Tourism Administration

The 59th edition of the Commission was complemented by a key
interactive session on the International Year of Sustainable Tourism for
Development which is being celebrated worldwide through 2017.

“We all come out of Africa, and went on to inhabit the world, making
Africa the first source market in history. Africa is the future and Ethiopia
is the soul and heart of Africa” said UNWTO Secretary-General Taleb Rifai,
opening the event. UNWTO Secretary-General received a Recognition
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Award from H.E. Mr. Muktar Kedir, Minister of Good Governance of
Ethiopia to highlight his legacy to promote tourism as a driver of economic
growth, inclusive development and environmental sustainability.

During his intervention, Mr. Muktar Kedir, described his country “as
a unique land where the earliest ancestors of human beings first walks
upright, we honestly expect Ethiopia to be one of the prime choices of
tourists in the near future that makes them feel safe and enjoy their stay
in this yet un explored land’, he said.

The Commission served to motivate African Member States to
undersign the African Charter on Sustainable and Responsible Tourism
as well supporting the African Caravan on Sustainable and Responsible
Tourism led by Morocco through activities to be organized and celebrated
during the campaign of the International Year.

China has become a major investor in the African continent,
contributing to infrastructure development and reshaping the economic
landscape, and is the world’s largest outbound market since 2012 after
recording double digit growth in expenditure every year since 2004. The
meeting witnessed a high level of participation not only from African
governments but also private sector stakeholders who discussed the
dynamics of the Chinese outbound market together with ways to provide
guidance for policies and strategies to African Member States, Chinese
stakeholders and African businesses.

The event was a combination of keynote presentations from UNWTO,
IVY Alliance Tourism Consulting, AVIAREPS and International Civil
Aviation Organization (ICAO), interactive panels and roundtable
discussions.

The Commission was informed that the 60th CAF will be hosted in
Chengdu China within the framework of the 22nd Session of the General
Assembly, to be held in September 2017. In addition, members of the
Commission unanimously welcomed Nigeria’s expression of interest to
host the 61st CAF to be held in 2018.

Madrid, Spain, 28 April 2017
PR No. 17052

Tourism stakeholders gather to support the development of
the Western Silk Road

The city of Alexandroupoli, in Greece, has hosted the 1st International
UNWTO Western Silk Road Workshop held on 26-27 April 2017. The event
was jointly organized by UNWTO, the Ministry of Tourism of Greece and
the region of Eastern Macedonia and Thrace. The workshop is the first
practical step of an initiative, developed by UNWTO in cooperation with
the European Commission as part of the ‘Enhancing the Understanding
of European Tourism’ Project.
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The Western Silk Road Tourism Development Initiative aims to revive
and redefine Silk Road heritage located throughout the European or
Western section of the historic Silk Road routes. By involving many
different partners throughout Europe, this novel initiative aims to
strengthen and diversify the tourism offer of Western Silk Road
destinations as well as enhance regional cooperation and cross-border
partnerships.

Three panels integrated the Workshop that focused on the challenges
and opportunities to develop the Western Silk Road as a trans-national
tourism route, on the marketing potential of the Route, and on the
practical steps needed to be taken in order to ensure the project’s long-
term success and viability. As part of the discussions, a Western Silk Road
Work Group has been established in charge of guaranteeing a coordinated
approach.

As expressed by UNWTO Secretary-General, Taleb Rifai, “in present
times, and building upon a natural and cultural wealth spanning
thousands of years, we are in a position to reject harmful global
tendencies and revive a route capable of transforming the way we think
about and relate to travel. I can think of no better place to host an event
focused on European Silk Road heritage than Greece - rightly considered
one of the cradles of Humanity”.

Tourism unites people and nations. It promotes stability, peace and
growth. It builds bridges of cooperation and opens-up roads to prosperity.
Thus, we are pleased to support the organization of the first international
workshop, as part of this excellent Western Silk Road initiative,”
mentioned the Minister of Tourism of Greece, Elena Kountoura, at the
Opening of the Workshop. “.”

Attended by the Governor of Eastern Macedonia and Thrace, the Mayor
of Alexandroupoli and the Secretary-General of the Greek National
Tourism Organization, the Workshop counted upon excellent feedback
from a wide range of international stakeholders from the tourism sector
and beyond, including tour operators, universities, cultural route
representatives and stakeholders from the creative arts, such as the Silk
Road Folklore Dance Festival and the Silk Road Film Festival.

Important input was also contributed by UNWTO Affiliate Members,
TripAdvisor, Destination Makers, the Fundacién Turismo Valencia, the
World Federation of Tourist Guides Association (WFTGA), the Greek
Guiding Association and the Ministry of Culture and Tourism of Iraq, that
addressed the potential of cultural and religious tourism.

Aegean Airlines, who shared its actions in promoting route development
and connectivity across the Silk Road, the Chamber of Evros and the
Tsiakiris Silkhouse supported the event.

The conclusions of the Workshop will be further concretized at the 2nd
International Western Silk Road Workshop, which will take place in
Bulgaria at the end of June 2017.
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Madrid, Spain, 1 May 2017
PR No. 17053

The 3th UNWTO International Congress on Ethics presents
the Recommendations on the Responsible Use of Ratings and
Reviews

Tourism stakeholders have convened in Krakow, Poland, in the 3th
World Tourism Organization International Congress on Ethics to
underline the need to continue advancing the ethical framework of the
sector. The event, which was conducted on 26-28 April, is one of the
pillars of the ‘Enhancing the Understanding of European Tourism’ Project,
implemented by UNWTO in cooperation with the European Commission.

The Krakow Conference has served to present the UNWTO
Recommendations on the Responsible Use of Ratings and Reviews on
digital platforms. The guidelines were developed by the World Committee
on Tourism Ethics (WCTE) with the collaboration of TripAdvisor, Minube
and Yelp.

“Online ratings and reviews are now playing a major role in tourism.
The purpose of these new recommendations by the World Committee on
Tourism Ethics is to ensure that all actors are playing fair and
transparent.” Said Pascal Lamy, Chair of the World Committee on Tourism
Ethics.

“The UNWTO Recommendations on the responsible use of ratings and
reviews on digital platforms are a groundbreaking work resulting from
a strong partnership and engagement of TripAdvisor, Minube and Yelp. We
know that ratings and reviews are today critical for consumer decisions
and UNWTO and the World Committee on Tourism Ethics could not have
advanced this important work without them,” said UNWTO Secretary-
General Taleb Rifai.

On the same occasion TripAdvisor has signed the Private Sector
Commitment to the UNWTO Global Code of Ethics for Tourism. In the last
years, TripAdvisor has become the largest site of travel-related content
with more than 500 million of traveler reviews. The incorporation of
TripAdvisor to the signatories of the UNWTO Global Code of Ethics for
Tourism enhances the potential of this non-binding document which is
the major guidance global text on responsible tourism.

The Global Code of Ethics for Tourism (GCET) is a comprehensive set
of principles designed to guide key-players in tourism development.
Addressed to governments, the travel industry, communities and tourists
alike, it aims to help maximize the sector’s benefits while minimizing its
potentially negative impact on the environment, cultural heritage and
societies across the globe.

Adopted in 1999 by the General Assembly of the World Tourism
Organization, its acknowledgement by the United Nations two years later
expressly encouraged UNWTO to promote the effective follow-up of its
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provisions. Although not legally binding at this stage, the Code features
a voluntary implementation mechanism through its recognition of the role
of the World Committee on Tourism Ethics (WCTE), to which stakeholders
may refer matters concerning the application and interpretation of the
document.

Since 2011 a total of 513 companies and associations from 69 countries
have adhered to the Private Sector Commitment to the Code, pledging to
promote and implement its principles and report the actions taken in that
respect to UNWTO on a regular basis.

Madrid, Spain, 5 May 2017
PR No. 17055

UNWTO Secretary-General thanks outgoing WITC President
for strong partnership

UNWTO Secretary-General, Taleb Rifai, has expressed his sincere
appreciation to David Scowsill, President and CEO of the World Travel &
Tourism Council (WTTC) for the strong partnership between both
organizations as he announced his departure after six years at the helm
of WTTC.

Over the last six years, UNWTO and WTTC have created a strong
partnership, bringing public and private sector together to advance the
tourism sector and addressing its most pressing priorities.

UNWTO and WTTC Open Letter on Travel and Tourism Initiative
launched in 2011 garnered the support of over 80 Heads of State and
Government from around the world. With this initiative, UNWTO and
WTTC aim to promote the importance of the tourism sector in socio-
economic inclusive development at the highest level.

“I could not have asked for a better partner. It has been a privilege to
work alongside David to mainstream our sector in the global agenda and
ensure public and private sector do work together for a better future” said
UNWTO Secretary-General, Taleb Rifai.

“During his time at WITC, David has showed unparalleled leadership
and vision, championing public/private sector collaboration and
promoting the sustainable growth of our sector. As founder and Chairman
of the Global Travel Association Coalition (GTAC), an initiative to ensure
the sector can speak with “One Voice” on the key issues such as safe and
seamless travel or sustainability, David has united the sector like never
before” he added.

Mr Scowsill future plans include joining boards of companies around
the world and providing strategic advice to governments.
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Madrid, Spain, 5 May 2017
PR No. 17056

UNWTO releases 2nd Global Report on LGBT Tourism

The UNWTO 2nd Global Report on LGBT Tourism was launched at the
Annual Convention of the International Gay, Lesbian and Transgender
Association (IGLTA) taking place on 4-6 May in Florida. The report,
developed in cooperation with IGLTA, underlines the potential of this
segment and how to effectively maximize its value.

Following the success of the first edition, published in 2012, the World
Tourism Organization (UNWTO) and the International Gay & Lesbian
Travel Association (IGLTA), a UNWTO Affiliate Member, released today the
second edition of the UNWTO Global Report on LGBT Tourism.

The report offers an extensive analysis of the LGBT traveler’s profile,
providing useful guidance for tourism stakeholders, and destinations in
particular, interested in attracting this segment. By means of
introduction, the publication includes an overview of the highlights and
recent global trends of LGBT tourism, along with a review of the current
state of LGBT rights around the world.

“In the last years, LGBT tourism has experienced continued growth,
being today widely recognized as an important and promising segment of
tourism worldwide. This segment can be a powerful vehicle for economic
development, social inclusion and the competitiveness of tourism
destinations,” said UNWTO Secretary-General Taleb Rifai.

The report provides a set of recommendations to tourism stakeholders
interested in attracting LGBT Tourism and maximizing the benefits
associated with this segment. The diversity and complexity inherent to
the LGBT consumer is explored, providing a set of recommendations to
tourism stakeholders to better understand it. The publication was
enriched by a comprehensive recompilation of case studies from public
and private sector.

Madrid, Spain, 10 May 2017
PR No. 17057

UNWTO names President of Costa Rica as Special Ambassador
of the International Year of Sustainable Tourism for
Development

As part of the observance of the International Year of Sustainable
Tourism for Development, the World Tourism Organization (UNWTO),
which is leading the campaign, has named Costa Rican President Luis
Guillermo Solis Rivera as Special Ambassador of this important global
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action. The initiatives developed by Costa Rica in the field of sustainable
tourism as well as its international positioning and momentum in this
field are some of the factors behind the designation.

Traditionally considered an example of environmental commitment,
Costa Rica is home to 5% of the world’s biodiversity. In addition, more
than 25% of the country’s land area is classified as protected, and the
country is already being powered 100% with renewable energy. One of the
most outstanding initiatives carried out by Costa Rica has been the
creation of the Certification for Tourism Sustainability. The programme,
designed by the Costa Rican Tourism Institute, categorizes and
differentiates tourism companies based on their environmental
commitment.

“This recognition for Costa Rica bears witness to our emphasis on this
non-smokestack industry. It also allows us to strengthen our drive to
encourage more women to lead sustainable tourism projects for their
economic empowerment,” said Luis Guillermo Solis Rivera, President of
the Republic of Costa Rica.

“The International Year of Sustainable Tourism for Development is
a unique opportunity to promote common action, but also to underline
efforts in this field; and Costa Rica’s contribution to global sustainability
is one of the best examples to follow. We are very grateful to President
Solis for his support and leadership in advancing tourism as a tool for
sustainable development,” explained UNWTO Secretary-General Taleb
Rifai.

The International Year of Sustainable Tourism for Development marks
an important milestone in the 2030 Agenda and in the progress towards
the achievement of the Sustainable Development Goals, in which the
tourism sector appears as a key tool. The figure of Special Ambassadors
is aimed at providing a global focus to the International Year, as well as
to highlight the commitment of leaders and prominent personalities in the
development of sustainable practices in the tourism sector.

The list of Special Ambassadors consists of:

— Tuilaepa Sailele Malielegaoi, Prime Minister of Samoa

— Juan Manuel Santos, President of Colombia

— Ellen Johnson Sirleaf, President of Liberia

— Mai bint Mohammed Al-Khalifa, President of the Bahrain Authority for

Culture and Antiquities
— Simeon II of Bulgaria
— Talal Abu-Ghazaleh, Chairman of the Talal Abu-Ghazaleh Organization
— Huayong Ge, CEO of UnionPay
— Michael Frenzel, President of the Federal Association of the German

Tourism Industry
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Madrid, Spain, 09 May 2017
PR No. 17058

The Philippines will host the 6th UNWTO Conference on
Tourism Statistics

Policy leaders, statisticians, academicians and private sector will
convene in Manila, The Philippines, next June 2017 (21-24), to discuss
new methodologies to measure the full impacts of tourism. The 6th edition
of the World Tourism Organization (UNWTO) International Conference on
Statistics, an official event of the International Year of Sustainable
Tourism for Development 2017, will address the topic of ‘Measuring
Sustainable Tourism’.

Supported by the United Nations Statistics Division, the UNWTO
initiative ‘Towards a Statistical Framework for Measuring Sustainable
Tourism’ (MST) underlines the need to measure the full effects of the
tourism sector. The UNWTO International Conference to be held in Manila
will serve as a platform to discuss the first draft of the MST framework and
its future implementation.

The Philippines has become a reference in the region with regard to
tourism measurement and a role model in the development of effective
inter-institutional collaboration to develop tourism statistics. The
commitment of the country, shown in the development of the Tourism
Satellite Account framework, explains the decision to host the discussion
on the MST initiative.

A Ministerial Roundtable will inaugurate the Conference in order to
align efforts to advocate among governments the relevance of integrated
and reliable data to manage and promote a more sustainable tourism
sector. Afterwards, a Panel of Statistical Institutes will provide the
opportunity to share experiences and practices implemented at global,
regional and national level.

Other technical sessions will focus on understanding data demands,
the link between the economic, the environmental and the social
dimensions of sustainable tourism, including job creation, sub-national
measurement, Sustainable Development Goals (SDGs) indicators, and
data sources including big data.

Besides policy leaders, statistical experts and private sector,
representatives from international organizations such as the International
Labor Organization (ILO), the Organization for Economic Co-operation and
Development (OECD), the United Nations Statistics Division (UNSD) and
Eurostat will also contribute to the discussions.
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Madrid, Spain, 10 May 2017
PR No. 17059

The UNWTO High Level Task Force Meeting on Tourism and
Security convenes in Madrid

The integration of national security with tourism security, crisis
communication and travel advisories were some of the key issues
discussed at the 1st Meeting of the High Level Task Force on Tourism and
Security, organized by the World Tourism Organization (UNWTO) today in
Madrid. The event took place ahead of the 105th UNWTO Executive
Council meeting to be held in Madrid, home of the UNWTO Headquarters,
on 11 and 12 May.

The Task Force Meeting gathered representatives from UNWTO Member
States, UN organizations such as the United Nations Office on Drugs and
Crime (UNODC), and private sector entities such as the International Air
Transport Association (IATA), the Pacific Asia Travel Association (PATA),
the World Travel and Tourism Council (WTTC), the Federal Association of
the German Tourism Industry (BTW) and the Association of British Travel
Agencies (ABTA).

“The Task Force was established by the UNWTO Executive Council to
help us reinforce our action and cooperation towards safer, more secure
and yet more seamless travel,” recalled UNWTO Secretary-General, Taleb
Rifai, opening the meeting.

Actions such as joint police work between Spain and source markets for
specific events or times of the year, tourism training for security forces in
Jamaica, the tourism and security task force in Kenya, and the experience
of the tourism police in Thailand were some of the cases shared during the
meeting by UNWTO Member States.

Also on the table were issues of public and private sector cooperation
in operational crisis management and communications, and the tourism
sector addressing possible tightening of security measures.

The work of the Task Force will focus on five key issues: 1) the
integration between tourism and security; 2) support to the sector in
setting crisis management plans and protocols; 3) travel advisories; 4)
safe, secure and seamless travel including visa facilitation; and 5) crisis
communications.

These areas will be addressed by specific working groups tasked with
developing recommendations and guidelines to be presented at the
UNWTO General Assembly.
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Madrid, Spain, 11 May 2017
PR No. 17062

UNWTO welcomes Hilton as Official Partner of the
International Year of Sustainable Tourism for Development

The World Tourism Organization (UNWTO) is proud to announce that
Hilton has signed on as an official partner of the 2017 International Year
of Sustainable Tourism for Development. The announcement comes
ahead of the UNWTO'’s launch of the ‘Travel.Enjoy.Respect’ campaign.

The United Nations 70th General Assembly has designated 2017 as the
International Year of Sustainable Tourism for Development. The initiative
aims to support a change in policies, business practices and consumer
behavior towards a more sustainable tourism sector.

“The involvement of the private sector is essential in amplifying the
impact of the International Year of Sustainable Tourism for Development,”
said Taleb Rifai, UNWTO Secretary General. “Hilton is a global hospitality
leader whose focus on sustainable travel supports our broad goals of
tourism that spurs dialogue, fosters mutual understanding, and supports
building a culture of peace.”

“Our founder Conrad Hilton often spoke of “world peace through
international trade and travel, which remains just as important and core
to our business today,” said Katie Fallon, Senior Vice President and Global
Head of Corporate Affairs, Hilton. “We are pleased to join with the UNWTO
and its partners to communicate the benefits of sustainable travel for the
communities where we work and live.”

Hilton’s Travel with Purpose strategy identifies innovative solutions that
leverage its global footprint to provide positive impact in three key focus
areas; creating opportunities for people, strengthening communities, and
preserving the environment. By mobilizing its nearly 5,000 hotels in 103
countries and territories, Hilton continues to operate in responsible and
sustainable ways.

The International Year of Sustainable Tourism for Development
promotes tourism’s role in the following five key areas: (1) inclusive and
sustainable economic growth; (2) social inclusiveness, employment and
poverty reduction; (3) resource efficiency, environmental protection and
climate change; (4) cultural values, diversity and heritage; and (5) mutual
understanding, peace and security.

About The World Tourism Organization

The World Tourism Organization (UNWTO) is the United Nations agency
responsible for the promotion of responsible, sustainable and universally
accessible tourism. As the leading international organization in the field
of tourism, UNWTO promotes tourism as a driver of economic growth,
inclusive development and environmental sustainability and offers
leadership and support to the sector in advancing knowledge and tourism
policies worldwide. UNWTO encourages the implementation of the Global
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Code of Ethics for Tourism, to maximize tourism’s socio-economic
contribution while minimizing its possible negative impacts, and is
committed to promoting tourism as an instrument in achieving the
Sustainable Development Goals (SDGs), geared towards reducing poverty
and fostering sustainable development worldwide. UNWTO generates
market knowledge, promotes competitive and sustainable tourism policies
and instruments, fosters tourism education and training, and works to
make tourism an effective tool for development through technical
assistance projects in over 100 countries around the world. UNWTO’s
membership includes 157 countries, 6 Associate Members and 500
Affiliate Members representing the private sector, educational institutions,
tourism associations and local tourism authorities.

About Hilton

Hilton (NYSE: HLT) is a leading global hospitality company, with
a portfolio of 14 world-class brands comprising nearly 5,000 properties
with more than 812,000 rooms in 103 countries and territories. Hilton
is dedicated to fulfilling its mission to be the world’s most hospitable
company by delivering exceptional experiences — every hotel, every guest,
every time. The company’s portfolio includes Hilton Hotels & Resorts,
Waldorf Astoria Hotels & Resorts, Conrad Hotels & Resorts, Canopy by
Hilton, Curio Collection by HiltonT™, DoubleTree by Hilton, Tapestry
Collection by HiltonTM, Embassy Suites by Hilton, Hilton Garden Inn,
Hampton by Hilton, Tru by Hilton, Homewood Suites by Hilton, Home2
Suites by Hilton and Hilton Grand Vacations. The company also manages
an award-winning customer loyalty program, Hilton Honors. Hilton
Honors members who book directly through preferred Hilton channels
have access to instant benefits, including a flexible payment slider that
allows members to choose exactly how many Points to combine with
money, an exclusive member discount that can’t be found anywhere else
and free standard Wi-Fi.

Madrid, Spain, 12 May 2017
PR No. 17063

105th UNWTO Executive Council meeting concludes in
Madrid

Madrid, Spain, hosted the 105th meeting of the Executive Council of the
World Tourism Organization (UNWTO) between 11 and 12 May. The
Meeting focused on current trends and challenges facing the tourism
sector and on the three priorities of the Organization - safe, secure and
seamless travel; the impact of technology in the tourism sector and
sustainability.

The Executive Council, attended by some 250 representatives from 59
countries, focused on these priorities as well as on the UNWTO
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programme of work for 2018-2019 and the agenda of the International
Year of Sustainable Tourism for Development 2017.

The 105th session of the UNWTO Executive Council also recommended
Zurab Pololikashvili, from Georgia, as the nominee for the post of
Secretary-General for the four-year-period starting January 2018. This
recommendation will be submitted to the 22nd UNWTO General Assembly
for ratification (11-16 September 2017, Chengu, China).

“We predict that 1.8 billion international tourists will travel across
borders by 2030. We must ensure that such growth goes hand-in-hand
with sustainability. We must embrace the opportunities created by
innovation and new technologies. We must continue to make travel safer,
but also more seamless and accessible for all. And we must ensure that
our sector serves the planet as well as its people” said UNWTO Secretary-
General, Taleb Rifai, opening the meeting.

“UNWTO is a privileged forum where all countries discuss the main
challenges facing our sector, share experiences and build common
solutions. Tourism is about building bridges” said the Secretary of State
of Tourism of Spain, Matilde Asian.

The Chair of the Council, the Minister of Culture and Tourism of
Azerbaijan, Abulfas Garayev, recalled the importance of the declaration by
the United Nations General Assembly of 2017 as the International Year of
Sustainable Tourism for Development “This is a unique opportunity to
raise awareness of the contribution of sustainable tourism to development
among public and private sector decision makers and the public, while
mobilizing all stakeholders to work together in making tourism a catalyst
for positive change”, he said.

The 106th and 107th sessions of the UNWTO Executive Council will
take place in September 2017 in Chengdu, China in the framework of the
22nd UNWTO General Assembly.

Madrid, Spain, 12 May 2017
PR No. 17064

UNWTO Executive Council recommends Zurab Pololikashvili
for Secretary-General for the period 2018-2021

The 105th session of the UNWTO Executive Council, meeting in Madrid,
Spain, on 12 May 2017, recommended Zurab Pololikashvili, Ambassador
of Georgia in Spain, as a nominee for the post of Secretary-General for
the four-year-period starting January 2018.

The candidature of Zurab Pololikashvili was presented by his country,
Georgia, in accordance with the UNWTO statutes.

The recommendation of the UNWTO Executive Council will be
submitted to the upcoming 22nd UNWTO General Assembly for
ratification (11-16 September 2017, Chengdu, China).
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Madrid, Spain, 17 May 2017
PR No. 17065

2nd UNWTO Report on Gastronomy Tourism: sustainability
and gastronomy

A major component of history, tradition and identity, gastronomy has
also become a major motivation to visit a destination. According to the
2nd UNWTO Report on Gastronomy Tourism, this tourism segment “offers
enormous potential in stimulating local, regional and national economies
and enhancing sustainability and inclusion”. The Report was presented in
the recent 3rd UNWTO World Forum on Gastronomy Tourism, held in San
Sebastian, Spain in cooperation with the Basque Culinary Center.

Sixteen good practices in Gastronomy Tourism from different countries
are showcased in the 2nd UNWTO Report on Gastronomy Tourism,
touching on issues such as seasonality, training and innovation, ICT-
related initiatives and wine-related itineraries. The publication stresses
that in terms of tourist motivations, experiencing gastronomy is now at
a similar level to visiting a museum, enjoying music and admiring the
architecture of a destination. In this sense, gastronomy tourism has
strong potential to improve destination management, promote cultures
and contribute to other sectors such as agriculture and food
manufacturing.

The commitment of gastronomy tourism towards the principles of
sustainability has been one of the conclusions of the Forum held in San
Sebastian. This includes areas such as poverty reduction, efficient use of
resources, environmental protection and climate change, and the
protection of cultural values, heritage and diversity.

The event was attended by around 250 participants from 60 countries
and was inaugurated by UNWTO Secretary-General Taleb Rifai, Eneko
Goia, Mayor of the City of San Sebastian, and the Director of the Basque
Culinary Center, Joxe Mari Aizega.

The engagement of the traveller in these principles through his/her
gastronomic experience was also underlined throughout the Forum. The
need to develop appropriate policy measures and a strong governance
framework was highlighted as a major conclusion. This would facilitate
not only the commitment of relevant actors, but also the interaction
among them, as well as the development of private-public partnerships.

The union between gastronomy and tourism provides therefore
a platform to revitalize cultures, to preserve tangible and intangible
heritage, to empower communities and to enhance intercultural
understanding. These aspects were particularly tackled during the
practical experiences included in the Forum, such as a cooking class and
farm-to-table dining experiences.
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Madrid, Spain, 18 May 2017
PR No. 17066

UNWTO Commission for Asia and the Pacific meets in
Bangladesh

In 2016, Asia and the Pacific received 309 million international tourist
arrivals, 9% more than in 2015; by 2030 this number is expected to reach
535 million. Over 20 countries gathered in Bangladesh on 16-17 May for
the 29th joint meeting of the UNWTO Commissions for Asia and the
Pacific and South Asia, to discuss challenges facing the sector in the
region, opportunities for sustainable tourism development and the
programme of work of UNWTO in Asia for the coming two years.

“With growth comes power, and with power, comes responsibility. With
1.8 billion international tourists foreseen to travel the world by 2030, we
could end up with 1.8 billion opportunities or 1.8 billion disasters. These
1.8 billion travellers can and should translate into opportunities for
inclusive economic growth, for more and better jobs, opportunities to
protect our natural and cultural heritage, to better know and respect each
other, to bond people, to distribute wealth and share prosperity,” said
UNWTO Secretary-General Taleb Rifai, opening the event.

“Tourism can help us achieve the Sustainable Development Goals
(SDGs). Your presence in Bangladesh will help us to support our tourism
sector achieve its potential,” said the Minister of Civil Aviation and
Tourism of Bangladesh, Rashed Khan Menon.

The meeting recalled the advances of the region in terms of visa
facilitation, namely in Indonesia and India, in line with UNWTQO’s priority
to promote safe, secure and seamless travel. It also reviewed the work of
the UNWTO technical committees on tourism competitiveness,
sustainability, statistics and Tourism Satellite Account (TSA), and the
activities being carried out at national level to celebrate the International
Year of Sustainable Tourism for Development 2017.

Further items on the agenda included the transformation of the
UNWTO Global Code of Ethics into an international convention and the
creation of national committees on tourism ethics. Fiji was selected to
host the 2018 Regional Commissions meeting and India as the proposed
host country of the official celebrations of World Tourism Day in 2019.

Marking the International Year, UNWTO announced its support to
Bangladesh in implementing capacity building programmes on wildlife
and tourism within the UNWTO/Chimelong Initiative. Wildlife is one of
the most important tourism assets of Bangladesh.

The joint meeting was preceded by a regional forum on crisis
communication in tourism, with a step-by-step review of how to prepare
a crisis communication plan and exchange of experiences in managing
communication in situations of crisis, and of strategies for recovery.
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New Member of Editorial Board

Newly distinguish colleague joined the Editorial Board of Journal of
Tourism and Services from March 2017 - Prof. Marjana Merka¢ Skok,
PhD.

Prof. Merka¢ Skok holds her doctorate at the University of Maribor. She
is a full professor of management and organizational behavior. At GEA
College Faculty of Entrepreneurship she serves as a Dean. She holds
undergraduate and graduate course on Fundamentals of Management,
Human Resources and ethical dilemmas, Career management and
Intercultural Business Communication. Prof. Merka¢ Skok has been
involved with Faculty since 1996. As a researcher and a university
teacher she has operated at other higher education institutions in
Slovenia and abroad. She led or participated in numerous research and
development projects and published a large number of original scientific
papers, monographs and study materials. She has also
several contributions as guest speaker at international scientific
conferences. Her research work is focused on organizational and human
resources, lifelong learning and career. She serves as independent quality
evaluator expert for international agencies in higher education sector. She
has been mentoring a large number of bachelor and master's thesis and
doctoral students. COBISS system shows nearly 400 units.

(ak)
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Guidelines for Authors

The Journal of Tourism and Services publishes:

— high quality, reviewed essays and analytical papers in English language with
focus on tourism and service industry development;

— shorter non peer reviewed reviews of existing work or short essays aimed at
stimulating debate;

— research notes to allow researchers to present initial findings and reflections
or problems concerning fieldwork and research in general;

— industry news.

Essays and Analytical Papers

Title of the Paper (14pt Times New Roman, Bold, left justified) in English
Language
Leave 2 blank lines

Author’s name/names (12 pt Times New Roman)
University (12 pt Times New Roman)

Abstract in English language. Leave 1 blank line

An abstract is a brief summary of the most important points in a scientific paper.
It is a highly condensed version of the paper itself. After reading the abstract, the
reader knows the main points that the author/authors has/have to make. The
reader can then evaluate the significance of the paper and then decide whether or
not she or he wishes to read the full paper. Please, do not exceed 800 characters
sentences. Leave 1 blank line

Key words: maximum 10 words. Leave 2 blank lines

Introduction Leave 1 blank line

The heading of each section should be written in 13 pt, bold, Times New Roman,
left justified. Please, use numbers 1, 2, ... for the sections. For the text of the
section use 12 pt Times New Roman, single spacing. Leave 1 blank line between
blocks of text.

The length of the paper should not exceed 20 pages, 1800 characters per page,
justified. Tables, figures, illustrations and references are excluded from the word
count. Leave 2 blank lines between successive sections and/or subsections.

Subsection Leave 1 blank line

The heading of each subsection should be written in 12 pt, bold, Times New
Roman, left justified. Please, use numbers 1.1, 1.1.1.... for subsections. For the
text of the subsection use 12 pt Times New Roman. Leave 2 blank lines between
successive subsections and/or sub-subsections.

Sub-subsection Leave 1 blank line
The heading of each sub-subsection should be written in 11 pt, bold, Times New
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Roman, left justified. Please, use numbers 1.1, 1.1.1.... for subsections. For the
text of the subsection use 12 pt Times New Roman. Leave 2 blank lines between
successive subsections and/or sub-subsections.

Problem Formulation Leave 1 blank line

Graphs and tables should be numbered as follows: Graph 1, Graph 2 etc; Table
1, Table 2 etc. The heading of each graph and table should be written in 11 pt,
bold, Times New Roman, left justified. The words “Table 17, “Graph 8” etc. Should
be on the right. Leave 1 blank line between the heading and the graph or table.

Under each graph or table the source must be provided and should be written in
10 pt. Leave 1 blank line between the graph or table and the source.
Leave 2 blank lines between successive subsections and/or sub-subsections.

Problem Solution Leave 1 blank line

When citing references in the text, type corresponding number in square brackets
[1]. When citing quotations in the text, type the corresponding number in square
brackets, and the number of the page, where the quotation can be found [1, p. 45].
Leave 2 blank lines between successive sections, subsections and/or
subsubsections.

Conclusion Leave 1 blank line

Please, follow the instructions carefully, otherwise you will be asked to resubmit
the full paper. Thank you for your collaboration and contribution. Leave 2 blank
lines between successive sections, subsections and/or sub-subsections.

References Leave 1 blank line

Only material referenced in the text should be cited in the bibliography.

Where there are two authors, both names should be referenced in the text, thus
Black, J., Jones, T.

Where there are three or more authors, only the name of the first should appear
in the text followed by ‘et al.’, thus Bruce et al.

The full list of all author names should appear in the bibliography.

[1] Author, Title of the Paper, International Tourism and Hospitality Journal, Vol.
X, No. x, 20xx, pp. XX-yy, ISSN XxXxXxXxXxXXX

[2] Author, Title of the Book, Publishing House, 20xx, ISBN Xxxxxxx

[3] Author, Title of the Paper, downloaded from
http://www.abc.com /xxxxxx /xxxxxx/xxxx (last accessed June 7, 2010)
Leave 2 blank lines

Brief description of Author/Authors:

Please, write the Author’s name and titles (in 12 pt, Times New Roman, bold),
Department, Faculty, University, Address, Country, University web page, email
address of Author. Please, introduce the Author’s position, main field of research,
and interest shortly. Please, do not exceed 500 characters.
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Reviews of Existing Work or Short Essays

Reviews of existing work or short essays aimed at stimulating debate should be of
between 1000 to 2000 words. These will be subject to editorial scrutiny and as
such the right, if deemed inappropriate, to not to accept them will be reserved.

Research Notes

Research Notes present initial findings and reflections or problems concerning
fieldwork and research in general. Research Notes should be between 1000 to
2000 words. While not reviewed, these will be subject to editorial review as such
the right, if deemed inappropriate, to not to accept them will be reserved.

Industry News

Industry News are short news or reports of between 250 and 1000 words on any
conference attended by writer that readers have found to be of particular interest
from the field of tourism and services. These will be subject to editorial review as
such the right, if deemed inappropriate, to not to accept them will be reserved.

Technical Notes for Authors:
The paper should be sent to the address of the Editorial Office by email to the
address: journal.tands@vso-praha.eu or directly to Editor:
alzbeta.kiralova@vsopraha.eu

Please, name the file as follows: author’s surname_title of the paper
(White_Tourism Development in Europe) To the Subject of the email please write:
Journal of Tourism and Services - paper

Articles should have been proof read and corrected for errors and will be regarded
as accurate; authors are responsible for factual content.

Papers which appear in Journal of Tourism and Services are subject to the usual
academic processes of anonymous peer reviewing. Papers written by members of
the Editorial Board will be refereed by independent referee.

Only visual data, images, etc. over which the author(s) have copyright may be
used unless permission has been obtained and acknowledged - it is the
responsibility of the authors to obtain such permissions. Simultaneous
submissions to other print or electronic journals are not permitted. Author
proofreading should be sent back to the Editorial Office in 10 days by email to
the address: journal.tands@vso-praha.eu or to Editor: alzbeta.kiralova@vso-
praha.eu

Important Note: Please make sure you remove any figure, tables, website
screenshots, graphics,..etc., from the paper from any published article unless
you have a written permission. You need to obtain written permissions from
the publisher to include any copyrighted material in your manuscript.
Mentioning only the source with a reference is not enough.

Starting with the new next issue the journal will be managed through Open
Journal System https://openjournal.vso.cz.
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