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Tourism Recovery
and Resilience Dialogue

Executive summary of event 3 on January 13, 2021
on turning future headwinds into opportunities

by Tourism for Sustainable Development
A Global Initiative for Public and Private Sector Executives
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Protagonists

m@ César Gonzdlez

h ﬁﬁ) Miguel Torruco
Marqués
Minister of
Tourism of Mexico

Rosi Amerena

Mad’?‘ga Coordinator,
General Director of . ’
- ) Sustainable Tourism
Sustainable Tourism
- Strategy 2030
Planning

Strategy and measures to turn
headwinds related to ecology into
opportunities

1.

The pandemic has its roots in the unsustaina-
ble relationship that humans have with nature
and its ecosystems. Think systemically and
collaborate to detect and anticipate risks in
a complex sector that depends on a healthy
environment.

Integrate other productive sectors such as
agriculture, handcrafts, forestry and fisheries.
The pandemic’s impact on local producers
and the environmental effects of imported
products have penetrated public awareness.
Therefore, both locals and tourists now prefer
to buy local products, according to the Deloit-
te Consumer Dashboard of November 2020.

Name of movement:

ﬁ “México 2030:

land of future tourism”

Collaborative innovation between

government, business & civil society
I ) (incl. indigenous & local communities)

in the national context, in alliance with
international cooperation

Members:
9 government institutions
sl 7 academic institutions
nn 6 international organisations
56 civil society organisations
18 community-based organisations

3. Adaptation to climate change based on eco-
systems and mitigation through conservation
of nature.

4. Integration of tourism with transversal value
chains: transportation, mobility, water, zero
waste.

For an overview, see Mexico’s Sustainable
Tourism Strategy (in Spanish).
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https://brochure.theluxcollective.com/view/761941/
https://drive.google.com/file/d/1QDnhRhJ9u-48utRery3D6ZC2tH3t5i7b/view
https://drive.google.com/file/d/1QDnhRhJ9u-48utRery3D6ZC2tH3t5i7b/view
https://www.linkedin.com/in/cesar-daniel-gonzalez-madruga-336ba0128/
https://es.wikipedia.org/wiki/Miguel_Torruco_Marqu%C3%A9s/
https://www.linkedin.com/in/cesar-daniel-gonzalez-madruga-336ba0128/
https://www.linkedin.com/in/rosi-amerena-161bb34/

Protagonists

The importance of measuring and
reducing tourism’s ecological
footprint for competitiveness and
resilience

1. Tourists and developers cannot take care of
the things they do not know and value the
things that are not measured. This also ap-
plies to our biocultural heritage.

2. Low-carbon travel market is increasing and
must be addressed by the tourism and trans-
port sector for effective climate action.

3. ltisimperative to recognise, demonstrate and
teach that there is an economic rationale, in
addition to an ecological, to integrate biodi-
versity into the tourism sector.

Recommendations
and requirements

1. Mexico has tremendous potential to expand
its tourism site base as one of the most mega-
diverse countries, with new and more granu-
lar innovative models to not only protect our
cultural heritage and assure local-fair distribu-
tion of income, but to promote the importance
of preserving, and restoring biodiversity and
its ecosystems.

Additional Information
“México 2030: land of future tourism”

« presentation
- executive summary

-  www.mexico2030.org

4. Apply whole systems-thinking to complex
eco-agri-tourism value chains. Recognise ex-
ternalities along these value chains.

2. Investin the conservation and the sustainable
use of biodiversity.

3. Promote
thinking.

innovation and collaborative

Examples of members:

Fundemex, Reforestamos México, World Wild-
life Fund in Mexico, Ministry of Agriculture,
SUUM, National Commission for Biodiversity,
Red Indigena de Turismo, Alianza Peninsular para
el Turismo Comunitario, Sierra Gorda Ecotours,

Sierra  Norte, Alternare, Natura Mexicana,

Qutward Bound, Commission on Natural Protec-
ted Areas, Red Turismo Sustentable
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https://drive.google.com/file/d/17l_5IQnmw5TRh_zokrMNy8sHogweOBBP/view?usp=sharing
https://drive.google.com/file/d/1BUBqX9P_xZATSjx17gxchSmGzwDJBfk9/view
http://www.mexico2030.org
https://fundemex.org.mx/TurismoES/
https://www.reforestamosmexico.org/nosotros
https://www.airbnb.ch/d/mexicoportierra?locale=de&_set_bev_on_new_domain=1609939063_ZDEwYTMwZmY1MTgw
https://www.airbnb.ch/d/mexicoportierra?locale=de&_set_bev_on_new_domain=1609939063_ZDEwYTMwZmY1MTgw
https://suum.mx/
https://www.inaturalist.org/
http://www.rita.com.mx/
http://viajaturismocomunitario.com/
http://viajaturismocomunitario.com/
https://sierragorda.net/en/home/
https://sierranorte.org.mx/
http://www.alternare.org/
https://www.naturamexicana.org.mx/
http://outwardboundmexico.com/en/
http://redturismosustentable.org/home/

4 Protagonists

Hauser

Exkursionen

Hauser Exkursionen
(founded in 1973)

Tour operator for sustainable
trekking tourism

Headquarter: Munich, Germany

Destinations: Nepal, Peru, East
Africa (approx. 400 routes in more
than 100 countries)

Employees: 50 at the headquarter
in Munich and offices in Berlin, Linz
1 and Zurich; all employees have

MR Kkept their jobs (sharing of workload;
governmental “Kurzarbeit” compen-
sation)

Manfred Haupl bl
Owner and Executive Director

Strategy and measures to turn
headwinds related to ecology into
opportunities

On the corporate level of Hauser Exkursionen:
1. Hauser Exkursionen has been working accor-

aspect of product development, and d) to stop

printing catalogues.
ding to principles of sustainable tourism as of
the late 1980s. In 2012, it received the CSR
certification by TourCert and became member 1.
of forum anders reisen.

2. In the COVID-19 context, Hauser Exkursionen
developed a new mission, based on the visi-
on to use tourism to make the world a better
place. It elaborated a manifesto and commu-
nicated it to its customers.

3. In 2020, Hauser Exursionen decided a) to 2.
aim for overcompensating the CO2 emissi-

On the destinations’ level:

In general, the COVID-19 crisis seems to have
enhanced the awareness in destinations that
a fundamental reorientation towards ecologi-
cal sustainability is necessary. Furthermore,
security and health care have been identified
as critical factors for future tourism develop-
ment.

Nepal serves as positive example, as autho-
rities’ interest in the Climate Trek has greatly

ons of its products (e.g. by matching custo-
mers’ voluntary contributions), b) to label all
its products to inform customers better about
sustainability, c) to make animal welfare a key

increased in 2020, a project for sustainable
trekking tourism which Hauser Exkursionen
launched after the earthquake in 2015. The
project may well serve as blueprint for
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https://www.linkedin.com/in/manfred-h%C3%A4upl-2b5b5236/
https://forumandersreisen.de/startseite/aktuelles/
https://brochure.theluxcollective.com/view/761941/
https://www.hauser-exkursionen.de/ueber-hauser/unternehmensleitbild
https://www.hauser-exkursionen.de/reise/nepal-climate-trek-helambu
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Nepal’s transformation into a sustainable trekking
destination, e.g. by pursuing the vision of a car-
bon neutral country. There are many small-scale
projects, but no governmental master plan. For
instance, by using biogas only, Nepal could redu-
ce its carbon emissions by half.

The importance of measuring and
reducing tourism’s ecological
footprint for competitiveness and
resilience

1. Both the necessary data and the certificati-
ons to verify and communicate the ecological
footprint are available.

2. What is missing is
a) a framework that makes the different
certificates comparable (the Sustainable De-
velopment Goals could serve as a common
reference)

Recommendations
and requirements

1. Authorities should closely cooperate with the
industry, and tour operators in particular, to
ensure that their sustainability policies lead to
the development of interesting products.

2. An international taxation of CO2 emissions is
needed (with tax revenues being dedicated
solely to CO2 compensation/reduction ef-
forts).

b) the political will at a national and interna-
tional level to set the right legal and
economic incentives.

3. Masterplans for sustainable tourism, focusing
on climate protection and human rights in a
balanced way, not only at the local, but also at
the national level.
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Martina von Miinchhausen ”
Senior Programme Manager
Sustainable Tourism

Strategy and measures to turn
headwinds related to ecology into
opportunities

World Wide Fund For Nature
(WWF), Germany

Nature conservancy through
sustainable tourism

Headquarter:
Hamburg, Germany

Number of tourism projects (world-
wide): approx. 100

Number of collaborators in the WWF
Tourism Working group (worldwide):
approx. 30

1. Sustainable tourism is key in leveraging glo-

bal WWEF activities for nature conservancy.
Most sustainable tourism activities are loca-
ted in or near nature reserves and/or biosphe-
re hotspots.

Sustainable tourism serves nature conservan-
cy directly (e.g. by funding wildlife guards) and
indirectly (by providing an alternative form of
creating economic value and employment).

. The WWF programme for sustainable tourism

develops and applies market-based tools
to reduce food waste in hotels kitchens and
plastic waste (see “Plastic Smart Cities” and

guideline for hotels), to foster corporate cli-
mate action or improve water management.

. The COVID-19 crisis has made many destina-

tions review their strategies, such as Belize,
Ecuador (Galapagos), Mexico (Cozumel), Ke-
nya, Philippines, and Vietnam. The WWF colla-
borates with such destinations to make them
recover in a sustainable and resilient way.
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https://hotelkitchen.org/
https://plasticsmartcities.org/#:~:text=WWF%20is%20working%20with%2025,join%20this%20movement%20by%202030
https://www.wwf.de/fileadmin/user_upload/WWF_Plastikstudie_Hotelma%C3%9Fnahmen_eng.pdf
https://sciencebasedtargets.org/
https://sciencebasedtargets.org/
https://waterriskfilter.panda.org/
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Th

e importance of measuring and

reducing tourism’s ecological
footprint for competitiveness and
resilience

1.

Re
an

Focusing on domestic or nearby markets can
clearly enhance destinations’ resilience to ex-
ternal shocks such as the collapse of air travel
due to COVID-19. However, short-haul tourism
does not necessarily improve a destination’s
ecological performance, as transportation is
only one factor to be considered.
Certification as a means to measure, verify and
communicate a destination’s ecological per-
formance can improve a destination’s image
and therefore its competitiveness. A case in
point is Costa Rica. However, the success of
such a strategy depends on guests’ preferen-
ces and therefore on the source markets.

commendations
d requirements

The COVID-19 crisis has clearly demonstrated
how interdependent effective nature protection

and
bus

1.

2. become an

successful tourism are. Therefore, tourism
iness should
do more to create socio-cultural and eco-
logical co-benefits;
active partner of
environmental organisations to advance a
political agenda for nature conservancy.

3. The example of the Vietnamese island Phu

Quoc demonstrates that a destination’s in-
centives to improve its ecological perfor-
mance varies according to source markets:
before COVID-19, European guests drove the
destination to reduce plastic waste; the local
guests who have replaced them have diffe-
rent preferences and do not care much about
plastic waste.

Exe
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Paul Jones
Chief Executive Officer

Strategy and measures to turn
headwinds related to ecology into
opportunities

On the corporate level of The Lux Collective:

1. In 2019, elaboration of the new vision “We
care about what matters”. In cooperation with
an external consultant, creation of a “Circle of
care” which concretises the different aspects
that “matter” and relates them to one anot-
her. See The Lux Collective Integrated Report
2020

2. COVID-19 as reenforcing momentum for the
new vision and strategy, as “care” becomes
key to doing business — regarding both peo-
ple and nature.

ﬁ The Lux Collective

High-end hospitality management

Headquarters:
Singapore and Mauritius

Destinations: Mauritius, Maldives,
Reunion Island, China

Net room revenue: Rs 4203 million
(2019) vs. Rs 1485 million (est. 2020)
RevPAR: Rs 7040 (2019) vs. Rs 2776
(est. 2020)

Employees:
3877 (2019) vs. 3221(2020)

3. Commitment to the Agenda 2030 and the 17

Sustainable Development Goals, as well as
cooperation with the UN Global Compact to
depict the “Collective Sustainability Journey
2030”. See the UN Global Compact COP Re-
port included in the The Lux Collective Integ-
rated Report 2020

4. Different measures towards a circular econo-

my such as

« avoiding food waste;

« using supposed waste for other purpo-
ses (e.g. coffee beans for mushrooms
cultivation, lemon peels as detergent);

- renovation of a hotel with zero imports
(see high resolution video or preview)
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https://brochure.theluxcollective.com/view/761941/
https://brochure.theluxcollective.com/view/761941/
https://drive.google.com/file/d/1Fs9tIvJdbIq1Aptx0sT-r2tDMTEYkNu2/view?usp=sharing
https://www.youtube.com/watch?v=Gsu-LSTLafQ
https://www.linkedin.com/in/pauljonesceo/
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On the destination level of Mauritius:

1.

Hotels produce their own food (“from farms
to fork”).

Hotels cooperate to distribute food waste to
those most in need.

The importance of measuring and
reducing tourism’s ecological
footprint for competitiveness and
resilience

1.

As most hotels in Mauritius belong to public-
ly traded companies, they have to report on
both their financial and non-financial perfor-
mance (e.g. on the basis of the Global Repor-
ting Initiative’s standards). This has created a
“culture” of reporting and avoiding any waste.
Due to and after COVID-19 more than ever,
guests will have a preference for destinati-
ons and hotels that credibly report on their
sustainability measures and performance.

Recommendations
and requirements

In the COVID-19 context, leaders in and out-
side of business have an even greater re-
sponsibility than before and therefore have to
put other people first.

. This new leadership has to be based “superi-

or wisdom” an serve a greater purpose — that
is a more sustainable tourism and society at
large.

Therefore, sustainability is not about a cor-

Public-private strategy for and investments
into renewable energy (photovoltaic, wind)

. Governmental management of the lagoon

and the reef through sustainability policies.

Due to Mauritius’ large distance from all major
markets (especially in Europe), the reduction
of the ecological footprint has to be reached
mainly on the supply-side, not on the demand-
side (e.g. by focusing on local or nearby mar-
kets).

poration’s individual quest for a competitive
advantage, but about a collective endeavour
towards a greater purpose.

. Cooperation among businesses and with pu-

blic authorities is required to a) carefully and
progressively open the borders to foreign
tourists in the short-run and to b) develop a
(more) circular economy in the middle- and
long-run.
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