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To what extent can environmental issues play a rol@ the

traveller’'s choice of a holiday destination?

It has been decades since we could hear abouatirsatsie tourism with such buzzwords
as “ecotourism”, “green tourism” and many othersddy the tourism sector is the world’s
biggest economic activity. Travel responsibly isngay importance due to the now rampant
awareness regarding environmental issues all tveev\torld.

It is nowadays fashionable to sell something “gtesnd not only in the tourism sector. It
has become a commercial argument and that is whgawevonder about the real commitments
it involves. In a meantime, if “green” is a marke}i purpose, does it mean anything to the
consumer and does it influence their choices?

Taking care of the environment may be a fad tlyeses, but it is a worldwide one. What
does it mean in terms of actions? And as we knawetling is felt as something important to
everyone and as everybody feels concerned by emagaotal issues, then why is ecotourism still

marginal within the tourism sector?
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Introduction

“Sea Sand and Sun” is over. This “stupid tourissi’not fashionable any more. Mass
tourism and luxury tourism have bored tourists, apnd/adays they look for a more sensorial,
cultural and human experience. The trend is nowaeel in the respect of the environment and
local people. More and more, the places attracbagsts these years are national parks, islands,
breathtaking landscapes, or places where they i@tige a sport related to nature. That is why
it is sensible to try to develop this new way ddvelling. Tour operators and travel guides
understood that throughout the years, and now isatle travel guides and products are
flourishing all over the market. The urge of insréor worldwide citizens to care about the
environment and local communities is not new, butas lead to a new trend in the tourism
sector.

In fact, for decades, tourism has been the driiomge behind some governments’
policies in order to generate their country’s giewkourism developed itself most commonly as
a mass tourism and promoted all inclusive “packggeducts. In this context the traveller has
way too much become a consumer. Driving such admargn travels generated numerous
negative effects. Among others is the fact thattle humber of very powerful tour operators is
imposing their own rules, prices and often eveir tn marketing standards on host countries
and local suppliers as well as on their own clients

In this monopolistic context, small local supplieree under pressure and drive a stiff
competition between themselves leading to a tizasibn of their products. At the end, this
competition lead to regrettable consequences a$ facthe suppliers themselves as for their
social, ecological, economical and cultural envinemt. In the meantime, the local populations
who would like to start making business in this naetivity in order to create growth and
development opportunities for themselves have diiffies to find commercial partners and
space to create a tourism industry which couldsatltem to live within dignity.

Since the 1980s environmental issues and the itipaeserving the local communities
and landscapes are gaining importance as sevemdiesthave underlined the fact that all the
tourism activities were damaging the planet’s resest Indeed the phenomenon of more
responsible kinds of tourism started at that tinfeemvthe first impacts of mass tourism were
arising in fragile areas and communities. Moreodeg to an unintended but efficient marketing
more and more people are now willing to learn nadyeut other cultures in order to live a “real”
experience of its own. This is how sustainabledfawmder all its forms such as ecotourism, ethic

tourism, green tourism and many others are thusrbig a growing stake in the tourism sector.
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In this project, we are going to talk more aboubtearism as it is the form of responsible
tourism which takes care more about environmemtdlecological issues which are our subject.
More than mastering the impacts of tourism on timrenment, ecotourism is first of all a tool
to protect it. It tries to give an economic worthat piece of nature exposed to a non sustainable
exploitation.

The concerns became so unavoidable in the tragrsehat they lead The International
Ecotourism Society (TIES) to establish the firstiml@on and principles of ecotourism in 1990
as a "Responsible travel to natural areas thaterwes the environment and improves the well-
being of local people.” (TIES, 1990)

Nowadays, some new aspects of tourism draw attembioesearchers. For example the
structure of holidays is now changing. Tourism ¢m@$ as well. Due to the growth of
individualism and the evolution of the family stainds in developed countries’ societies people
have changed their way of taking holidays. Unlikee anonth of holidays once a year before,
today people are more likely to take several 4 @a$s’ trips spread over the year. Coming
along with this trend, city breaks are more andevswught after, allowing the development of
low cost airplane companies. As many studies hatimated that air traffic accounts for 10% of
greenhouse gases worldwide, the idea to pay inrdaeffset the carbon emissions created
because of the flight gained popularity in mindsisTis good if you want to contribute in paying
the price of the degradation of the environmentvihat if you want to protect it? This example
is one out of many starting to explain why and rsustainable tourism became more and more
popular over the past years.

Today as the tourism sector reckons an annual rav6%, the stake of ecotourism
grows by up to 30% (depending on the destinatiasheyear. It counts this year for just over 6%
of all travels. Why does such a huge and worldwidecern keep a marginal stake in such a
thriving industry?

All these grounds let us to wonder what exactlyotearism” does, and the other kinds of
sustainable travel mean. We will see the defingiand the misuse of the terms for commercial
purposes. Then, in a second section, we will dadi e importance of the green concept
nowadays; the growing worldwide consciousness eryefield. To finish, in a third section we
will discuss about the reasons and consequendes piaradox between the importance given by
most people to a greener travel and the still nmatgstake ecotourism occupies in the travel

industry.
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l. Environment and tourism

The tourism industry has known a real expansionradahe World during the past 30
years. The industry generates economic growth laatdis why has often been used as a tool to
develop a country. This motivation gave birth tmarism industry we all know today under the
name of mass tourism implying huge energy conswumpfjreenhouse gas emissions, wastes,
involvement in a soaring urbanisation in naturalcgk, and sometimes causing problems within

the society as with compulsory purchases, watdslpnas, conflicts of interest or use...

A survey from the World Tourism Organisation (WTI@hlights that tourism generates
5% of annual carbon dioxide emissions, that isatp k3 billion tons of greenhouse effects gas.
That is why professionals have the duty to try barge the situation and promote alternative
forms of tourism. In 1995, only 565 million peoplavelled around the World, in 2006 they
were 850 million, and thanks to the WTO, this nundieould double by 2020. How come not to
feel concerned about the pollution it will generatel the impact it will have on the environment

and the planet?

Nowadays, the ecological awareness surge, reirddrgehe emergence of citizens’ pro-
ecotourism moves, more and more sensitive to theadaesources on Earth and to the disparity
between people, leads political powers to thinkedéntly about the tourism industry and its
development. It is from now on necessary to addasoenvironmental, and ethical dimensions
to the economic aspect. Taking these three dimessiato account lead to what we called
“sustainable development”. Applied to the tourigmdustry, we now have the possibility to see
the emergence of a “sustainable tourism”. It cardéeined into diverse forms as ecotourism,
responsible tourism, jungle tourism, nature touristhic tourism and many others. Each name
has its proper definition and advocates differemtws to give priority to one side of the industry
more than another in order to promote the kincobafism they want to develop. They can either
try to take care about the local populations angrawve their everyday life, or stress the

environmental issue of tourism.

First coined in 1978 by Kenton Miller, “ecotourisng’ born from all these wonderings
about the environmental impact of tourism on thenpt. Even if it has been favoured in many
countries to develop the country wealth and growitthas been proved that sometimes this

industry can harm more the country than bring benédr the host populations. For the people
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who have travelled in the developing world, a dok#raveller's guilt™ in inevitable. They can

see the contrast between the poverty around thehtheir relative wealth as well as they can
see that the tourism industry can be really destei¢o nature and environment. Thanks to this
willingness to protect the beauty of touristic gla@nd reduce the negative effects of tourism,

the idea of ecotourism has grown as an alternative.

A — Definitions

1. A growing new trend

Since the beginning of the tourism industry, therlds has known a real trivialisation of
tourism and especially mass tourism. As a mattéacifthis evolution lead to damages in terms
of pollution due to transportation means, and inmte of economic and cultural disruption
between developing and developed countries. Thasages increased the awareness of people
and authorities regarding the subject around thedwo

Later, in 1991, ‘ecotourism’ is described by th&etnational Ecotourism Society (TIES)
in the most succinct definition existing today. ks to them, it is a ‘responsible travel to
natural areas that conserves the environment ampdowas the well-being of local people’.
Ecotourism is often claimed by many studies toHgerost rapidly expanding sector within the
tourism industry. But when its growth is measuredptourism is usually coupled with many
other kinds of tourism such as nature, wildlife adVenture tourism. To be accurate in the
studies, ecotourism should be viewed as distimehfthese other categories.

Indeed, nature tourism involves travel to unspopktes to experience and enjoy nature,
involving moderate and safe forms of exercise sashhiking, biking, sailing and camping.
Wildlife tourism involves travel to observe animaistheir native habitats. Adventure tourism is
like nature tourism but it requires physical stdllpractise some activities such as rope climbing,
deep-sea diving, bicycling or kayaking; all thisalving a bit of risk taking. All these forms of
tourism are solely focused on the recreational glatte travel, unlike ecotourism which is better
defined by the benefits it can occur to both covetgsn and people in the host country. Those
who implement and participate in these activitieswsd follow some ecotourism principles such
as minimizing the impact of the activity on the amment, building environmental and cultural
awareness and respect, providing positive expesgerior both visitors and hosts, providing
financial benefits and empowerment for local pepalel teaching about host countries' political,

! LORIMER, Kerry,Code Green: Experiences of a life tirdeistralia, Lonely Planet Publications Pty Ltd, Ma
2006. Introduction p.8.
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environmental, and social climate in order to mtien gain some more sensibility about this
problem.

Partly due to the misuse of the ecotourism laded, partly due to the recognition that the
principles of ecotourism could — and should — agplall tourism, not just in natural areas, a

new paradigm has emerged: sustainable tourism.

Sustainable tourism can be more-or-less defindgthasl that takes into consideration the
following ‘triple bottom line’ issues as it is exphed in Mader's conceptualization of the
industry:

- Natural conservationfravel that minimises negative environment impastd, where possible,

makes positive contributions to the conservatiombiotliversity, wilderness, natural and human
heritage. Where travellers and locals learn andesimiormation, leading to better appreciation
and understanding.

- Community participationTravel that respects culture and traditions awbgnises the rights

of all people to be involved in decisions that efftheir lives and to determine their future. By
involving and engaging local people, there is anftilceinteraction and greater understanding
between travellers and hosts, which build cultprade and community confidence.

- Economic sustainabilityTravel that has financial benefits for the hasthenunity and operates

on the principles of fair trade. Monies spent wéllers remain in the community through the
use of locally owned accommodation, staff and sesjifunding community initiatives, training
or their in-kind support.

When applied accordingly to the definition as akosustainable tourism can be a
powerful tool for conservation of biodiversity afat sustainable developmerit.

The problem with this “sustainable tourism” is tthembraces many other tourism
forms, each being defined only by putting forwangeawo specific aspects. For example,
responsible tourism is part of sustainable tourisut,stresses the point on the social and cultural
pillar more than the economic and environmentakottaunderlines the importance of a cultural
and social exchange and the learning and understantihost communities. On the other hand,
fair tourism is inspired by the commercial prineiplof fair trade and focuses on the fair income

of local actors and the purchase of environmentaliydly products.

2 MADER, R. (2002)Sustainable development of ecotourism web confer@062. Retrieved March 1, 04 from
http://www.planeta.com/2002ecotourism.html

® LORIMER, Kerry,Code Green: Experiences of a life tirustralia, Lonely Planet Publications Pty Ltd, Ma
2006.

10
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These differences between the various forms ofagwable tourism make ecotourism
even more difficult to understand as many peopl& them all and talk about sustainable

tourism as a unique entity.

2. Ecotourism among other forms of sustainableisoor

Although ecotourism is a form of sustainable tsmriand a niche market of nature
tourism, it is important not to get confused withtlaese terms.

Many organisations or associations give a definitof ecotourism as opposed to mass
tourism or the tourism industry. Sometimes it makkght difference between all the existing
kinds of responsible tourism, and sometimes ii$s an amalgam with other definitions.

The problem with ecotourism is that there is noversally agreed-upon definition. Back
in the 1980s and early 1990s when ecotourism reéadli off, everyone wanted a piece of the
action and, without any regulatory control, a whalest of dodgy operators jumped on the
bandwagon. At that time, anyone with a four-wheaelaltaking tours in the great outdoors was

using the ‘eco’ label. This is obviously the reasdry the term lost a lot of its currency.

When looking for information about the subject angossible official definition of the
industry, people most of the time stick to TIES&fidition of ecotourism. But making it as
simple, understandable and succinct as possildeltee in a blurred concept. The definition
from TIES is the most used but others are very [zoms well.

For example, “Ecotourism Australia” is one of thgdest associations in that field.
Based in Sydney and mostly focused on Australessithey made up their own criteria and
norms to promote their own labels regarding ECQifdzation which is nowadays well reputed.
The definition of ecotourism they adopted i&cbtourism is ecologically sustainable tourism
with a primary focus on experiencing natural arghst fosters environmental and cultural
understanding, appreciation and conservatidhin 1998, even Costas Christ himself, one of the
founders of The Ecotourism Society, announced inngrview that nobody was doing what
they had defined only 7 years before. He said ¢batpanies were all achieving various aspects
of the definition but no-one was implementing ieitlpractices all that ecotourism meant.

The Australian Commission on National Ecotouristrategy explains ecotourism as a
“nature-based tourism that involves education amerpretation of the natural environment and

is managed to be ecologically sustainable”.

“ Ecotourism Australia — www.ecotourism.org.au

11
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On the Internet, the website ecotourism.org sagso@rism is & travel with a purpose.
When choosing destinations, accommodations, andojgerators, consider which ones work to
protect the environment and benefit local culttaad communitie$

It is possible to find many other definitions ftre word “ecotourism” due to the
numerous associations and NGO existing around kaeepy each explaining with their own
words. This mass of different explanations, eagimdrto make it as succinct as possible, makes
it hard to understand and is not really easy tdyapp

In 1999, Martha Honey's first book about the suobjéEcotourism and sustainable
development” was published. Her definition is nat short as the others but her detailed
approach made it become one of the most used tlefiruf ecotourism for people involved a bit
deeper in the field. Most serious studies on eaaouincluding several Universities program
now use her 7 points definition as the working one.

According to her, ecotourism should show greatebidons than just filling a simple
niche within nature travel and become a meansgifgiantly transform the way tourism itself
is carried out in order to “green” and not only égnwash” the entire industry. For her,
“ecotourism is travel to fragile, pristine and udyairotected areas that strives to be low impact
and (usually) small scale. It helps educate thgdher; provides funds for conservation; directly
benefits the economic development and politicaleempment of local communities; and fosters
respect for different cultures and for human rights

She based her definition on the definition from $1&ut made it more possible to apply
and specify after nearly 10 years of misuse. Slseridees the 7 characteristics of ecotourism
later in her book:

1. Involves travel to natural destinations Ecotourism usually involves natural and often
remote areas. The destinations could be inhabitealsaor not. They are most of the time
under some kind of environmental protection at &onal, international, communal, or
private level.

2. Minimizes impact- Tourism causes damage. Ecotourism strives tonmza the negative
effects of the tourism industry such as the buddih hotels, trails and other infrastructures
by using either recycled or plentyfully availabtedl building materials, renewable sources
of energy, recycling and safe disposal of waste garbage, and environmentally and
culturally sensitive architectural design. It alsmuires that the number of tourists in one

group be lower than usual in order to reduce thenadges the group can have on the

® HONEY, MarthaEcotourism and sustainable development: Who owegdnadise?Wahington DC, USA,
Island Press, 1999. Chapter one: In search ofdhieg toad, p.25.

12
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ecosystem. Ecotourism is usually defined as a rnoameive and/or non consumptive
industry, but it can include some enterprises dyttare sustainable industries based on
renewable resources and including a community-ranagement.

Builds environmental awarenessThe difference between tourism and ecotourisrthés
people involved. People going on an ecotrip as wasllthe host community as they are
supposed to run the business. Travellers shoulivaee of the country’s situation (politics,
economics...), local people (habits, religion, oust...) and the environment they are going
to visit. A tourist ghould also be taught a codegwoiod conduct by the tour operator
organizing the trip. Regarding the host populatitrey should be aware of the kind of
tourism the country is implementing and be educa&teinow what is offered in order to
have educated guides, who should themselves kdotaaout natural and cultural history to
guide the tourists deeper in the host communityrastdnly to a place.

Provides direct financial benefits for conservatien Ecotourism helps raise funds for
environmental protection, research, and educatidns can be done through various
mechanisms such as park entrance fees and many &sxdor example for the Tour
Company, hotels, airlines, and airports. Voluntaogtributions are a big stake of the money
they can raise as well.

Provides financial benefits and empowerment foralgeeople— It has been proved that
ecotourism in a natural area can only work if theal community living in the surroundings
are “happy peoplé&”’ The local community has to be involved with ardeive income and
other tangible benefits such as potable water,s,daehlth clinics and other improvements in
their infrastructures from the conservation ared i tourist facilities. As all airlines or car
rental companies and other relative businesseasarally owned by foreign companies, the
financial benefits of these are not staying indbentry. That is why all the accommodations,
guide services, and other concessions should béywor in partnership with communities
surrounding the tourist's destination. For Marthankly, it is even more important that if
ecotourism is seen as a means to rural developmemist also help to shift economical and
political control to local communities, villagesyaperatives, or entrepreneurs.

Respects other local culture Many writers and politicians denounced the thett mass
tourism and interactions with foreigners from reenateas usually bring by-products along
such as drugs, prostitution and black markdEsotourism is not only “greener” but also less

culturally intrusive and exploitative than conveml tourism. Indeed, it strives to be

® Daniel JANZEN, Costa Rican-based scientist.

"HORTON, Lynn,Ecotourism in Costa Rica: A Sustainable Form ofd@r€apitalism?Paper presented at the
annual meeting of the American Sociological Assiimm| Hilton San Francisco & Renaissance Parc 5&k8an
Francisco, CA, Aug 14, 2004.

Publication Type: Conference Paper/Unpublished Maript

13
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culturally respectful and have a minimal impactomth the natural environment and the host
human population. Any kind of tourism involves anequal relationship between the

traveller and the host community because of théhaxge of currency. To respect host
community in that way and minimise this situatiohdomination, travellers should learn

beforehand about customs, respecting dress codesther social norms, and not intruding
on the community unless they have been individuaihted — or as part of the group tour.

7. Supports human rights and democratic movementss said that the tourism industry can
be used as a tool for building international untrding and world peace. The problem is
that it does not happen automatically. Most ofttime tourism gives support to economies of
repressive and undemocratic states as the prisogblenass tourism pay limited attention to
the political system within the host country an@ tindustry simply struggles within it.
Ecotourism should change this approach of tourigreducating travellers in order to make
them respect, learn about and benefit both locair@mment and local communities. An
ecotourist therefore needs to be sensitive to th& bountry’s political environment and
social climate and needs to consider the meritatefnational boycotts called for by people
supporting democratic reforms, majority rule, amenian rights. An ecotourist should also in
this way talk about the political climate in theuotry he has just visited when he returns

home to try to make other people understand btéelocal situation over there.

Martha Honey reckons it is not easy to implemest&tpoints of this regulation for each
ecotouristic site. It is highly doubtful that angevator may claim he has been able to meet all
these criteria but her definition gives us the ideanagement that should be run for ecotourism.
This definition can also be seen as a basis to Work when it comes to judging whether what
one particular operator does is ecotourism or foting to meet as many of these criteria as
possible is already a good place to start.

Indeed, managing tourism in a pristine area jusbb®gng an ecotourism place is not
easy. If a site is viewed by ecotourists as a plad® seen, it is obvious that this formerly rarel
visited area will become popular and crowds of igigrwill ruin the flora and fauna’s habitat
they came to see. If a place like this becomesited area, then it is important to build it as an
ecotouristic site to protect it from the negativepects of this popularity. To promote an
ecotouristic site is not between shielding a rareathtaking place and shrinking its charm by
promoting unregulated tourism; but it is betweeh dming anything at all, as this is how every

single lovely site is ruined, and doing everythpagsible to try to preserve it through an active,

14
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“all-together” sustainable ecotourism pracficen order to spread this vision and implement

ecotourism management on “must be seen” placestaaable policies need to be produced.

The term “ecotourism” has evolved in the past 2arg after it had been first defined by
The International Ecotourism Society in 1991. Thee rof the environmental movement has
intensified the importance of the problem, prodgcan bigger nature-based tourism industry
focusing even more on the environmental bias aaditg to what we now call ecotourism.
Today, ecotourism is climbing a new step by focgsimore on individual responsibility and not
only on environmental health. The well-being of coumities is now directly shaped by
ecotourism when implemented and the term “eco” é&aended to embrace the biophysical
aspects along with the socio-cultural dimensions.

This evolution of the term and the fact that M.ndg’'s 7 points are hard to integrally
implement make that more updated definitions hawsvg. While details differ, they basically
tend to promote a basis of 3 criteria to meet.

In 2002, Mader proposed that ecotourism should igeo¥or conservation measures,
includes meaningful community participation, and j@fitable and able to sustain itself.
Besides, the definition of Sustainable Ecotouristbased on embracing all the segments of the
tourist industry with courses of action and craetinat seek to reduce environmental impacts,
predominantly the use of non-renewable resourcest@improve the contribution of tourism to

sustainable development and environmental consenvat

There are many diverse definitions about ecotaubgscause the principles and practices
come 4 different sources: the circle of scientitonservation, and NGOs; multilateral aid
institutions; developing countries; and the traadustry and travelling public. Each of them has
a different vision of the experience. The word glyidecame a buzzword in all marketing and
development policies. 20 years later, people degplglved in the industry are still trying to
find a clearer way to define it, none of them pettfeagreeing on each criterion. Each definition
has its own detractors. We cannot talk about onguendefinition of ecotourism but only about
a blurred definition embracing the three main ciatenost of the researchers agree on as seen
previously. This “definition” leads us to wonder athit does involve to put ecotourism into
practice.

8 STAMOU A.C. and PARASKEVOPOULOS S., Images of mathy tourism and environmental discourses in
visitors’ books: A critical discourse analysis @béourism.Discourse & Society2004, p.105-129.

® MADER, R. (2002). Sustainable development of esagm web conference, 2002. Retrieved March 16 f
http://www.planeta.com/2002ecotourism.html
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3. What does ecotourism involve when put into praet

It is well-known that “tourism is the world’s numbone employer, accounting for 10%
of jobs globally”, and that “worldwide, tourism genates annual revenues of nearly 3 trillion
dollars and contributes nearly 11% of the globalR5{&Gross National Product), making it the
world’s largest industry. Ecotourism has becomertiwst rapidly growing and most dynamic
sector of the tourism market® In 2002, H. Srinivas announced ecotourism as alavio
regarded as the fastest emergent market segméme bourism trade, and has an annual growth
rate of 5% worldwide and representing 6% of thelevgross domestic product, 11.4% of all
consumers spendirg.

It is however important to mention that there ikaek of statistical data in sustainable
ecotourism. Conclusions of case studies and rdsgamgects are the only basis in this field
when analyzing the impacts of one initiative or taeo. And if one implemented thing has
proved its efficiency in the short term, it doeg neean that is still going to be the case in the

long run??

Turning the theory of ecotourism into practicen@ that easy. As we have seen earlier,
the ideal definition of Martha Honey is almost inspible to realize. It is only possible to get
closer to an ideal project of ecotourism accordimghe three main criteria usually quoted in
every definition. It is thus possible to improveeavmore the practice of ecotourism in the
numerous individual projects existing around thempt.

Tourism is the biggest industry in the world aratune tourism is the biggest stake of
sustainable tourism nowadays. The real challengéh@fecotourism concept is to make its
principles applicable to the whole nature tourisndustry. To make the niche market of
ecotourism gain the upper hand on the nature touriself would show the world politics’
willingness to have a more sustainable sourcetagdgonomy.

“How can the principles of ecotourism be used &irteture conventional nature tourism
functions? At present, the opposite trend is dontindoe principles underlying ecotourism are
being ‘greenwashed’ by superficial, feel-good rhietand minor cost-saving modifications that

do not transform tourism into a tool that proteitts environment, benefits local communities

Y HONEY, Martha Ecotourism and sustainable development: Who owapaadise?Wahington DC, USA,
Island Press, 1999, p.9 and 390.

1 SRINIVAS, H. (2002)Defining ecotourismCentre for Ecotourism. Retrieved February 16,420m
http://www.gdrc.org/uem/eco-tour/etour-define.html

12 BREEN, Gerald-Mark and CIPRIANO, Victor, "Sustaite Ecotourism in Mexico: An Examination of Law,
Policy, Development, and Impad®aper presented at the annual meeting of the N&A Bnnual Convention,
TBA, Chicago, Il.Nov 15, 2007 - Publication Type: Conference Péjpgrublished Manuscript
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and educates the tourist”Already 10 years ago, Martha Honey advocatedphist of view.

But ecotourism was only beginning and she was gryor make it appear as a solution to the
evolution of the tourism industry. Many detracttoghe new form of tourism said it was already
“dead and hopelessly diluted” because all the laumz marketing around it. To this she replied
that “amid the superficiality, hype, and marketifighe] found some excellent examples in the
field, lots of dedicated people, vibrant grass-sanbvements and struggles, much creativity and
experimentation, and some early models and stasdardher] assessment, although ecotourism
is indeed rare, often misdefined, and usually irfgméy it is still in its infancy, not on its
deathbed. Whether ecotourism matures into adulthoathe twenty-first century, whether it
gains permanence and becomes the predominant walkialm we travel and interact with our
physical and cultural environment depends on myifiactors. One step toward ensuring
ecotourism’s survival is helping to build a moreatiminating and informed travelling public.
Ecotourism travellers, practitioners, professionatiucators, and proponents need to understand
both how the travel industry (including ecotourisiupctions and what are the major problems
and challenges confronting ecotouristh.”

As we have seen, ecotourism is still in the foaugvery government’s policy more than
ever ten years later. Three decades ago, the toumnidustry was seen as kind of a panacea in
order to develop a country or help a certain regwthin a country to gain more importance and
try to improve the local economy. As a result, memgism was born and when reaching its
maturity, the authorities started to notice itsateg effects on the dedicated areas, and more

globally, on the planet leading to this passioneootourism.

Honey herself assumes that the item number Srilénition — having “happy people”
around the ecotouristic area — is the most diffiespect to be carried out. Sometimes there is a
conflict between a traveller's will to experiente tauthenticity of the trip and the locals’ need to
make money out of it. That is why much advice hasrbgiven through studies and books in
order to pursue ecotourism as depicted in the ablefiaition and benefit to the right entities.
Implementing ecotourism in such a way as to meety@ne’s expectations would imply a more
sustainable future for the impoverished communitiecause if young people realize that they
can earn a living in their native area in protegtiheir native land, they will not try to go away
in big cities to find a job later. Thus, traditiose more likely to be maintained across

13 HONEY, MarthaEcotourism and sustainable development: Who owsmpahadise?Wahington DC, USA,
Island Press, 1999, p.25
1 HONEY, MarthaEcotourism and sustainable development: Who owsmpahadise?Wahington DC, USA,
Island Press, 1999, p.25
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generations and the locals will be able to chobsé bwn evolution in accordance with their
traditions.

With the biggest potential to reduce poverty, ismur appears as the most suitable
industry to obtain such an economic result. All tesponsible forms of tourism are trying to
channel tourist funds into the host communitieslieectly as possible. Setting up ecotourism or
other forms of sustainable tourism to aim to thamlgcan be made different ways. First, the
“‘community-based” tourism which is usually smalliags-roots, locally owned operatives
providing tours, accommodation and other servigégn, a partnership with a larger and more
experienced operator or a NGO can be interestinghBdcommunity as they can bring business
skills and financial support to the initiative. BRlly, the foreign-based responsible tourism
operator can be helpful as well if his tourism pgliprescribes staying in locally-run
accommodation, employing local guides and stafiy@ag supplies locally, and sometime even
giving a donation to the community taken from thieg@each passenger’s has paid for his tour.

Setting up a business in an ecotouristic areanaaikk it benefit to local communities is
not that easy but necessary for those who worktftw be “happy people” and carry on the
experiment. Later, when locals are ready and thenmanity has evolved enough in terms of
infrastructures, they can get rid of the foreignph&om partnerships and foreign-based

operators, and earn their living from communitydzhtourism structures.

Once the business set up, no matter the way runs marketing is the next step.
Ecotourism and all kinds of green tourism are ugutle choice of travellers coming from
developed countries as they have more hindsigtdrdery all different forms of tourism, and
especially mass tourism and its negative effectarkiting is consequently usually made for
these travellers in developed countries, evereifihsiness is locally-run because it derives from

the strategy of bigger foreign operators tryinged them from overseas.

B — Practice of ecotourism and “Greenwashing”

Many experts say it is just a fad and touristd mok be interested in ecotourism for long,
some others claim that it is the next step and ¢batentional tourism needed to evolve and
regain interest in the eye of the traveller. Ecasy was born decades ago, is still improving
and attracts more and more “ecotourists” every.\ZWadry such a keen interest in ecotourism in

comparison with the existing tourism?

> LORIMER, Kerry,Code Green: Experiences of a life tirdeistralia, Lonely Planet Publications Pty Ltd, Ma
2006. “Responsible tourism: The big picture”, p.210
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The green aspect of any consumer good is appdalitay and many businesses are using
this passion to set up new businesses and onlyftmothe possibility to make money of it. In
this case communication skills and marketing bectooks for them to reach their goal. Using
the fashionable effect of the term “green” in ortiesell something which is not so can also turn
to be a problem. Tourism is highly concerned witls tproblem of operators “greenwashing”
their products or destinations to sell more. Corexgnthen need to be careful about this attempt
to abuse them and make the difference betweenig/aatue “green” product and what is not.

Even if definitely not allowed, greenwashing isdely spread because the trend for the
consumer is to buy “green”. This study will try tmderstand why ecology and environment

have become that important nowadays?

1. Ecotourism versus tourism

Tourism has evolved with the consumer societyhen 1960s, turning into what we now
know as “mass tourism”, and engendered many negadispects on local populations,
landscapes, environment... Ecotourism was born iat@mpt to create a more sustainable way
to travel rather than fully consume the Earth’©tgses, but is it actually effectivé® it possible
to change habits and turn existing tourism in sqfeee into a more sustainable form of

tourism?

Ecotourists believe that they keep the sitesipdadbecause they only take pictures and
leave footprints, but even harmless sounding da@s/such as a nature hike can be ecologically
destructive. In the example of ecotourism on th@ ®eninsula in Costa Rica, Lynn Horton
wrote a paper to report the situation after a feary’ implementation of ecotouridfnLaunched
in an attempt to develop tourism on the peninssild B a remote area providing a large range of
the country’s exceptional flora and fauna, ecogarwas seen as the best way to act in that way.
After a few years, ecotourism has more than metettpectations of its supporters in the key
area of environmental conservation; foreign-owneatledges established on the peninsula are
hardly committed to environmental conservationheirt construction and management. On the
contrary, some Costa Ricans express concern betagéear the same problem that occurs in
other Costa Rican National Parks as for exampleudbAntonio. This park is small but popular
enough to attract 250,000 visitors a year and tatldag struggling with problems such as

overcrowding, the proliferation of hotels, barsdaourists concessions damaging plants and

® HORTON, Lynn, "Ecotourism in Costa Rica: A Sustdite Form of Green Capitalism?" Paper presentéteat
annual meeting of the American Sociological Assiimm| Hilton San Francisco & Renaissance Parc 5&k8an
Francisco, CA, Aug 14, 2004
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disturbing animals, and creating pollution. In tlugse, it is possible to conclude that the
country’s laws and policies have to be more dewsdom go along with the principles of
ecotourism in order to help the implementation.

Besides, another aim for ecotourism is to makellooenmunities gain empowerment.
For that, strategies of alliances with national am@rnational NGOs, media campaigns, and
demonstrations are good means for local peoplev® geight to their claims and make the
country hear them if anyone tries to introduce a-acological product or company in the area.
To keep the example of the Osa peninsula, Cos@anRimanaged to get rid of a wood chip plant

project that way.

Speaking about daily concerns, even if ecotoulisimtended for small groups, it still
provides a heavier traffic, more tourists, and itably means a higher pressure on the
environment of the local area. This implies for thest population to develop additional
infrastructures and amenities. In an ecotourisggetbpment of the area, the construction of
water treatment plants, sanitation facilities, dmadiges should be done in accordance with the
three sustainable development principles in then@euc, social and environmental fields. The
conversion of natural land to such tourist infrastures is most of the time implicated in
deforestation and the environment suffers becaosal Ipopulations are unable to meet the
infrastructure demands of ecotourism. If the aseavery remote and unspoiled area, the country
needs to raise huge funds for the constructionteadsof taking the cheapest and quickest
construction opportunities. If they manage to degdaheir community to receive such tourists,
ecotourism operations sometimes fail to just measervation ideals. In fact, one can notice that
ecotourism is a highly consumer-centered activatyd environmental conservation is only a
means to further economic growth for the host comitguwor the operator organizing the trip.
Ecotourism is not the ideal way to promote tourgsnit is hard for a community to meet up with

its standards, but nor is it a silver bullet asfiers great promises if well applied.

The Osa peninsula example and the above mattetaixmpw ecotourism can have an
important environmental impact and underpin localbitization on environmental issues, but
also shows the limits of it. Indeed, aside frormgigant economic benefits from ecotourism, it
also has negative effects such as -for the worghysical displacement of persons, gross
violation of fundamental rights, and environmertiakards, which are finally more important
than the medium-term economic benefits. It is obsithat in order to get the most efficient
results from the principles of ecotourism, the dogla authorities have to support the industry in
terms of ideas and capital to invest.
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All policy experts and governmental activists &gtlkat mass tourism needs to become
more sustainable, but “needs to include environalearidd community concerns relevant to the
indigenous populations and culturEsas well. However, they do not recommend ecotoussm
we practise today as it “needs much improvemend fom the moment “it is probably doing
more harm than good.” According to them, sustamablirism is maybe a better alternative than
ecotourism for the moment in places where massstous run such as in Mexico for example.

Ecotourism created massive interest in the tramdlstry when it started gaining
popularity. But today legal and policy issues amgegng in the game and play a crucial role as
this fad enabled the rise of humerous ‘green ecsimucompanies’ that are not applying the
standards of conservation ethics and policy, nddégmpacts, and economic benefits for the
tourist zones. No regulatory mechanism evaluates #nvironmental impact, that is why it is
impossible to know how much these activities migave endangered the environment while

claiming they were protecting it.

Many scientists are sceptical regarding the faat ¢cotourism represents a “qualitatively
different or better form of developmerf”Lynn Horton go even further and say that it is
possible to range ecotourism from a “hard” formdagpicted in Honey’s definition, to “lite” or
“soft” ecotourism, which is no more than the tramhtl “sun and sand” mass tourism
incorporating trips to natural places. In that cas®tourism appears as a marketing stratagem to
hide a new mass tourism package. This example kead®nder about the marketing practices

for operators to sell something as “green” whas rtot.

2. “Greenwashing”

Many companies and operators have been tryinglkdh®ir products and destinations as
“ecotourism” even if they cannot exactly be callgd, playing on the blurred part of the
definition.

Indeed, a wide range of tourism activities haverblabelled as ecotourism because it
was organised only for small groups and usuallyntpalplace in a remote natural area. For
example, leading a dog team across GreenlandKayak down a river in Siberia or Patagonia,

" BREEN, Gerald-Mark and CIPRIANO, Victor, "Sustaite Ecotourism in Mexico: An Examination of Law,
Policy, Development, and Impad®aper presented at the annual meeting of the N&A Bnnual Convention,
TBA, Chicago, Il.Nov 15, 2007 - Publication Type: Conference Péjpgrublished Manuscript

8 HORTON, Lynn. (quoting Cater and Lowman 1994; D#ED02;Mowforth and Munt 1998; Stonich 1998)
"Ecotourism in Costa Rica: A Sustainable Form ofé&r Capitalism?" Paper presented at the annuaingexdtthe
American Sociological Association, Hilton San Friano & Renaissance Parc 55 Hotel, San Francisco AD4
14, 2004
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the offered activities are “green” indeed and resple environment. But when they use the
term “ecotourism” in its narrowest use, they alsolude only the most rugged examples of
adventure tourism in remote localities, in very Brgeoups.

At the beginning, because of this lack of precisid the terms, many people started to
think the whole ecotourism industry was only a netirlg tool. A decade or two later, its
definition and the communication skills have impgdvand people can from then on judge
whether what they see is ecotourism or not.

Of course many operators are still trying to gethducts as “green” even though they
know they are not. They know that by advocating gheen part of the product, they still can
reach more people than if they do not. In many twes) the consumers are now protected by
laws against deceitful communication and adveismaking them a little less vulnerable to
this kind of misuse of the term. Many books haverbpublished in the late 20 years in order to
help the consumers to make their own idea abowngnearketing and try to help them to make
the difference between a green product, and a ptazhly marketed as green — a pratice also
known as “greenwashing”.

A green product is as described before, any kihdjreen travel, nature tourism or
adventure tourism or ecotourism. The activitiesetgkace in the nature, in the land, and are
supposed to respect the environment and habithey; Gan be of many forms such as kayaking,
trekking, bike riding... But all these need to beaoctordance with the land and not produce any
destruction to the nature. Ecotourism is one o$eéhreen products” thanks to this part of its
activity supposed to conserve the environment.

A product only marketed as green which is in fact at all taking care of the
environment of the land visited during the activity called “greenwashing”. Based on the
definition and the three main criteria regardin@tearism and any other form of sustainable
tourism, many operators promoted destinations atitees as such. But in fact, they misuse

the terms in order to promote a non-green “product”

“Greenwashing” is a pejorative term derived fromhftewashing”. The term was first
used by environmental activists to denounce thertsffmade by all types of corporations to
portray themselves as environmentally responsibleven in order to mask environmental
wrongdoings. In other words, it is a deceptive okgreen public relations or green marketing.

Many strategies can be employed to reach this sdi@et on the consumer. “The main objective
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of greenwashing is to give consumers and policy ermkhe impression that the company is
taking necessary steps to manage its ecologicgriot’'® even if it is not the case.

The term appeared in the mid 1960s, when firmgestalooding the newspapers and
magazines with newly greened corporate images, tmdgermining the public trust. Jerry
Mander at that time already denounced it as “ecupmaphy” and said that the process of
promoting any industry as environmentally frienglyen if it was not is “destroying he word
‘ecology’ and perhaps all understanding of the epn¢?° Later, as pollution became more and
more important in minds and trying to reduce itegmed in every mind and policy, greenwash

only gained importance in the advertising scheme.

Greenwashing is just one more attempt of the ntisagkéndustry to sell something to the
consumer. It would not be a real problem itselftifvas only trying to create a marketing
misunderstanding in order to sell a product. Thebl@m with greenwashing is deeper as

explained inrvww.businessetchics.dsy Whellams and MacDonald:

First, greenwashing is misleading and attemptsdeégeive us. Any environmental
advertising can be dishonest, but every greenwgsddertising is dishonest by definition, and
that is the problem.

Then, the practice of greenwashing by one companydcresult in consumer and
regulator complacency. In a sector, if a compargsugeenwashing to promote a product, then
other companies from the same industry will folldve same promotion scheme and at the end it
would result in a society where lying about envirmmtal protection and conservation would be
the norm. “The creation of thidusion of environmental sustainability could have direiab
consequences as consumers will continue to useugi@dnd support companies that further
environmental degradation and reduce the qualitivioig conditions for future generations"”

The third risk of greenwashing is to engender dgnic Indeed, well-meaning companies
committed to responsible behaviour with regardhe eénvironment have every reason to be
resentful and denounce greenwash because thedatterates consumer’s scepticism regarding
all the green information about a company. It wouhdthat case, mean that nobody would pay
any attention to the green advertising and the g/hahrketing industry would suffer from the

situation they had themselves set up.

Y WHELLAMS Melissa and MACDONALD Chris writing fothe forthcomingEncyclopedia of Business Ethics &
Society(Sage, 2007), extract fromww.businessethics.ca/greenwashing/

Y MANDER, Jerry,Ecopornography: One Year and Nearly a Billion Dadld ater, Advertising Owncology,
Communication and Arts Magazine, Vol. 14, No. 27490.47.

2L DAVIS, J., Ethics and Environmental Marketidgurnal of Business Ethic$992, 11:2, p. 81-87
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According to a study made by TerraChoice Environtadevarketing in December 2007,
99% of the common consumer products randomly sed/égr the study committed at least one
of what they called the “Six Sins of Greenwashfig”

» Sin _of the Hidden Trade-Qff e.g. “Energy-efficient” electronics that contamazardous

materials. 57% of all environmental claims comnaitileis Sin.

» Sin of No Proof e.g. Shampoos claiming to be “certified organiait with no verifiable

certification. 26% of environmental claims comnlthis Sin.

 Sin of Vaguenes<.g. Products claiming to be 100% natural whenywaaturally-occurring

substances are hazardous, like arsenic and formalde Seen in 11% of environmental

claims.

* Sin of Irrelevancee.g. Products claiming to be CFC-free, even thddgCs were banned 20

years ago. This Sin was seen in 4% of environmefdahs.

« Sin of Fibbing e.g. Products falsely claiming to be certifieddvyinternationally recognized

environmental standard like EcolLogo, Energy Star Green Seal. Found in 1% of
environmental claims.

* Sin of Lesser of Two Evils: e.g. Organic cigaretbesenvironmentally friendly” pesticides.
This occurred in 1% of environmental claims.

Greenwashing can be from very little to huge extensome cases only one “sin” would
be committed, in some others several at the same would. The most common forms of
greenwashing are pictured by a change in the naradel of a product, or by trying to give the
feeling of nature protection with attempts suchpasting the image of a forest on a bottle
containing harmful chemicals.

This marketing infamy is usually used by environtaésts to describe the actions of
energy companies, which are traditionally the latgmlluters. In tourism, it is usually used for a
nature or adventure activity that does not necdggarotect the piece of land used for the
activity. The most known example is the big oldlpihg cruise ship used to take hundreds of
tourists into the arctic sea to observe the ice-8od/or polar bears. Everybody should know that
this activity is highly polluting in terms of gasnessions because of the material used. The
activity is also definitely not trying to preserttee environment as it participates to the global
warming by polluting the waters. This is withoulkiag about the polar bears and all the non-

sustainable activities around them as for exanfdemeone feed them. The problem is that this

22 Environmental News Network (ENN) (Date consult#8:08-2009), The Six Sins of Greenwashing — Misileg.d
Claims Found In Many Productsttp://www.enn.con{full copy of the Six Sins of Greenwashing Reporilable
onwww.terrachoice.coin
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activity can still be marketed as ecotourism inwwegy that it is not supposed to touch the bears
nor step on the ice-pack. It can appear as a siagileity implying only discovery, watching,

taking pictures and leaving no footprint. Nothirggesis harmful for the environment. The whole
problem with the concept of greenwashing is for ¢dbhesumer to be able to determinate if the

“green” marketed activity is really “green”.

In tourism, greenwashing is a marketing tool to enaknon-green activity or destination
appear as such, but it is strongly criticized ardadinced when brought to light. Governments
should all include ecotourism in their developmguaiitics and act with the intention of
regulating much more communication as it has a hotgeto play in this consciousness. The
green marketing, on the other hand, is good a&sdppealing. Consumers have to be careful and
check behind the labels that it is not simply camianal tourism with superficial changes. If the
environment is truly respected in the area, thesemgmarketing is only the way to show how
much a destination or an activity can be in acaoecdawith its conservation. However, we can

wonder exactly how and why it is used to promotiestination.
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ll. The “Green” concept is gaining ground in everyfield

Today, almost every country in the world is enghigeecotourism or at least sustainable
tourism with high environmental concerns. Oftenduas a tool to help developing countries to
have a durable healthy economy, it is in the cdrenany developed countries’ strategies for
nature conservation as well. In order to be efiegtthe green concept has to be undertaken by
authorities and integrated into the country’s padit

From a scientific point of view, it has been provbat species have to be analysed with
their surrounding ecosystems instead of being studidividually in isolation. Here again, the
involvement of authorities is needed to incorporat®tourism into the country’s overall
development strategy and create protected arehsasutational parks for example.

Nowadays, the financial crisis may change some tcgignapproach of tourism,
ecotourism, and anything qualified as “green” ia thture, but it is possible to explain the rise
of this awareness for everyone, leading to the ldpweent of companies and organisations, and
further, to laws and norms to regulate the actsitiAs a matter of fact, little by little, the gnee

concept has become part of individuals’ daily &ewell.

A — Ecotourism: evolution of a new concept

In the 1960s, the world witnessed the beginning blige rise of travelling and tourism
thanks to the change of social patterns as incdekssure time and means of transportation
improvements. Both for convenience and economyergtinass tourism became the norm. This
“3S tourism” (Sun, Sea, and Sand) was pushed &xiteme and companies flourished, even on
fragile areas endangering their viability becauatume-based tourism rapidly turned to be the
most demanded form of tourism.

At first, it was seen as a non-polluting industefding to develop countries and open up
regions to travellers. The problem arose shorttgrafvhen host countries as well as tourists
started to get disappointed with mass tourism. @owents implementing tourism as a leading
sector to gain economic profit realized that thiberefits were marginal compared to its high
social and environmental costs due to human aetviinked to industrialization. Indeed, a huge
part of the benefits did not stay in the host coyrand local communities mostly benefited only
from low-paying jobs for services as maids, wajteaed drivers. Moreover, mass tourism
usually brought overdevelopment and uneven devetopnin the country, together with

environmental pollution, and invasion by culturallysensitive and economically disruptive
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foreigners. As a result of overcrowding fragile q@da not prepared to such a rapid
industrialization, for example, tourists saw beaclheing closed in New Jersey because of
hospital waste, and in Haiti because of sewage.

This section is about the evolution of the enviremtal concern in politics at

international, European and national level, andifeof competent organizations.

1. International level

Travellers soon became keen on nature-based ol in an attempt to protect the
environment, in almost every country, governmeaots)servation, and scientific organizations
created national parks. They were modelled on tf& National Park System because it is the
oldest, largest and best-maintained park systetieworld, and it knew an increase by 20% of
the number of annual visitors in the decade 198119By 1989, about 4,500 sites, totalling
about 4.79 million square kilometres, or 1.85 raillisquare miles — 3.2% of the earth’s surface —
had been placed under some type of protectidriater, scientists, conservationists, park
officials, and environmental organizations felt cemed about the fact that local people were
totally excluded from parks and tourism, which wasno benefit to them or the country.
Authorities started to rethink the protectionistipophy guiding park management and need to
work with both local populations and parks at tame time. In 1980, as it was the point of view
of many organizations, the IUCN (the Internatiobaion for the Conservation of Nature and
Natural Resources, now known as the World ConservatUnion) issued the “World
Conservation Strategy” about this new managemesd.ne

In 1992, during the World Congress on NationakPand Protected Areas in Caracas,
Venezuela, the IUCN asserted the idea and launatsdall Ecotourism Consultancy Program
to give advice, access to information to IUCN mersbi@ order to help in the planning of
ecotourism developments. They were also alloweddéwelop case studies and tourism

management guidelines for protected areas.

At the same time, in the late 1970s, due to tlmavtr of the environmental movement
and Third World debt, many international aids aedding multilateral institutions started to
think tourism as a new tool for development andseovation strategies. In this context, the
World Bank began to finance a lot of tourism-retapeojects, and became the major creditor in
the industry. The World Bank’s Tourism Projects Bxement encouraged a lot of countries to

invest in conventional tourism as an economic dgwakent strategy. Failed tourism projects and

%3 Katrina BRANDON and Michael WELLS, “Planning foepple and parks: design dilemmag/orld
developmen?0, no.4 (1992): 558
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scandals about unsustainable tourism projects amodehe Department had to close down in
1977, leaving the World Bank working alone and endr and smaller projects than before. This
failure at least enabled to spread the ideas ofaisable development and environmental
protection.

In 1990, the World Bank, in conjunction with Urdt&ations agencies (United Nations
Envionment Programme (UNEP) and United Nations [g@raent Program (UNDP)) set up the
Global Environment Facility (GEF) which became anp@nent mechanism in 1994. Its aims are
to help the integration of environmental concermgo i development projects and the
implementation of the Global Environmental Convens signed during the Earth Summit of
Rio in 1992.

But since the beginning of the 1980s, there han bb® wonder why the international
agency the most involved in ecotourism projectsthe U.S. Agency for International
Development (USAID) because 2 out of its 4 origirdljectives are closely related to
ecotourism: promoting national economic growth amhserving biodiversity. The agency
promoted ecotourism even though it was under timeenaf “nature-based tourism” and noticed
that free trade, foreign investment, expanded dgpord the private sector are the main sources
of growth in poor countries. In the late 1980sstpport the actions of World Wide Fund for
Nature (WWF) they tried to help to improve the ngeraent as well as the recreational and
educational use of the parks. In the 1990s, stitused on this aspect, USAID started
multidimensional transnational programs with an bagis on working with the private sector

and channelling funds through American NGOs.

Ecotourism has gained importance in several camstrpolitics and development
strategies, but the biggest support came fromgougssociations and since the late 1980s it has
always been the case. Among many others, the mmpbrtant is the World Tourism
Organization (WTO), which is based in Madrid andsveaeated by the United Nations. It was
made up for governments and private enterprised,ambs as an information centre for the
promotion and management of tourism development,campiles industry statistics, data, and

market trends.

From developing countries’ point of view, as aelepment tool, ecotourism appeared as
a better alternative to traditional economic atiggi than conventional tourism. The minimized
negative effects of tourism, low-impact construaip and the possibility of more profitable
benefits were appealing to these countries, ant99, many non-industrialized countries were

28



dumas-00418827, version 1 - 21 Sep 2009

investing millions of dollars to promote themsehas ‘ecotouristic destinations’ as per their

development strategy.

Not only in the tourism sector, “green” becomespamant in every field and
environment conservation is now part of our daily.IProducts and companies themselves are
today marketing themselves by the ecological comenit they show. The customer tend to be
more and more appealed by these products and,ttirugreen parties in politics gained votes in
the past decades as well. Held on tHeafid &' June 2009, the latest elections for the European
Parliament showed this trend with an increase okd&ts in their favour (Appendix 2). The
green parties have improved their results in ditll over the world lately as a result of the
growing environmental concern in individual mindlsading to “greener” national policies. In
the end governments have been showing more commtitinethe field of environmental
conservation for every kind of industry in the ctoynIn France for example, this surge for
green parties in politics has launched environmigntaendly laws designed for every type of
industry in the country. The ‘Grenelle Environnemean agreement on environmental matters,
is a set of laws that integrates a hundred artmhekaims to struggle against the global warming,
to protect biodiversity, and to challenge the epdrgnsition. Thanks to a poll from the Boston
Consulting Group from June 2009, these laws shbelgd to reduce the emissions of greenhouse
effect gas by 24% in France by 2020. Today, thesesllead many other actions to be

undertaken at a national level in order to imprtheenvironmental situation.

2. Important dates and papers

In 1980, long after the first observations, thatikshe WTO, a conference was held in
Manila to denounce all the perversions of tourismil dhe diverse impacts it has on host
countries. The conference lead to ‘The Manila Datian on World Tourism’ (Appendix 3). It
stated that “tourism does more harm than good ¢plpeand to societies in the Third World.” It
also lead to the creation of The Ecumenical Caalibn Third World Tourism; the first attempt
to stop the negative impacts of mass tourism oplpetheir environment, and any other form of
exploitation.

On June 1% 1992 were signed two of the most important agredésnen ecotourism
during the United Nations Conference on Environrmerd Development — known as the 1992
Earth Summit. The first is the ‘Rio Declaration &mvironment and Development’ which
consists in 27 principles intended to guide futsustainable development around the world. It
does not deal directly with ecotourism, but termisaise concerns about the situation of poor

communities and spoiled natural areas (AppendixTBg second document is the ‘Agenda 21’
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voted by 178 governments. It is divided into 4 msattions dealing with the changes in the
social and economic dimensions; conservation andagement of resources for development;
strengthening the role of major groups (such as @gnMNGOs, local authorities, business and
workers); and the different possible means of im@etation for the actions proposed.

Perpetuating the logic of the ‘Manila Declaratiom &Vorld Tourism’, the ‘Rio
Declaration on Environment and Development’ andeAda 21’, the still growing importance of
Ecotourism, led the WTO to write the first ‘Glol&@bde of ethics for tourism’ (Appendix 5) that
was signed on December®22001. The objective was to give an internatiamaisciousness of
the problem but without implementing any restrietimeasures. The organization became then
the first global organism to “promote responsibid gustainable tourism for everyorf8.”

The WTO went further and declared 2002 as the rihatgonal Year of Ecotourism’
during which the UN Commission on Sustainable Depelent called on international agencies,
governments and the private sector to undertak@astipe activities. UNEP and the WTO
worked together to propose activities that needbdodeveloped around the world; to review
successful case studies of ecotourism in ordenti2rstand and give advice; and to organize the
first World Ecotourism Summit in Quebec, Canadal622 May 2002° This summit was the
largest ever worldwide gathering of many compepaaple in the tourism sector from all kinds,
and as Olivier Hillel, UNEP Tourism Program Cooumtior for France said, “it signaled the
world that ecotourism, in practice, can contribtlepoverty alleviation and environmental
protection.®®

Lately, on September $72008, to celebrate the World Tourism Day, WTO Sty-
General Francisco Frangialli asked a group to vaorkhe theme “tourism engage in the climate
change challenge” at Lima, Perou, in order to waité‘'ecotouristic charter”.

The next step is the Third Conference on Respandiblurism, which will be held in
Belmopan, Belize, from the T30 the 28 October 2009.

3. Local implementation of the Agenda 21

The ‘Agenda 21’ signed in Rio in 1992 is the mimgportant document even signed in
that field because it is an “agenda”. It only préseobjectives and possible manners to put them
into practice but let the people free to act ay thenk is better. Moreover, this document implies

its decline and the zoning of actions to be und#teriaby the authorities and organisms in each

4 Tourmag.com (Consulted Date : 07-06-2009), Dossigthique, Durable, Responsable ou solidairemnaent
s'y retrouver ? »swww.tourmag.com

% UNEP, “The International Year of EcotourismUNEP Industry and Environmen¢olume 24, July-December
2001, p.9

% planeta.com: Global journal of practical ecotaur{€onsulted date: 12-08-09), Reflections on thedvo
ecotourism summityww.planeta.com
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region or country concerned. The example of thedhiction of sustainable tourism in France is

instructive on its mechanism.

Since 1997, indeed, the European Commission has lrying to put forward the
advantages of a balanced and sustainable develbpofemourism through information,
education, quality and sustainability, in orderetmable a bigger contribution from the tourism
industry towards growth and employment. This is hwroup studying on this project came
with the idea to write an ‘Agenda 21 for Europeaouiism’. The main principles of this
document are as follows:

- Adaptation of the sustainable development conaefitd tourism sector

- Strengthening of the EU role in the respect ofghiesidiarity principle

- Animplementation of the Agenda 21 adapted for eaember-state

- Contracting instead of constraining

- Make tourism contributing to sustainabifity
The first action done to work on the announced ahjes was the creation of a European
network called “tourism site”, and gathering piseas in sustainable tourism on local, national,
regional and European levels. The promotion of tmtwork helped other non-sustainable
destinations to act and change their tourism sedbabits.

The writing and implementation of the European Adpe21 for tourism is directly linked
with the application of the Agenda 21 from Rio ®dgnn 1992. Both constructions are exactly
the same in terms of directions to follow, hints &uthorities to implement it, and with only
advice and a free choice on the means to applylif they reach the goals. Many European
documents are implemented that way; each membtertatees one by one the objectives and put

them in its own development strategy and politics.

This is how, for example, in France, the ‘Federatf French Regional Natural Parks’
due to environmental concern, wrote the ‘Europehartér on Sustainable Tourism in protected
areas® in 1998. The document aims at enhancing closatioels between people working in the
tourism industry and managers of protected areawgell as at bringing sustainable development
and environmental concern into the public’s mindr®bver it is now 20 years since the French
government, through the Ministry of Ecology and t&umable Development and local
authorities, started implementing a national poliglich led to the creation of a network

gathering 32 main natural sites in France in 2@#&h local authority in charge of one of those

2" French Tourism Ministry (Consulted Date: 19-06-@200 ourisme durable OWww.tourisme.gouv.fr
28 Fédération des Parcs Naturels Régionaux de France
29 Charte européenne du tourisme durable dans lesesprotégés
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sites was asked to conduct a project of developethipromotion for the area they had to rule.

The network also helps them to exchange about tegjrective experience in that field.

B — Accreditations and requlations

The International Ecotourism Society (TIES) anchgnaf its industry partners “promote
sustainable tourism certification as one of thetmaffective ways to mainstream sustainability in
tourism.”® But because there is no global definition of eadm, each organization creates its
own certification with its own criteria in relationith its own country’s situation. As a result,
there is no global law or label in the sector, dmity major ones distinguishing themselves from
the others thanks to the legitimacy of the cemidyiorganization. Because some places are
certified with an eco-label and the neighbour igifted from another program, customers get
confused and labels lose their meaning. Moreovestrof the certification programs existing
today only regulate one kind of service as acconatiods, cruises, tours, attractions... But

almost none of them try to gather different paftthe tourism sector under one unique label.

1. A global eco-label?

It is a long time since International organizasidhought about developing a program
that could be used worldwide and that everyone aaely on, but they had to wait for
ecotourism and the necessity to act on a global léw be recognized by the authorities.
Meanwhile, eco-labels developed but most are amtglly implemented or, for the best ones,

extended to a national level.

In 1992, Europe created the first multinationddela— symbolized by the EU eco-label
“Flower” — for ecologically sustainable productsncerning today 23 different categories of
products and services gathering household appkartethes, gardening products and tourism
accommodations respecting the environment fromfabecation until the end of the product
life. This accreditation was not created for theriem sector and only accommodations can be

labelled by this program. Even if it is a multiletbattempt, it is still an incomplete success.

In 2008, TIES, Rainforest Alliance, and the Unit¢ations through the UNEP and WTO,

helped by several other NGOs started working tagetin a project for the construction of a

% THE INTERNATIONAL ECOTOURISM SOCIETY (TIES) (Con#ted Date: 20-05-2009), Your travel choice
makes a differenceyww.ecotourism.org

32



dumas-00418827, version 1 - 21 Sep 2009

global norm in ecotourism. They first evaluatedthé existing local certifications in every field

in order to establish global norms to be implemeénite terms of social, economical and
environmental impacts. They are still working obécause it is a huge task due to the numerous
certification programs created all over the worldhe past decades. Besides, the project needs
to analyze and assure the credibility of each ego#b label, and make sure it does not favour
any particular aspect of environmental conservataie cost of another one. This is most often
the case when a region has a particular objeabiymutsue in a particularly delicate place such,
for example, as sewage disposal in a fragile nmagitarea. It is only then that the project will

issue the base criteria for global norms.

For the moment, most effective certification pegs are implemented at national level
as ‘Nature’s Best’ accreditation program in Sweffem the Swedish Ecotourism Society, or the
Ecotourism Association of Australia with its ‘EC@rtfication Program’ in Australia. The latter
sets a very good example to professionals workmnthis field as the system is a world first,
including all different kinds of activities. A feunonths ago, the organization even started

exporting an extension of the program implementetthé origin country.

2. The example of the ‘ECO Certification Program’

The ‘International Eco-certification Program’ leetname under which the organization’s
accreditation program is known. All over the wortotourists have heard about this name and
what it means. The organization itself describeslogo as a way to “assure travellers that
certified products are backed by a strong, well agaa commitment to sustainable practices and
provide high quality nature-based tourism expegstit:

The first edition of the accreditation was launched996, and since, every 3 years or so
a new version of the program is launched with rneaeanced criteria that companies have to
meet in order to stay labelled. It is today seerthasbest program as it gathers every kind of
service under the same name and proposes 3 diffienezls of ECO Certification. The first is
called “Nature Tourism” and made for nature-baseotism activities that leave minimal impact
on the environment. The second, “Ecotourism”, isdenéor activities which take place in a
natural area and offer possibilities to learn alitbatenvironment with operators that act for the
three key areas of sustainable development. ThedAckd Ecotourism” label is reserved for the
most advanced Australian sites applying the “Ecasoni’ label scheme that use more innovative

products (Details on accreditations in Appendix 6).

31 Ecotourism Association of Australia (Consulteded@0-05-2009), ECO Certification Program ,
http://www.ecotourism.org.au
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To register to this program and be labelled, agamy has to fill a form concerning the
product that requires accreditation and wait footBarism Australia to verify the information
given in terms of ecologically sustainable pradicg fee calculated annually on the turnover of
the company has also to be paid in order to hedpotiganization to continue its research and
cover running costs. Once the product gets thel,ldbe company is allowed to put the
accreditation program logo in the marketing matedad Ecotourism Australia lists the
newcomer’s products in its eco search pages weldgeful information and help to ensure
green sustainable practices are also given byrtienation.

But this accreditation is not life-lasting; theoguct can easily be removed from the
program and the company loses all its advantades:HCO Certification Program’ is renowned
thanks to its worldwide credibility and needs toimmin it. This is ensured through an
assessment process including referees; an updéte ofiteria every two or three years in order
to be always accurate with the world’s best practieedback from certified operators through
mystery shoppers; and audits of operators, inctudim on-site audit within the 12 months after
the date of first certification.

Thanks to “its consultive approach to the develeptof standards, its independence,
and the high degree of dedication to the programshwvn by the individuals involved in its
development and managemefftthe ‘ECO Certification Program’ is the most deyeld label
for environmental conservation concerns today, tadl is also the reason why the worldwide
organizations setting International norms stayelhusthis example in terms of implementation

scheme.

3. Think global, act local

Accreditation programs are part of the “green’rism industry, but not the norm. Due to
this lack of worldwide renowned label, customers Igst in the flood of different logos and
become critical towards them because some arenoaitigeting tricks. Nationwide, companies in
the tourism sector are gathering in associationsaume this form of regulation is more
recognized by customers. Associations are, indeedre open because they work on a
discussion basis and are closer to tourists anglisug.

These companies form an informal group and do nmtkvon the same basis as the
organizations as above. These ones create the tabairiteria they have defined all by

themselves and, then, find members which respeatitiorms. The associations are created by a

%2 Meaghan Newson, “Encouraging and rewarding besttize: Australia’s Nature and Ecotourism Accretibita
Programme (NEAP)"UNEP Industry and Environmen¥olume 24, July-December 2001, p.27
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gathering of companies which share common objextstgch as for example environment
conservation and/or to favour working with localbpk. The unity they create does not have
more in common than ideals and they work all togeetb produce an evaluation grid with norms
they think should be implemented everywhere. Sorambers do not meet all the requirements
at first but have to make efforts at their own pand tend to improve the situation. Moreover,
all member companies are normal companies anddadirect contact with the client, as well as
with the service suppliers. Companies thus havett@bunderstanding of tourists’ and suppliers’
requirements and expectations, and this is adustintage to help them to choose the criteria
they will later implement within the associatiorhel'second advantage is that clients feel more
concerned about the criteria applied.

Associations are well spread in developed countmdgere the laws make the
organization easy to be set up. They maintain tbdilaility of their pursued objectives by an
auto-regulation between members themselves andtsegiwen by the customers who are the
first concerned.

Even if the objective is to manage to create a globhove and have every kind of
company and service supplier from the tourism seafldogether under this one and only eco-
label, it is normal and better for each countrywtork on the project at a national level first.
Indeed, the task is huge for a global accreditapiogram and it started only a couple of years
ago, but even if customers get lost between alltfierent labels, it is better for the companies
to show some commitment. Thus, national initiatie@s important and some projects can be
interesting efforts stressing specific points thaed to be taken into account for the global

process.

For example in France, the ‘National Union for Tism Association’ (Union National
des Associations de Tourisme — UNAT), the biggesioaiation in the tourism sector which
gathers 530 companies, organised a grid with fetg@r@a to meet for companies to show their
environmental or sustainable commitments. In 2Q®¢companies were “certified” to meet this
basis of criteria and a sub-category within theaargation was created: the ‘Association pour le
Tourisme Equitable et Solidaire (ATES) was bormiider to be clearly represented to the public
and make available means work in a more sustaing@le Since then, other companies have
expressed the will to join the association, and ARES is proud of its differences from the
others: it gets together associations but not asiigh as very small tour operators, NGOs, or
people acting in the promotion of the sector; ikiso proud of the involvement of the ‘Fair-

Trade Platform’, meaning that tourism plays anvactole in international trade.
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The ATES has small-scale members, some presenptihg one destination or two,
usually with a direct contact with the client. $timportant for the organisation that customers
have a certain amount of information concerning destination they are going to travel, and
clients are confident with this special link thabw/s them that the company is not a huge one
selling anything to anyone.

But today sustainable forms of tourism are moregghbafter and many companies play
on this buzz word only to promote their productise Tirst associations or operators set up in the
1980s about ecotourism were involved in this fidlanks to a personal and true connection they
had with nature and its conservation. This williegs to promote ecotourism has nowadays
changed. Henry Rosemberg, founder of the ecotautistvel agency Ecotours and member of
the ATES, noticed a change in the motivation of ngpicompanies joining the association.
Apparently, among the newcomers, many of them wbeltess implicated in the environmental
and ecotouristic side of the business, but muchrenmerested in the profits this environmental
fad is generating in the tourism industty.

The problem for these national organizations i #wen if the original impulse comes
from the government, they are more than one orgéniz come from it. In France only, there is
another gathering of this kind called the assammtAgir pour un Tourisme Responsible’ (ATR)
which means ‘act for a responsible tourism’. BothES and ATR are associations and their
objectives are mostly common in terms of respoasiblrism and ideals. The difference is that
ATR is a group of more lucrative companies, claigninat making money out of a business does
not mean that they do not have any commitment. BMae ATR is proud to gather only
companies in their totality, not products from ampany which does not meet with the
requirements. Some say the two associations ar@leamntary as one pursues ideals, and the
other one tries to get benefits from these idektey complement each other but they do not
share exactly the same ideas, that is why theyasgayvo different entities and once more, the

customer cannot really see the differences betweemational accreditations.

C — Everyday life is turning into “green”

People now have more time for themselves and saR#sides, globally, the society
promotes the benefits of travel and to see the dwvorravelling is marketed as something
everyone should have experienced in his life, anidomly to go to one specific place as the

world is very diverse and all the places have tsé&en to understand the world in which they

% Tourmag.com (Consulted Date : 07-06-2009), Dossigthique, Durable, Responsable ou solidairemnaent
s'y retrouver ? »www.tourmag.com
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live. Ten years ago, the major travel industry argations have set up programs, developed
definitions and guidelines, and held several offe@nces on ecotourism, and many of the
leading corporate players have tried to “greenirtbperations. In the United States alone, there
are huge amounts of magazines, consultants, prgditions firms, and university programmes
specialized in ecotourism.

But this is not only in the tourism sector, “greaes’indeed everywhere today; in every
consumer goods as well as in the management ofaieg in politics, and in individual minds.
‘Lifestyles Of Health And Sustainability’ (LOHAS)déed a poll last year about the market of
products and experiences in order to rate how #utos is appealing to consumers. It was

reported that such products bring in US$209 bilkwery year?

1. Why is “green” appealing?

If greenwashing is definitely something comparsésuld not do to try to promote a
product or, in the tourism field, a destinationaativity, the nature part of the touristic product
still appeals to the consumer. Our society nowadagkes the “green” in each form of tourism
attract the consumer because they are more andauoocerned by such problems as the global
warming and gas emission for example. They wantnamd more to have and enjoy activities
more peaceful for the environment, and help in ¢beservation of natural areas around the
world. It explains why the prefix “eco” is widelysad, and even more in the tourism industry.

Indeed, environmental issues are gaining impoédancthe media and in the minds of
consumers. Over the past decades, people’s punghdscisions are more likely to be based on
how green they perceive the prodiciThat is the reason why companies try to focusrthei
marketing on the green aspects of the productwlaay to sell.

In a study about the perceived information marapah in print advertisement done by
Rienzo and Lapinski in 2068 it has been shown that green advertising appeasople who
feel concerned about the environment. Relying tverostudies, they announced that in America
87% of consumers are concerned about the enviranieuesh 75% consider themselves as
“environmentalists”. Therefore, it is in the intsteof every company to convince their
consumers that the company produces “green prdduictsould work the same for a touristic
destination. Promoting the area or activity as igreeof course going to attract the same type of

consumers when looking for a holiday destinationhoose.

3 Centre des medias : le site médiatique officiel meuvelles sur le tourisme au Canada (Consultée Di5-07-
2009), « Contrdle vert shttp://centredesmedias.canada.travel

% PHILIPPS, L. E., Green attitudeSmerican Demographics, 21999, p.46-47.

% RIENZO, Marie and LAPINSKI, Maria, “Greenwashirerceived Information Manipulation in Print
Advertisements”, Paper presented at the annualimgeef the International Communication AssociatioBA,
Montreal, Quebec, Canada, May 22, 2008
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The goals pursued by ecotourism, unlike conveatiamass tourism, are appealing to the
consumer as it aims to improve the situation raggrdocial, economical and environmental
denunciations that have arisen over the past dec&tecuring the sensation of helping other
people and act so as to improve the global socdlemvironmental situation, ecotourism is in
line with the general trend of global equity and@iesnmental conservation.

Moreover, it has been proven that ecotourism msilyebe associated with the post-
fordist economic model in the United States aitggates profits through market segmentation
and diversity. This kind of products is more sougfter by middle classes as they are usually
attracted by this non-mass form of consumption emijging self-realizatiolf. Indeed,
Travellers are looking for unspoiled places, usuakmote and away from any form of
civilisation. That is why “tourism is the only indy that uses ‘unspoiled’ as a point of sdfe.”
In addition to that fact they most of the time Idok a disconnection from their daily-life when
going on holidays, they like to have the feelingttthey are the first tourists to visit the places
they go, and that they are doing something newuainglie compared to the rest of the world.

2. “"Green” becomes the norm

The need for environmental protection grows inrgwvaind. Individuals buy more and
more environmentally friendly cleaning products fibre house, energy saving household
appliances, and any other device that can helgdoae water or electricity consumption. The
number of “green” products has soared in the pagtyears and supermarkets now offer a wide
range of such products. If there are two identmaducts sold at the same price, but one is
preserving the environment whereas the other isthet“green” one will definitely be bought
first. Even if it is not for real commitment to pket concerns, the consumer has a better image of
the product. If the difference is not too big, gremnsumer goods can even be a little bit more
expensive than the others, the consumer will bapyway.

The same people go to work everyday and bring thiesses with them to their working
place. That is why it is now common to find diffetebins in office buildings for waste
separation for recycling purposes, energy-safe lgitbs, messages to shut down computers at
the end of the day to save electricity... Such itites are undertaken by individual workers, but

also by managers in the company. When ecologicaterms come to corporate managers and

3" MOWFORTH, Martin, and MUNT, lariTourism and Sustainability: New Tourism in the @Hivorld London:
Routledge, 1998

% BREEN, Gerald-Mark and CIPRIANO, Victor, "Sustabte Ecotourism in Mexico: An Examination of Law,
Policy, Development, and Impad®aper presented at the annual meeting of the N&A Bnnual Convention,
TBA, Chicago, Il.Nov 15, 2007
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when they integrate them in the company’s strateggh actions are obviously more important
and their results even more. Even if it is not temel the company has a real commitment to
environment preservation, some efforts can be asdess money savings, as for example any
attempt to reduce the electricity bill. The besample is business tourism: travelling by plane,
train, or car, 2 or 3 times a week to go visitiard or attend a conference is common in certain
firms. The trend nowadays is to reduce these egserend increase the number of
videoconferences. It is much more environmentalnflly for the planet, but also cheaper for
the company, and in a time of financial crisis lais past year, “green” seems to be the best

option.

Some countries such as Germany or in Northern Eub@way or Sweden, are very
well known for this commitment to environmental sgevation in people’s daily life. The
impulse of most of “green” everyday practices arelicks in Europe comes from these
countries. They also take great care of their feraad landscapes through the laws and practices
they have implemented. And as it is rooted in thiees from the beginning, Scandinavian
people are used to this system, and try to clingt tawhen travelling. For example, when
exporting themselves into another country, theyltembuy green products more than others.
Even the means of transportation they use to gtiadidays are usually less harmful for the
environment as many of them travel with their cammtor caravan, and they like to stay in
campgrounds. Of course it is only a general trehetkivhas been crossing the European borders
over the past few years, but these people are knfowrhaving more sustainable ways of

travelling than other European countries.

Apart from the products bought for home and thenapits of companies to enhance more
sustainable ways to work, another big change imyehag life is about how to occupy people’s
leisure time. Ecotourism and other forms of tourigraserving the environment are more and
more sought after for holidays, but some other [eape even more interested in real “action”.
During leisure time, week-ends, or holidays, a gngwtrend in volunteering for nature
conservation associations or working on onsite gutgj abroad in order to help other
communities to develop sustainable ways of liviag Bmerged.

Moreover, many new jobs have been created latethenenvironment protection field,
increasing the number of people around the world atte employed in the sector. It constitutes
now an important stake of all occupations as ggnates many different fields such as tourism
and any other nature-related activities of courset also marketing, the food industry,
manufactures... A lot of existing companies are dmvely the management of a new
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department, while some others are setting up onptirpose to operate separately under a

concession contract.

As a conclusion, ecotourism was born in an attempteate a new order in the tourism
industry and resolve many of the negative aspeppearing after decades of evolution of
conventional tourism. Environmental issues becarmeemand more obvious all over the world,
leading consumers to prefer “green” products armmtoeristic travels. Every industry tried to
make things in a greener way and companies markbétudselves on that point, leading to
excesses and greenwashing. It has been provetgtiean” is mostly favoured for any type of
consumer goods, and even if individuals know thatdoncept can be used as a marketing tool
to fool consumers, they still prefer what is labdllas environmentally friendly. To what extent

does this marketing affect the consumers’ choice tohvel destination?
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l1l. Controversy about green marketing and ecotourem

Environmental issues are seen as a worldwide @nmolaind the concept of preserving the
planet is ubiquitous and favoured in every fieldintegrates as well government strategies and
companies development as individual purchasesduorehor to go on holidays.

But this trend in the tourism industry is not asemrg as people think, as in the early
1990s, studies from the US consumers found that dO¥S travellers wanted “life-enhancing”
travel, compared with 20% who were “seeking theStiThe marketing industry was the first
to see the growth potential of “green” market amaly@d a huge role in this evolution. This
section will discuss about its impact on consuméehaviours. Moreover it is easy to find
articles stating that everyone feels concernednwr@enmental issues, buy green products, and
claims that ecotourism is the best way to travel play a role in environmental preservation.
But, in that case, why do figures show that theceph is still marginal today? What are the

obstacles to this greener tourism industry?

A — “Green” marketing and its impact

The conservation of the environment is not only@ngng trend, it affects all the fields
of our society and people are changing their marasways of travelling in this way. In terms of
tourism, ecotourism and responsible travels hawome products today. And as any other
product, its sells come under the control of comitations and marketing strategies.

Marketing a product or place as “green” when #llseis green is good for the sells. For
that reason greenwashing became important as “reem{j companies wanted a piece of the
attention as well. Today, the consumers know they have to be careful not to be fooled by a
marketing stratagem, but why is green marketinggaod for the sells? Does green marketing

still have an impact on the consumer’s point ofwie

1. Green marketing principles

Companies have now all understood the “green @Bféew market their products with an
emphasis on what is sustainable, environmentalgndity, or at least they try to convince
consumers that they are not harmful on the ecaddbge of the thing. Marketing uses our

%9 BRANDON, Katrina,Ecotourism and ConservatipiVashington DC, The World Bank, 1996.
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societies today’s fancy in order to sell. What he tefficient marketing strategy to make it

appealing to the consumer?

In 2006, Jacquelyn Ottman, Edwin Stafford, andh@aHartman wrote an article
analyzing different examples of green marketing dorerse kinds of consumer goods, and
published their advice to make an efficient greemkmting®. In this article, they described what
is called the “marketing myopia” as a tunnel visioom the company focused on “managing
products” (products features, functions, and efficiproduction) instead of “meeting consumers’
needs” (adapting consumer expectations and antieipaf future desires).

To avoid this common pitfall of green marketingopia, it is important that marketers
“fulfil consumer needs and interests beyond whajoed for the environment.” In other words,
an efficient green marketing must satisfy and marnag different objectives ideally: improved
environmental quality and customer satisfactiony Amisjudgement can lead to the dysfunction
of the message and the failure of the product. greblem can also occur when green products
do not provide credible and substantive environadebénefits. To avoid the situation, it is
important for the company to follow the principlet“the 3 Cs: consumer value positioning,
calibration of consumer knowledge, and credibidityproduct claims.”

Green marketing is usually successful when theyage to “appeal to mainstream
consumers or lucrative market niches”. Moreoveg, ghoduct most of the time commands price
premiums when offering ‘non-green’ value such asvenience and performance. Indeed, it has
been proved that consumers tend to buy the ‘enwiemal product’ against the other one if they
both display the same desirable non-green valussrgl efficiency and green construction have
become mainstream; people buy green, but not amhemvironmental reasons. This aspect of
the consumers’ purchase is a paradox as they waah@nd buy for non-green reasons. It can
be explained by green marketing myopia: comparoessd on the greenness of products and
forget to consider the society’s real desires aqmbetations.

Consumer values are therefore important to knod ase while marketing green
products. There are at least five “desirable bémebmmonly associated with green products:
efficiency and cost effectiveness; health and gafeerformance; symbolism and status; and
convenience.” If the product cannot be marketedaog of these values, marketers should
imperatively use segment-centrered marketing asefample talking about money savings to

cost-conscious consumers.

40 OTTMAN Jacquelyn, STAFFORD Edwin, HARTMAN CathyAvoiding green marketing myopia: Ways to
improve consumer appeal for environmentally prdfieraroducts”, Environment, Volume 48, Number HeJu
2006, p.22-36.
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After determining the values and displays of theeg product, choosing which kind of
slogan to use is the next step for an efficientkai@mg. According to the analyze, popular
culture experts say “green marketing must appeassgroots driven and humorous without
sounding preachy.” The slogan is made to sell toeyct, but green marketers must not forget
either to use compelling and educational messagesecting the product and to desired
consumer value. The study shows that the envirotahbanefit is not the most important part in
the message; the marketing can be efficient evehowi mentioning it. Providing a desired
personal value on the other hand is much more épgeand can even increase consumer
acceptance of green products.

Of course, such advice is useless if the compamyanluct has no credibility in terms of
green features. When consumers want to buy a gmetuct, they do not necessarily have the
expertise or opportunity to verify all what is sandthe advertisement, leading to misperceptions
and scepticism. Marketers should think about tHi®nveco-certifications are mentioned in the
commercial message and think twice about the lalb@ld what they exactly mean for
environmentalists, industry experts, and governnregulators beforehand. The marketing
message could be informative about it as wellp&wple to know what they are buying.

The Internet and the word-of-mouth are uncontrédldhctors, creating an unavoidable
“buzz” not always good for the company but whichpseconsumers to get information about
products, eco-certifications, and the real actiomgards the environment done by the company.

To finish, it is obvious even if companies are sty to protect or enhance natural
environment, no consumer product with a zero impactthe environment does exist. The
marketing discipline agrees on the fact that gr@educts should be treated like innovations and

the products must be positioned on a consumer vhhighe targeted consumers are looking for.

Concerning the tourism industry, specific greemkating is not always possible to apply
as above. Indeed, many accommodations or servieetha fact of the owner or the service
provider, and is advertised only on a local lewdarketing can obviously follow this advice
anyway, but it will imply a market study beforehaadd this costs usually a lot of money or

time. That is why it is usually the fact of bigggrerators only.
The principles of green marketing seem easy tarerstood. Marketers have to be

careful when choosing the values and featuresdheyoing to sell, and people tend to favour a

green product to another one. But what is realyitpact of green marketing on the consumer?
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2. Impact of green marketing on the consumer

Green marketing follows certain marketing prineglcreating the possibility to have an
efficient advertising or not. One can think thastls nothing else than one more stratagem to
prove the need of marketing in every field. Do camps really need green marketing? What
does it change if it is not well conducted? In tenm, does it change the traveller’s vision of a

country or region? Does it really make a destimatimre attractive?

Sociologists have identified a shift in tourisnitpens in the past decades. Today, leisure
time has gained importance for everyone and peapemore precious about it; they know
exactly what they want to do while on holiday aheé experience they want to get from it.
Travellers are less driven by a destination inlfitsed feel more concerned with the experience
they are going to have. Indeed, the demand in tyuekperience has increased recently and
tourism strategic bodies have recognised the readdpt marketing strategy in that way.

For example, a survey by the English Tourism Cdwncthe UK tourist market showed
that “over 80% of holidaymakers would choose a greenigwurccredited business over an
equivalent without an award. 68% stated they walddso even if the accredited business had
higher prices* A survey from the Devon County Council confirmékge results and went
further by saying that 72% of interviewed peoplaulgidbe influenced by a green tourism award,
and 74% declared that it was important to staycocommmodation with an environmental award.

In addition, the Travelodge Green Holiday Surdmne in 2008 found that 76% of
British people have already started changing tivay of travelling for more sustainable and
eco-friendly ways, and 22% intended to start ofiisgttheir carbon emissions on their next
holidays. People’s thoughts have evolved into timglkabout the environmental impact of their

holidays and how to minimize it.

In May 2008, another study, this one conductedRlgnzo and Lapinski, and presented
during a conference called “Greening of produ@sh Canada, enlightened on the direct
efficiency of green marketing on the consumerd @tidy and results: Appendix 1). The study
uses Information Manipulation Theory (IMT) as anfiwork for understanding people’s
evaluations of green advertisements. The 138 [jzaitits were given either a greened or a non-

greened advertisement paired with information desay the company as having either high or

“I GREEN TOURISM ADVICE (Consulted Date: 15-06-200Bblication from South Hams District Council,
www.greentourismadyvice.co.uk

“2RIENZO, Marie and LAPINSKI, Maria, “Greenwashir@erceived Information Manipulation in Print
Advertisements”, Paper presented at the annualimgeef the International Communication AssociatioBA,
Montreal, Quebec, Canada, May 22, 2008
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low corporate environmental concern or a contraidititon with no information. They had to
rate the advertisements for adherence to the IMXimsand for general honesty.

The Information Manipulation Theory developed bgGbrnack in 1992, was based on
the work of Grice regarding the theory of conveosatl implicature, published in 1989. The
theory is “a framework for the ways in which peopteate deceptive messages by describing the
manner in which information can be manipulated. TIVakes the 4 reciprocated and assumed
maxims of conversation:

- Quantity (amount of information provided)

- Quality (expectations about the truth of the staets written)

- Relation (how much the participant will contribtitethe conversation)

- Manner (expectations given by the way informat®given)
The message can be perceived as deceptive whear amare of these 4 “cooperative principles”
is secretly violated.

The study found that messages involving manipaatf the maxims are seen as more
deceptive than the others. Even if they are linlkkedach other, it is possible to manipulate only
one maxim at a time, creating deception only frone garticular aspect; and touching the
“quality” maxim is the most deceitful because ithe closest to what people commonly consider
a lie. And omission is the most spread form ofi@dvertisements.

The study of Rienzo and Lapinski applied this tyeto green advertisements to
understand the consumers’ reactions towards iticRemts also had to rate the advertisements
for adherence to the IMT maxims and for generalelson Attitudes towards the advertisement
and the company were also assessed. They proposhypstheses that they presented before
the experimentation; each of them turned to begutdoy the results they found:

1. Violation of “quality” in green advertisement imore deceitful than any other maxim
manipulation. If consumers can detect it, it willluence their attitudes toward the advertisement
and the company. The more adherence the consuradpo lthe maxims, the more positive his
attitude will be toward the advertisement and thegany.

2. The perceived adherences to the 4 maxims argvebsand significantly related to attitudes
toward the advertisement.

3. The perceived adherences to the 4 maxims alidvebs associated to attitudes toward the
company. Moreover, research has shown that therdéin& between the corporate environmental
image the consumer has for a specific company andaliveness of the advertisement.

4. Green advertisements from a company with lowirenmental concern are more deceptive

that green advertisements from a company with heglvironmental concern. If the
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advertisement is non-green, level of corporate renmental concern will not impact the
perception of honesty in the message.

5. Green advertisements from a company with lowirenmental concern are more negatively
evaluated than green advertisements from a compdthyhigh environmental concern. If the
advertisement is non-green, level of corporaterenmental concern will not impact the attitude
toward the advertisement. Green advertisements f@ntompany with low corporate
environmental concern were evaluated the most ivefjgtgreen advertisements in the control
condition were seen as less negative, green as@aréints from a company with high corporate
environmental concern were rated as the most pesiti

6. A low environmental concern company using greelvertisements is more negatively
evaluated than a high environmental concern compasigg green advertisements. If the
advertisement is non-green, the attitude of thesworer towards a high environmental concern

company is more positive than towards a low concempany.

As a conclusion, it is possible to say that défdrvariables affect the consumption of
green products such as the relation to non-gredfoaaltruistic values, environmental concern,
the knowledge of the person buying the product, dbepticism developed by the consumer
towards environmental claims, and the intentioltiy something greefi. The only uncertain
data when marketers are promoting a green produdestination is the personal beliefs and
information the future customer has. Indeed, scegpti towards green claims hinder the
effectiveness of green advertisement, and all theez” from the internet and even more from

the word-of-mouth around a destination or servigly ;mcreases this unknown dimension.

B — Why is ecotourism still marginal?

For travellers, ecotourism has become a new wapmtribute to the planet preservation
and tends to become a real criterion in the chofca holiday destination. That is why a new
kind of travel guide has become very importanthe past couple of years: the sustainable
tourism guide book. It usually presents a quickirdgébn of sustainable tourism in its
introduction, then relates all the sustainable idagons in the world and ends with some

recommendations like a charter of good conducttlier future traveller. They mostly aim at

“3MOSTAFA, Mohamed M “Shades of green: A psychographic segmentationeofthen consumer in Kuwait
using self-organizing mag@ource”,Expert Systems with Applications: An Internatiobalirnal Volume 36, issue
8, October 2008, p.11030-11038
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shattering the myths linked to ecotourism suchexotoburism needs a sacrifice in quality and

luxury in accommodations”, “ecotourism is expengivecotourism is only for backpackers”...
Myths need to be busted for the tourism sectoetan evolution in ecotourism figures,

but the industry also has to fight against othestatles that hinder the possible future of

ecotourism growth.

1. Ecotourism myths to shatter

In almost everyone’s mind, the word “ecotourissr’linked to the adjective “expensive”.
In 2008, a French study run by TNS-SOFRES publishet$ results that 42% of French people
think ecotourism offers the same quality of senticg at a higher pric& Of course it can be
more expensive if the travel agent who sells theises increases the company’s margin on it
because it is marketed as ecotourism, knowingithatpossible to make money by using the
ecotourism fad. But if travellers look closer t@ ghroducts by themselves or with a smaller and
more committed company, they will see that servieaas be the same price as everywhere else.
And if the price is really higher, maybe it candelained by a better communication including
more information regarding the costs, the servipesvided, the labels promoted in the
advertisement, and by giving explanations about ¢fffects the trip will have on both
environment and host populations. This opinion tamvever be attributed to the lack of
information that the customers claim. Indeed, 78%e people in this same TNS-SOFRES poll
said that they are not enough aware of what isggomconcerning the subject.

Another linkage in the customer’s brain conneasotourism” to “basic conditions”.
TNS-SOFRES announced that 44% of French peopl& that ecotourism means a trip with
rudimentary comfort; involving the related ideattBeotourism is only for backpackers.

Ecotourism may, indeed, be a self-sufficiency hika very remote area in the middle of
the jungle, but not only. All accommodation types eepresented in the ecotourism sector, even
luxury hotels if they sufficiently use the resowscehave an environmentally friendly
management, help local populations to be integratetie business... as defined earlier. Many
trips even take place in developed countries aasdayanized to discover the local wildlife, or to
spend time in such places as rural eco-cottagesrganic farms. This myth is thus another
wrong picture of the activity. Regarding the “baakkers” idea, it is obvious that after what was

said above, it is not true either; some trips dvave options for family holidays.

44 Goodplanet.info: understand the environmentakissaand their news (Consulted Date: 25-07-2009)vé ealy
footprints, take only memoriebttp://www.goodplanet.info
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Everyone can be an ecotourist, of course, bgtstill possible to analyze the population
of customers who would take such holidays. Theediffit categories of consumers depicted in
marketing principles are not accurate any more wireen products are involved. Indeed, 20
years ago or so, the worldwide society saw the gem&re of a new category of people who buy
eco-friendly products and which gain importancergwear. For example, a survey from the
CNRS'" announced that these people counted for 17% dfrémech population in 2006, and that
this number should increase rapidly. Any natureeda®urism form should be the priority for
these people when they pick a holiday destinatierthey want to know exactly what the
outcomes of their travel are. They take great chrevery aspect of the trip such as means of
transportation, onsite activities, accommodatiomeotments for environmental preservation...
And they want to meet the local populations inagks out of the beaten tracks to fully
understand their lifestyles and needs, in ordeneip them in their development with time or
money. They look for quality services in accordandt their ideals, and that is why they are
very sensitive to the values and cultural idergitié their holiday destinatiofiAs the concerns
for environmental issues appeal everyone nowadagstourism gathers all that they are
interested in; the activity is not an objective lautmeans to discover and exchange with the

whole region and the local people.

Besides, in a research from the International Lal@rganisation, it is stated that in 2008
“34% of American ecotourists [were] in the 18-24 dgacket and 24% [were] over 58.Eco-
travellers who go to remote unspoiled areas arallyspeople from developed countries as they
have more money to travel the world, but as ecatouis everywhere, everyone can be one of
them. In general they are, however, young workessenthan any other age category because
they do not have a family to take care of and they free to spend their time and money in

travels.

2. The flight paradox

There is a major controversy concerning ecotourisiot even that can it disturb local
communities and make their cultures evolve to adaedized one, but the environmental impact
of the flight. Ecotourism is everywhere and in gveountry under accommodations or activities,

but in remote areas in developing countries as.Wélk trip can be in total accordance with the

%> CNRS is for Centre National de la Recherche Sifigne (French Agency for Scientific Research)

“® French Tourism Ministry (Consulted Date: 19-06-200 ourisme durable 0¥yww.tourisme.gouv.fr

4" Goodplanet.info: understand the environmentakissaand their news (Consulted Date: 25-07-2009)vé ealy
footprints, take only memoriebttp://www.goodplanet.info
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ecotourism principles once on-site, the problemaienthe means of transportation to actually
get over there.

In recent years, low-cost airlines have flourishéidbver the world and the flight market
has evolved a lot. If they were specialized in shaul services, it is nowadays possible to find
cheap flights on long distance flights as well.sTtrivialization of air travel has been a boon for
developing countries that could launch strategiedevelopment thanks to the tourism sector,
but it finally leads to the worst consequences @véerms of environmental issues.

According to the intergovernmental Panel on Clen&hange, “lights for commercial
purposes only account for 3.5% of the total hunmapaict on climate changé® A long-haul
flight — one way — from France to Asia has the samgact in terms of CO? emission than the
use of a car everyday for a year.

To avoid such deterioration to the environment, bleéer solution is to stay home or
close for holidays, but it does not sound very exdtravelling by train or car is still far more
interesting to limit the impact of travel when ggisomewhere.

The paradox between all these means of transpmrtatincerns the price. Trains and cars
are obviously slower than a plane if the distaiscabiout a thousand kilometres. But further than
that — and the society is promoting far away trawvetravelling by air is usually faster, and now,
even cheaper! So why continue to travel with sloeans of transportations? Besides, the more
time you spend in transports, the less time yowe liaspend in the holiday destination.

In order to get the impression to act for the estvinent, today it is very trendy to “offset
your carbon emissions.” According to the 2008 fiin the French Ecotourism Associaffdn
“65% of French travellers are willing to offset thearbon dioxide emissions.” The cost of the
flight can be calculaté@and, against a certain amount of money givenspegific organization
as a contribution to their cause, they would mate go “carbon neutral” by planting trees for
example.

Obviously, tree planting will not erase the impadt planes on the planet, so it is
important to think twice before taking one. Howevirdoes not mean that to go “carbon
neutral” is meaningless. It is every little hel@tiwould act in environment conservation, and
thus, this can be part of an environmentally frigrichvel. It has already been said that a perfect
ecotourism under every aspect was a utopia; thisigshe most obvious example. People cannot

travel really “without leaving any trace,” but eydittle help is good anyway.

“8 LORIMER, Kerry,Code Green: Experiences of a life timustralia, Lonely Planet Publications Pty Ltd, Ma
2006. p.128

9 French Ecotourism Associatiomyww.voyagespourlaplanete.com

0 For example witlwww.climatecare.org
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3. Future of ecotourism

Ecotourism seems to be well integrated in mindswaseys of every kind have been
announcing an annual growth rate of 20% in the dvdor already a decade. But this huge
percentage does not mean that such tourism iscammon. In 2003 in France for example, it
represented only about 1% of the travel matkén 2008 a poll from the French Ecotourism
Association announced that 5% of French travebeestoday actively looking for responsible
holidays when they travel and 70% say that theyir#ezested in the concefftThe growth of
ecotourism practices is supposed to continue evglat this pace in the future, and in the end it

would be significant.

But this past year 2008 has known a worldwide fomarcrisis and its effects only started
to impact the travel industry for the summer seasdfa@2009. No figures have been published yet,
but all tourism sectors were down this past semeaiel it is easy to understand that ecotourism
is affected as well. The future cannot be told pogsible scenario and solutions can be sorted
out.

The crisis is a financial one, so companies baseprofit making get in trouble. It can be
the opportunity to restore some of the values pedphd to forget: sustainable tourism may
appear more often in the agenda and money-drive@rteemay have to revise their management
and priorities>

Others go even further and think that “with ecoiem as well, we need to move away
from discredited neoliberal recipes, dependencieaid and other agencies, nefarious mushups
like corporate social responsibility, triple bottolimes and carbon offsetting™ Antonis
Petropoulos, director of Ecoclub, explained in tkmntence that ecotourism needs to be
improved on the social, progressive, solidarityd direct-democratic aspects of its definition in
order to gain even more legitimacy and tear bigrchdown.

The solutions to apply are obviously limited betessary on the short run as ecotourism
is partly about helping the most vulnerable pedplke part in the experience. The thing is that
this kind of crisis affects such people more thames who have the possibility to protect
themselves from the worst consequences. That isitMsyin the responsibility of ecotourism
companies to compensate for the short-term effeutistake part in the constitution of a social

order helping vulnerable people to meet their ne€ds the long term, the resilience and

*Lidem

°2 French Ecotourism Associatiomww.voyagespourlaplanete.com

%3 Ecoclub : the international ecotourism club (CdtesliDate: 19-06-2009), May 2009 - Interview witaseal
Languillon Director & Founder of the French Ecotisar Associationwww.ecoclub.com

¥ Ecoclub : the international ecotourism club (CdtesliDate: 19-06-2009), Ecotourism in the time iisis,
www.ecoclub.com
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necessity of a small-scale, sustainable, and faarilgommunity owned tourism will appear as

solutions to survive the crisis.

A rampant trend needs to be pointed out as a pakéactor that would play a role in the
future evolution of ecotourism: the structure ofitays is evolving. But for the moment it is
difficult to say what is going to be its effect.dpée take more trips over the year but each for
only 4 or 5 days. If these vacationers follow trentl of “city escapes” due to the development
of low-cost airline companies, they might take angl and the environmental impact of the trip
will be high. On the contrary, if these vacationeeed more natural areas, they might favour
ecotouristic activities such as to stay for a feaydin a “house in a tree” to experience
something new and really get away from their didy

The myth that ecotourism means expensive holidaysalso have a negative impact on

the sector with today’s circumstances as consumers than ever want to save money.

Ecotourism future is difficult to discuss today.will continue its growth for sure as
“green” is gaining importance from day to day, ltumay be at a lesser rate, keeping it still
marginal for years. And maybe the “green” appealeadto the destruction of big chains will

help ecotourism to make a difference among therdtnms of tourism.

4. Recommendations

On a product-scale, it is proven that ecotourismcfions the same way as any other
tourism product and needs a wide range of prodddfsyent destinations, different activities...
But more than anything, the product range needsetoeenewed sometimes to stick to the new
market trends and appeal new customers.

Concerning the promotion of these products, mamypanies want to believe in the
internet phenomenon and stopped to publish thechure. They rely on the word-of-mouth and
word-of-mouse thanks to faithful clients and comimation through the press. They may be
right as the core customer for ecotouristic proslisthe same population as people buying most

on the internet.

On an organizational point of view, recommendatiémsthe future are stronger and
much more difficult to apply. Sustainable formstafirism are supposed to help environmental
conservation and be better ways for local populatito develop themselves than conventional
mass tourism, but some aspects need to be claaBederverse effects are possible as well.

Ecotourism can be as destructive as helpful to tent$ defined goals. Indeed, projects can fail
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due to a lack of organization or commitment to esmation goals which means usually that the
government which implement ecotourism does not laasefficiently efficient policy in order to
run or finance the activity. Others are workingjpob, but regulation is inadequate or simply
authorities do not want to stop the flow of towgisbming the place and finally create a form of
mass ecotourism that is obviously harmful for theinment. Norms and laws are needed for
the sector to know less abusive situations, bub ats put a priority on environmental
conservation over short-term profits for the courdas “it is the basis for long-term economic
stability.”®

From the economic point of view, the country thegamizes such a project should never
rely its development only on the tourism industecéuse it can be affected by many uncertain
factors such as seasonality, political and findnends, or even natural disasters. For these
reasons the country should better keep anothesindas second source of revenues.

Government support is the key factor to successusecit is the only entity that can
provide financial resources to “start up businestiatives, to provide organization and
coordination of ecotourism efforts, to give smatimimunities access to knowledge about
sustainable development, and to prevent abuSedduntry’s authorities should take sustainable
tourism forms into account in their organizatiomdéed, a ‘Department of ecotourism’ could be
useful to coordinate and advise the other depatsnegarding the different projects. Many
countries do not even have a ‘Tourism departmarghdf the industry is in every development
strategy. It does not need to be big or employ naople, but it needs people working on the
subject all year round. The more specific task$rsag market research and marketing support

could be delegated to small companies, NGOs, osudtamts on a contractual basis.

% ProQuest (Consulted Date: 19-06-2009), EcotouribmPromise and Perils of Environmentally-Orierfeavel,
WWW.CSa.com

% ProQuest (Consulted Date: 19-06-2009), EcotouribmPromise and Perils of Environmentally-Orierfeavel,
WWW.CSa.com

>" STRADAS, Wolfgang, “Ecotourism in development cergtion”, UNEP Industry and Environmer¥olume 24,
July-December 2001, p.12-15
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Conclusion

Tourism is in many countries the leading sectorthefir governmental development
strategies. The industry needs a clean environnmeattract travellers, and that is why many
developing countries implementing nature-basedvities turned it into ecotourism in the past
decades to conserve natural resources and suppsidireble economic progress. It appears
today as the fastest booming sector of tourism dwade but it struggles with a
misunderstanding in its definition: ecotourism ddomiot be used as a synonym of sustainable
tourism, nor of nature tourism. It is a niche marfkem both concepts, but is a full fledged form
of tourism.

Environment concerns have become rampant enougheiril980s for politics to get
involved and raise awareness over the world. Treasebeen especially well integrated in the
tourism industry as the environment is a key factoits development. Nowadays, every field
acts in an attempt to preserve the ecological syste much as possible as well as individual
people; “green” products flourish everywhere andchyneompanies promote themselves through
this thriving business.

Marketing is an important part of the businesstagves the impulsion to buy to the
consumer. “Green” is appealing, and consumer gaocglsnore attractive if it is written on them
that they are environmentally friendly — if onlyetle is a real commitment. This rule applies for
the tourism sector as well, and that is why “greearketing” has developed that much to
promote holiday destinations. But to make ecotoursven more sought after by travellers,
marketing is not the solution: there is a real neeidhprove the system running it.

Almost every nation around the world is facing thésne problem: tourism is the biggest
industry generating growth for a country, but agaon directions to follow through charters or
agendas for the most evolved countries, they aigproial law implemented in order to promote
eco-friendly tourism activities. A bigger involventefrom governments is required to gain
efficiency in the management of the tourism industand even more for ecotourism — to avoid
conflicts of interests regarding the use of thellan

To continue in the same idea, today, politics tllot about the climate change and its
effects on the planet. It will, of course, impact the projects and on the ways to manage the
tourism industry. Authorities have already star@#ting about this unavoidable change during
Earth Summits, but what are their plans to integthe necessary solutions in existing tourism
management? The countdown to the next United Na&ionate Change Conference which will

be held in Copenhagen from Decemb®td 18" 2009 has already started.
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APPENDIX 1: Green Marketing Study by M. Rienzo andM.
Lapinsky

Fromwww.allacademics.com

Greenwashing: Perceived Information Manipulation inPrint Advertisements

Method
Overview and Design

The study involved a 2 x 3 independent groups fadtdesign with two levels of advertisements
(green/non-greened) and three levels of compamynrdtion (green/nongreened/ no information
control); the control condition was included to ewae perceptions of green advertisements
without information about the nature of the corpiora whose products were portrayed in the
message.

Participants

Participants included 138 undergraduates enrofladhdergraduate communication courses at a
large Midwestern University. Participation was vadhry and students received extra credit for
their involvement. Participants were recruited ggime

Department of Communication’s participant pool anttoductory classes in the College of
Communication Arts and Sciences. The age of thecgeants ranged from 18 to 2M(= 20.42,
SD= 1.37). Most were Caucasian (80.4%), African Arceans, Hispanics, and Asians comprised
3.6%, 1.4%. and 8.0% of the sample respectivelth @i9% of the participants classifying their
ethnicity as “other”. Sixty-five percent of the paipants were male.

Messages

Automobile advertisements were sampled from thetéospmagazines read by fulltime college
students as identified by the Simmons Market ReseBureau. Only magazines read by both
men and women were used for the purposes of iy stn descending order the top magazines
read by both male and female college students ardobows: People, Time, National
Geographic, Rolling Stone, Reader’s Digest, Enterteent Weekly, Newsweek, TV guide, US
weekly and Fitnes&Simmons, 2003).

Advertisements were selected via searching ressues of these magazines.

From these advertisements, one green advertiseawanthosen as the stimulus material. This
advertisement had both picture and message cordedtthe content was manipulated in the
green advertisement to create the non-greenedtaraent. An advertisement for a moderately
priced automobile was chosen as the stimulus nahteeicause it is a product members of the
sample might purchase. For both advertisementgtiaious name (Maren) was created for the
car company. The green advertisement was kepttibtacedited to remove all evidence of the
automobile brand. To create the non-green adverésg the greened message from the green
advertisement was removed to produce an idenbaélnon-greened advertisement.

Procedures

Two pilot tests were conducted. The first pilotttasas done to assess scale reliability and
establish the extent to which the baseline inforomaabout the company was seen as indicating
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high or low corporate environmental concern. Thst fpilot test did not yield a clean test of the
manipulation of baseline information because theeetement was included. Thus, a second
pilot test was conducted where participants wetg given baseline information to determine if
the baseline inductions portrayed a company tha pexceived as high or low on corporate
environmental concern.

Next, the final study was conducted. After complgtinformed consent procedures, participants
were randomly assigned to one of the five expertalenonditions and given baseline
information about a fictitious company with eitliegh or low corporate environmental concern.
The no baseline information condition served asctivdrol. The baseline information is based on
information from real companies known for greenvilaghas identified by Green Life, an
environmental organization that advocates againgenyvashing (Johnson, 2004). This
information is presented in Appendix A and Appen@ix Participants were given one of the
advertisements and asked to rate its deceptivadesg the IMT maxims and a general measure
of honesty. Afterwards participants rated the afisements, their attitude toward the
advertisement, and their attitude toward the compan

APPENDIX A
BASELINE INFORMATION: NON-GREENED

The Maren Automotive Company has advocated itsrenmientally responsible behavior by emphasizing
its hybrid SUV and other alternative fuel vehiclbsrecent years Maren has tried to position itaslfar
environmentally progressive company whose autoreshilill be the way of the future.

Despite some outward signs of environmental consciess, Maren business practices reflect a differen
attitude. In 2006, the Environmental Protection Age(EPA) found Maren, for the ninth year in a row,

had the worst fleet wide fuel economy of all of theomakers. Maren is also the worst polluter bfted
car companies. In 2006, Maren vehicles contrib B2®% of domestic greenhouse gas emissionsg and
41% of smog emissions.

Maren’s hybrid sales only account for one percétih@® company’s annual sales and though the company
plans to expand its hybrids these benefits willoffeet by new non-hybrid trucks and SUVs. A study
done by the U.S department of Transportation (USPfotind their buses only increased fuel efficiepcy
by 10 to 20% instead of the claimed 70%. Claimsthaf benefits of the hybrid engines were also
invalidated by the USDOT study; gas mileage on gheshicles is only slightly better than their
conventional counterparts.

APPENDIX B
BASELINE INFORMATION: GREENED

The Maren Automotive Company has advocated itsrenmientally responsible behavior by emphasizing
its hybrid SUV and other alternative fuel vehiclbsrecent years Maren has tried to position itaslfar
environmentally progressive company whose autoreshilill be the way of the future through a series o
advertisements.

Maren business practices reflect their commitmemtenhvironmental responsibility. In 2006, the
Environmental Protection Agency found Maren, fag thinth year in a row, had the best fleet wide fuel
economy of all of the automakers. Maren also pe#iuhe least of all the car companies. In 2006 ellar
vehicles contributed 32.9% less domestic greenhgasesmissions than their competitors and 41%, less
smog emissions.

Maren’s hybrid sales only account for 30 percerthefcompany’s annual sales and the company pdans t
expand its hybrids for 2008. A study done by th&.UWDepartment of Transportation (USDOT) found
their buses increased fuel efficiency by 68-70%airG$ of the benefits of the hybrid engines were @als
validated by the USDOT study; gas mileage on tiesecles is 30 percent better than their conveatipn
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counterparts.

Measurement

Perceptions of message honesty, adherence to thkenmaf quantity, quality, manner, and
relevance were measured using a series of foursemantic differential scales with a seven-
point response format (7=most honest) developellt@ornack et al. (1992). McCornack et al.
(1992) provide support for the reliability, valigitand dimensionality of the scales. Example
items on this scale include “Uninformative/Informvat and "False/True.”

Attitude toward the advertisement and attitude towéhe company was measured using
modified items used in previous studies (Davis, 49®cCroskey, 1966; McCroskey &
Richmond, 1989; McCroskey & Richmond, 1996). Atikuwas assessed using a six-item
semantic differential scale with a five-point respe format. Higher scores represent more
positive attitudes. Example items on this scal&unhe “Bad/Good” and “Negative/Positive.”

An induction check was designed to assess the tetdewhich the baseline information was
perceived as portraying a company with high veteusconcern for the environment. This was
measured using modified items described by Dietzg€rald and Shwom (2005). Participants
responded to six Likert-type items with a five-goiasponse scale with five indicating greater
concern for the environment. Example items on #uale include “Maren is interested in
protecting the environment” and "Maren’s corporptelosophy involves respecting the earth’s
resources.”

An induction check was designed to assess the textevhich the advertisements were perceived
as being green versus non-greened. Participargsndesd to five Likert-type items with a five-
point response scale with five indicating greatanaern for the environment. Example items on
this scale include “This advertisement promotesetm@ronmental benefits of this product” and
“The environmental characteristics of the produet@early stated in this advertisement.”

Results
Pilot Studies

The first pilot test included 82 participants rated from the departmental participant pool and
from introductory classes at a large Midwesternversity. The age of the participants ranged
from 18 to 23. The mean age of the participants ¥a33 Standard Deviatiorr 1.10) years.
Most were Caucasian (85.4%), African-Americans,piscs, and Asians comprised 3.7%,
2.4%, and 3.7% of the sample respectively, wit®d ¢ the participant classifying their race as
other. The majority of the participants were fem@2.2%). All multiple-item measures were
screened for positive contribution to scale religbiand item-total correlation; overall scale
reliability was assessed. The scale means, stamgaidtions, and alphas across conditions are
presented in Table 1.
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Table 1

Means, standard deviations, and alphas for all scales for first pilof test
Scale Mean sD s
EC 312 098 093
Quantity 393 125 0.84
Quality 4.02 1.51 0.93
Relevance 477 130 0.87
Manner 4.14 1.46 0.91
Honesty 393 1.00 0.90
Attad 3.30 0.93 0.89
Aft com 319 1.12 0.96
Att product 293 1.24 0.94

An induction check was performed to determine itipgants viewed the baseline information
as exhibiting high versus low corporate environrakmoncern. The data indicated that the
company with high corporate environmental concexseline informationN] = 3.75 SD =.75)
was perceived as demonstrating more concern foemk@onment than the company with low
corporate environmental concern baseline informafid = 2.49,SD = .74),F(1, 80) = 63.03p
=.001,n2= 0.44. There was also a small buy statisticatiyisicant interaction between baseline
information and advertisemeR{1, 80) = 4.16p = .05,n2= 0.03. There was no main effect for
green advertisement on perceptions of corporatea@maental concern.

An induction check was also performed for greenrasthe advertisement, which contained
content about the environmental attributes of theegtised product. The green advertiseméht (
= 3.28,SD = .83) was perceived as more green than the nangdeadvertisemeni(= 2.83,
SD=1.11),F(1, 80) = 4.70p = 0.03,n2= 0.06. There was a significant main effect fordhas
information on perceived greenndq4, 80) = 7.50p = 0.01,n2= 0.08, the baseline information
showing a company with low environmental concesulted in lower ratings of the greenness of
the advertisementM = 2.79,SD= 1.05) and the high environmental concern baseégalted in
higher evaluations of greennedd € 3.35,SD = .85). There was not a significant interaction
between the baseline information and the adveregsg¢mn perceived greennds4.,,80) = 0.06, p

= ns, nz2= 0.01. Because participants in the first pilotpmesded to induction check questions
about environmental concern after viewing bothlihseline information and the advertisement,
a second pilot test was conducted to determinestieets of baseline information on perceived
environmental concern.

A second pilot test was performed to ensure paditis perceived the baseline information as
differing on environmental concern. The test ineldd25 participants recruited from an
introductory class. Despite the small sample shze data showed support for the induction such
that the company with high corporate environmeotacern baseline informatioM(= 3.73,SD

= .88) was perceived as more concerned for ther@mwient than the company with low
corporate environmental concern baseline informaffd = 2.19,SD = .53). This difference was
statistically significant(23) = 5.43,p = .001,r = .75. Participants also had a more favorable
attitude toward the company with high corporateirmmental concern baseline informatidv (

= 3.72,SD = .77) than the company with low corporate envirental concern baseline
information M = 2.45,SD = .71). This difference was statistically signifita(23) = 4.30p =
.001r = 0.66.
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Final Study

All multiple-item measures were screened for pesitontribution of items to scale reliability,
item-total correlations, overall scale reliabilitgnd the extent to which the distributions
approximated normality. The scale means, standevations, and alphas are presented in Table
2.

Table 2
Final study means, standard deviations, and alphas for all scales across conditions
mcluding environmental concern (EC), attitude toward the advertisement (Attad), attitude
toward the company (Attcom) and attitude roward the product (attprod).
Scale Mean sD S
EC 3.06 1.10 0.96
Quantity 402 1.26 0.84
Quality 422 1.38 0.90
Relevance 436 1.28 0.86
Manner 412 1.63 093
Honesty 4.10 0.95 0.93
Attad 3.30 0.93 0.89
Attcom 3.19 1.12 0.96
Attprod 2.93 124 0.94
Table 3
Final study corvelation table for violations of the maxims, honesty ratings, aftitude foward the ad,
and attitude toward the company
Condition
Maxims  Quantity Quality  Relevance  Manner  Honesty Ad Company
Quantity  1.00
Quality 0.56% 1.00
Relevance 0.67% 0.66* 1.00
Manner 0.73%* 0.56% 0.59* 1.00
Honesty 0.52% 0.85* 0.64% 0.54% 1.00
Ad 0.65% 0.72* 0.72* 0.63* 0.67* 1.00
Company 0.55% 0.69* 0.59* 0.53* 0.65*% 0.73* 1.00
Note: * indicates significance at p = .001, one-tailed test

The results in Table 3 reveal that the data arsistent with hypotheses one through three.

_ The first hypothesis predicted perceived violagiof quality would be rated as more deceptive
than other violations. The data indicated thabalihe maxims were positively and significantly
related to honesty. A t-test to test for the défezes between correlations revealed the correlation
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between honesty and quality was significantly défe from the correlation between honesty and
relevance, the correlation closest in magniti(#id5) = 10.47p = .001.

_ The second hypothesis predicted that attitudesrth the advertisement would be positively
associated with perceived adherence to qualityntifyamanner, and relevance. The data were
consistent with this prediction. All of the maximgere positively and significantly related to
attitude towards the advertisement.

_ The third hypothesis predicted attitudes towdwe company would be positively associated
with perceived adherence the IMT maxims. All of thaxims were positively and significantly
related to attitude towards the company.

_ The remaining hypotheses tested the relationsttiween the experimental manipulations and
dependent variables. First, the induction checgtein the pilots were examined with the larger
data set. In order to assess the extent to whiehgteen advertisement was perceived as
promoting the environmental benefits of the prodube mean scores on this scale were
examined with a particular focus on the controldibon. A two-way ANOVA indicated a main
effect for the advertisement on ratings of greearsegh that across baseline conditions the green
advertisementM = 3.62,SD = .83) was seen as greener than the non-greentiadwneent(M =
2.24 SD=1.21) F(1, 136) = 75.47p = .001, partiahz= 0.36,n2= 0.31. An examination of the
control condition means indicates the green adsarient was seen as exhibiting more green
characteristicsM = 3.59, SD = 0.71) than the non-greeM(= 1.67,SD = 0.81) and the
confidence intervals for these means do not ovetlap effect is repeated in each condition. The
means, standard deviations, and confidence intearaluind each mean are presented in Table 4.

Table 4
Means, standard deviations and 95% confidence intervals for ratings of “greenness " of the advertisement, corporate envivonmental
concern, lonesty ratings, attitude toward the advertisement, and attitude toward the company for the greened and non-greened

aclvertisements in the high, low, and control envirenmental concern conditions

Baseline Information

High EC Low EC Control
Measure Type of Ad Mean SD 95%CI Mean SD  95%(CI Mean SD  953%CI
Greeness of Ad Green 372 017 338to4.07 352 018 3.16t038% 359 026 307t04.10

Non-green 3.03 018 268to338 172 0.18 136to2.08 1.68 025 1.18t02.17

Corporate Environmental Concern  Green 386 015 357twe4.15 224 016 193t02.55 380 022 337t04.24

Non-green 376 015 346te405 217 015 187to248 251 021 20910293

Honesty Green 448 015 418te578 342 016 3.10t03.74 446 023 401to592

Non-green 4.64 016 433t0495 378 016 347t0410 3.67 022 32410412

Attrtude toward Ad Green 393 014 367t0421 2350 015 221to2.80 3.60 021 3.19t04.01

Non-green 3.81 0.14 353tw0410 293 015 26410321 281 020 242t03.21

Attitude toward the Company Green 411 0.13 385to437 210 014 182t0238 374 020 334to4.13

Non-green 4.02 0.14 375t0429 225 014 15810252 293 051 256t0331

The presence of baseline information (particuléinigt which showed the fictional company as
being environmentally friendly) also had an inflaeron participant’s ratings of the “greenness”
of the product. There was a main effect for baseiimormation on ratings of greenness of the
advertisemenE(2, 136) = 10.84p = .001, partiainz= 0.14,n2= 0.09. Participants in the high
environmental concern condition rated the adverte® as greeneM =3.39,SD = 1.09) than
people in the controlM = 2.59,SD = 1.23) and low environmental concern conditioh X
2.60, SD = 1.27). The analysis also indicated a significameraction between baseline
information and advertisemeR(2, 136) = 6.25p = .003, partiah2= 0.09,n2=0.05. Measures of
effect size indicate that the effect was stronf@sthe advertisement manipulation.
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(The analysis revealed that approximately 5% oftigpants had previously seen the
advertisement used in the study. A cross tab itelicthat participants who reported having seen
the advertisement before were distributed acrosslitons. Three participants reported having
seen the advertisement in the green advertisenmtiton and four participants in the non-
greened advertisement conditiofg(1, N = 138) = 0.15p = 0.70.

None of the participants in the control conditibmp participants in high environmental concern
condition, and five participants in the low envino@ntal concern condition reported having seen
the advertisementg2(2, N = 138) = 3.58p = 0. 15.)

As a check of the extent to which the baselinermfdion portrayed the fictitious company as
having high versus low environmental concern, tieams for corporate environmental concern
were examined via a 2-way ANOVA. An examinationtbése means indicates the company
with high environmental concern baseline informati®d = 3.81, SD = 0.69) was seen as
exhibiting more environmental concern than the camypwith low environmental concern
baseline informationM = 2.20,SD= 0.93) and the control conditioM(= 3.14,SD= 0.95),F(2,
136) = 56.53p = .001, partialnz = .46, n2 = 0.43. There was a significant main effect for
advertisemenk(1, 136) = 11.60p = .001, partiah2= 0.08,n2= 0.01 such that participants who
saw the green advertisemem & 3.23, SD = 1.14) rated the company as having greater
environmental concern than those who saw the neergadvertisemenM(= 2.88,SD = 1.05).
There was a significant interaction effé¢2, 136) = 6.29p = .002, partiah2=.09,n2= 0.01 on
ratings of corporate environmental concern. Thios,data shows there are crossover effects of
the manipulations but that they are small relatwethe effect size for the baseline info on
perceptions of environmental concern. The meaasdsard deviations, and confidence intervals
around each mean are presented in Table 5.

_ Hypothesis four predicted an interaction betwegreen advertisements and corporate
environmental concern on ratings of the honestytled advertisement such that green
advertisements from a company with low corporatdrenmental concern will be evaluated as
more deceptive than green advertisements from gaonywith high corporate environmental
concern. As shown in Table 6, the data were candisivith this hypothesis. There was a
significant interaction between baseline informatend advertisemerf(2, 136) = 4.47p =
.013, partialnz = 0.06,n2 = 0.05. Green advertisements from a company witih dorporate
environmental concern were perceived as least hogesen advertisements in the control
condition were seen as moderately honest, and gardmnon-greened advertisements from a
company with high corporate environmental conceenenseen as the most honest. There was a
significant main effect for baseline informationchuthat high environmental concern baseline
information M = 4.59,SD = 0.76) was seen as more honest than low envirotaneancern
baseline informationM = 3.61,SD= 1.00) and the control conditioM(= 4.06,SD= 0.69),F(2,
136) = 18.37p = .001 partiah2= 0.22,n2= 0.21. There was not a significant main effecttfa
green advertisementi(= 4.08,SD= 1.01) the non-greened advertiseméht«4.11,SD= 0.88)
and the on perceptions of honeB{iL, 136) = 0.3% = ns,partialnz= 0.02,n2= 0.01.

_ Hypothesis five predicted an interaction betwegneen advertisements and corporate
environmental concern on attitude toward the atsartent such that a green advertisement from
a company with low corporate environmental conaeonld be evaluated more negatively than a
green advertisement from a company with high ca@environmental concern. Table 7 reveals
the data was consistent with this prediction. Theas a significant interaction between baseline
information and advertisemeR(2, 136)= 5.92p = .003 partialnz = 0.08,nz2 = 0.06. Green
advertisements from a company with low corporatérenmental concern were evaluated the
most negatively, green advertisements in the cbontmdition were seen as less negative, green
advertisements from a company with high corporaigrenmental concern were rated as the
most positive. There was a significant main effémt baseline information such that high
environmental concern baseline informatiod € 3.87, SD = 0.67) was evaluated more
positively than the low environmental concern bageinformation 1 = 2.72,SD = 0.80) and
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the control conditionNl = 3.19,SD = 0.72),F(1,136) = 32.81p = .001, partiaih2= 0.33,n2=
0.31. There was no significant main effect for greelvertisements (M = 3.33, SD = 1.06) and
non-greened advertisemenis £ 3.26,SD= 0.80,F(1, 136) = 1.42p = ns, partialnz= 0.01,n2=
0.01] on attitudes toward the advertisement

_ Hypothesis six predicted an interaction betweepery advertisements and corporate
environmental concern for attitude towards the camypsuch that a company with low
environmental concern that uses green advertisesmenild be evaluated more negatively than a
company that uses green advertisements and hagmgionmental concern. Table 8 shows the
data were consistent with this prediction. Theres vaasignificant interaction effect between
baseline information and advertisemg&(2, 136) = 4.0% = .02, partiah2= 0.06,n2= 0.02. The
company with low environmental concern that useeegradvertisements was evaluated most
negatively, next was the control condition, and ¢oenpany with high environmental concern
that used green advertisements was rated mosivebgifThere was a significant main effect for
baseline information such that high environmentaloern baseline informatioM(= 4.07,SD =
0.65) resulted in more positive evaluations of cbempany than the low environmental concern
baseline information M = 2.18, SD = 0.83) and the control conditiorM( = 3.32, SD
=0.70), ®(1,136) = 97.12 mrpTiaA N2 = 0.60,n2 = 0.58. There was not a significant main
effect for green advertisements] = 3.28,SD = 1.23) and non-greened advertisemeMs=
3.11,SD = 0.10),F(1, 136) = 3.72 = ns, partial n2= 0.03,n2= 0.01 on attitudes toward the
company.
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APPENDIX 2: Results of the 2009 European electiorfsr the

Parliament

Fromwww.wikipedia.org

Groupe Partici-
PPE S&D ADLE Verts-ALE GUE/NGL ELD Non-inscrits ti
Pays pation
34(-6) 14 (+1) B0
™ pjemagne (CDU)  23(5) (SPD 245> /Die 8 (+1) OL) 43,3%
8 (-1) CSY) (= Griiner)
— . ) 2(2) 3(+1)
=== AUtriche 6 (=) (QVP) 4(-3) (SPO (Griinen) (HPM) 45,97%
= 2 (+1) EPO
2 (+1)
3(9) 3(5) (Open (ESA0
. (CD&Y)  3(-1)PS 1(3) .
B B Belgique | (=) CDH) 2 (1) SP.A %) ~ (Groen) 2(-1) (VB) 91%
1(=) CSP (WUR) 1) o
VA)
e 3(=) OP9 2 (+1)
== Bugarie {1 e 4(-2) BSP ZN(I-Z)Z% (Amly  3749%
DSB) (NDSY)
1(+1)
Chypre 2 (=) DISY) (1%() 2: A(;)EL) 59,4%
(DIKO)
mmDanemark 1(5) ©  4(-1)@) 3()V) 2(+1)EH 1N 261 62,5%
1 (EAJ-
— 21(-4) 1(CV) -
T Espagne 23(-1) PP PNV) 1(5) (L) 1(UPYD)  45,81%
(PSOB  cpe LERD ’
&S csionie  1(RL) 1 (SDB i ((% %é%nr;k 43,2%
= Finlande 3 %) 209 ((g_i—%k') 2 (Vihr.) 1S 40,3%
2469
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B 0l France g gg NC) 14(-17) @S ? N(Io%em) 14 (+8) €D ;‘%:)Z)A(%% (lLEbzgrta g 3(HEN 4065%
(LGM)
2(-1) KKE)
= _ . : 8 (+3) = 2(+1) %
Eorce 8(3)ND) pasoi 1(+1) OP) 1S(Y)RIZA) e 60%
— _14(+1)  4(5) 0(2) 3(+3) .
——Honarie (ripesy  MszB (szDS?) (Jobbiy ~ 36-28%
3(-1) EB™ a
B (+1) &P
B Uirlande 4(-1) EG) 3(+2) (Lab) 1(=) n-c%
(Harkin) 0(1)&h 0
0(-1)
29 (+11)* (Zsagﬂ_%l) 7 (+5*%) 0 (-7) Liste Flamme
1 0 jtalic gp(—‘i')-) G g&tzans) (()%)) o 0P W) :nticapitalistg (LN) g'?_ol')ore n-c%
1(=) (SVP) (N(l;S)Ps]) Bonino) £ Alternative
—— sociale
== etionie %(‘]—U 1(+1) SO 1(LPPLC) 1 (PCTVL) 1(+1) SO 52,94 %
B Lituanie 4 (+2) TS 3(+1) 1 (LRLS) 2 (TT) 20,54%
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(LSDP) 1(GP)

mxembourg 3(Csy) 1(eosy 1(GP)
B vaite 2(3) +1:ob51.21
EN (PL)
=== Pays-Bas 5 (-2) (CDA) i) 3(-1) VWD)
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2 (SNP
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25%

27,21%
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19,64%
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43,55%

N.B. Les variations de la ligne « Total » sont afdes a partir d'un nombre de députés sortants

ajusté (nombre total inchangé).
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APPENDIX 3: Manila Declaration on World Tourism

Fromwww.un.org

United Nations A/RES/36/4:

GENERAL ASSEMBLY
E"’{
@ Distr. GENERAL

hy
=R

L S5

19 November 1981

ORIGINAL:
ENGLISH

A RES/ 36/ 41

19 Novenber 1981

64t h plenary mneeting
Worl d Tourism Organization

The General Assenbly,

Recalling its resolutions 32/157 of 19 Decenber 1977 and 33/122 of 19
Decenber 1978, concerning the World Tourism Organi zati on,

Recalling also its resolution 34/134 of 14 Decenber 1979, concerning the
conveni ng of the World Tourism Conference in Septenber and October 1980 at
Manila by the World Touri sm Organi zati on,

Recal ling further its resolution 35/56 of 5 Decenber 1980, by which it
procl ainmed the Third United Nations Devel opnent Decade and adopted the
I nternational Devel opnent Strategy for the Third United Nations Decade,

Taki ng note of paragraph (c) of Econom c and Social Council decision 109
(LI'X) of 23 July 1975, in which the Council designated the World Tourism
Organi zation to participate, on a continuing basis, in the work of the
Counci | ,

Noting with satisfaction the report on the World Touri sm Conference
pr epar ed
by the Secretary-General of the World Tourism Organi zation in conformty wth
General Assenbly resolution 34/134,

Noting with appreciation the statenent nade by the Mnister of Tourism of
the Philippines and President of the World Tourism Conference on the results
of the Conference, as enbodied in the Manila Declaration on World Tourism
adopt ed by the Conference,

Recogni zi ng the new di mension and role of tourismas a positive instrunent
towards the inprovenent of the quality of life for all peoples, as well as a
vital force for peace and international understanding,

1. Wlcones the Manila Declaration on Wrld Tourism which provides

gui del i nes for the harnonious, bal anced and equitabl e devel opnent of national
and international tourism
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2. Urges States to give due attention to the principles of the Manila

Decl aration while fornul ating and inpl enenting, as appropriate, their tourism
policies, plans and programmes, in accordance with their national priorities
and within the framework of the programme of work of the World Tourism

Organi zati on;

3. Requests the World Tourism Organi zation to continue its efforts towards
the future devel opment and promotion of tourism especially in the devel oping
countries, bearing in mnd the inplenentation of the principles and

gui del i nes

contained in the Manila Decl aration;

4. Requests international, intergovernmental and non-government al

organi zations directly or indirectly interested in tourismto extend their
assi stance, in consultation and co-operation with the Wrld Tourism

Organi zation, towards the inplenmentation of the Manila Decl aration;

5. Decides that the World Tourism Organi zati on may participate, on a
continuing basis, in the work of the General Assenbly in areas of concern to
that Organi zati on;

6. Requests the Secretary-Ceneral of the World Tourism Organi zation to
submi t

to the General Assenbly at its thirty-eighth session, through the Econonic
and

Social Council, a report on the progress nmade in the inplenmentation of the
Mani | a Decl arati on.
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APPENDIX 4: Global Code of Ethics for Tourism

Fromwww.world-tourism.org

ARTICLE 1 - Tourism’s contribution to mutual und&msding and respect between peoples and
societies

ARTICLE 2 - Tourism as a vehicle for individual acdllective fulfiiment
ARTICLE 3 - Tourism, a factor of sustainable dest@nt

ARTICLE 4 - Tourism, a user of the cultural hergagf mankind and a contributor to its
enhancement

ARTICLE 5 - Tourism, a beneficial activity for hosbuntries and communities
ARTICLE 6 - Obligations of stakeholders in tourisievelopment

ARTICLE 7 - Right to tourism

ARTICLE 8 - Liberty of tourist movements

ARTICLE 9 - Rights of the workers and entreprenenrhe tourism industry

ARTICLE 10 - Implementation of the principles oktkslobal Code of Ethics for Tourism
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APPENDIX 5: The ‘International ECO Certification Pr ogramme’
from the Ecotourism Australia Association

NEWSON, Meaghan, “Encouraging and rewarding besttpre: Australia’s Nature and
Ecotourism Accreditation Programme (NEAPYNEP Industry and Environmernfolume 24,
July-December 2001, p.27

How are the NEAP criteria applied?

As mentioned above, NEAP was developed to appbydducts (tours, attractions,
accommodation) in two industry sectors: natureismutand ecotourism. Under the programme,
nature tourism and ecotourism are defined as falGN\EAP, 2000):

_ Nature tourisms ecologically sustainable tourism with a priméygus on experiencing
natural areas.

_ Ecotourismis ecologically sustainable tourism, with a priméoygus on experiencing natural
areas that fosters environmental and cultural wstdeding, appreciation and conservation.

Using these definitions as a basis, NEAP has dpedl@a range of principles of eligibility
for accreditation.

The key “filter” for distinguishing ecotourism ptacts from nature tourism is
interpretation.

Products must meet 100% of applicable core criterlze eligible for nature tourism or
ecotourism accreditation. A product meeting 100%azftourism core criteria as well as an
additional 80% or more of bonus criteria (includimgher compulsory core criteria relating to
interpretation) is eligible for advanced ecotouraoareditation. Provision is also made for
discretionary bonus points, to be awarded for exesngf innovative best practice.

Table 1
Principles of eligibility for NEAP accreditation

Nature tourism or ecotourism products Mature tourism Ecotourism Advanced

ecotourism
Focuses on directly and personally experiencing nature v v ¥
Provides opportunities to experience nature in ways Optional Mandatory but nat  Core element
that lead to greater understanding, appreciation necessarily core of experience
and enjoyment to experience
Represents best practice for environmentally sustainable tourism ¥ Y ¥
Positively contributes to the conservation of natural areas v +
Provides constructive ongoing contributions to local communities ¥ ¥
s sensitive to and involves different cultures, v +
especially indigenous cultures
Consistently meets customer expectations v v +
Is marketed accurately and leads to realistic expectations ¥ v +
Source: NEAF, 2000,
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