MANAGING SUCCESS

9 Steps (o
Managing Your Success
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OVERTOURISM & HOTSPOTS

‘love €@ your visitors
let them love you”
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amsterdam marketing

Campaign Enjoy & Respect
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SOCIAL & ECONOMIC BENEFITS

“dare to define success
In a soclety In crisis”

#2



THE END

TOURISM

AS WE KNOW IT




THE END
TOURISM

AS WE KNOW IT

Well, then you've come to the right place. See for yourself
iIn our strategy towards 2020.

~ Download our new strategy
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10xCOPENHAGEN

10xCopenhagen
- rethinking tourism In
Copenhagen towards

e Start exploring

How Copenhageners
experience tourism

67% of local residents in Copenhagen experience no
f problems with the city’s tourism and overall are positive

abhot it welcoming evaean more vicitore to Conenhaden in the




Figure 1 - Development of initiatives in a Wellbeing Budget

Traditional Budget Process

\

Cabinet
agrees to
broad \ Ministers and
priorities fo agencies
guide Budget
decisions as mmatlves
part of the
strategy /

Wellbeing Budget Process

( Cabinet agrees Wellbeing \

Budget priorities through an
evidence-based and

collaborative process which

\_ anchors Budget 2019 )

New Zealand wants to transform
its politics to focus on kindness,

/Ministers and agencies develop\

initiatives targeting
intergenerational wellbeing
outcomes and present expected

\_ wellbeing impacts )

¥

F Assessment of initiatives A
includes consideration of their
Impacts for the LSF wellbeing
0. domains and capitals

'empathy and well-being
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CONSCIOUS TRAVEL

‘embrace consciousness
by giving visitors choice”

#4



THINGS TO DO

PLAN YOUR TRIP

ABOUT ICELAND

ICELAND A TO 0

THE ICELANDIC PLEDGE
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THE ICELANDIC PLEDGE

| PLEDGE TO BE A RESPONSIBLE TOURIST.

WHEN | EXPLORE NEW PLACES,
| WILL LEAVE THEM AS | FOUND THEM.

| WILL TAKE PHOTOS TO DIE FOR,
WITHOUT DYING FOR THEM.

| WILL FOLLOW THE ROAD INTO THE UNKNOWN,
BUT NEVER VENTURE OFF THE ROAD.

AND | WILL ONLY PARK WHERE | AM SUPPOSED TO.

WHEN | SLEEP OUT UNDER THE STARS,
I'LL STAY WITHIN A CAMPSITE.

AND WHEN NATURE CALLS,
| WON'T ANSWER THE CALL ON NATURE.

| WILL BE PREPARED FOR ALL WEATHERS,
ALL POSSIBILITIES AND ALL ADVENTURES.
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IG SUR PLEDG

Artwork by Jerraldine Masten Hansen \




Zip Code

Your Email

Put the pledge into action by visiting www.BigSurVisitorGuide.com

Number of Pledges

100,000 Pledge Goal



we hopeis
he world will

otice.

KEOBEL SAKUMA,
DIRECTOR OF THE PALAU
NATIONAL MARINE SANCTUARY

C

PALAU PLEDGE




Declare something
worthwhile at customs.

Palau is the first nation on earth to change its

immigration laws for the cause of environmental

protection. Upon entry, visitors need to sign a

passport pledge to act in an ecologically

responsible way on the island, for the sake of act kindly and
explore mindfully.

Palau’s children and future generations of | shall not take

what is not given.

Palauans. ‘ | shall not harm

what does not harm me.
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Children of Palau, '
{ take this pledge,
28 your guest,
to preserve and protect

your beautiful and unique
island home.

| vow to tread lightly,

DATL
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The only footprints
| shalt lesve are those
that will wash away.

ADMITTED UNTIL

STATUS

T

PALAU PLEDGE

CARRIER:

VAIST7

\ REPUBLIC OF PALAU * IMMIGRATION « ARRIVAL




A Global Community of Leaders

~ | COMMUNITY
Certified B Corps are a new kind of business ¥ |
2 8 5 2 1 50 that balances purpose and profit. They are '] WORKERS ENVIRONMENT
J . | lega}ll}r required to consider the impact of their A ® ( Certified =i
Companies Industries decisions on their workers, customers, — 1
suppliers, community, and the environment. 4 N =

1 This is a community of leaders, driving of a
global movement of people using businesses
as a force for good.

64

Countries Unifying Goal

CUSTOMERS
Corporation

. 1 N\
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Fund Management










‘be bold, steer the ship in
a.different direction”

#



Eat & Drink Work & Study Business & Invest Info Think Sustainably

HOME > THINK SUSTAINABLY

Helsinki is committed to promoting a more
sustainable way of life — for everyone. Our new
service helps you make more sustainable
lifestyle choices. No task is too small. We need to
take action now. Climate change affects us all.



Make steps towards a better
life through your everyday
choices — see the sustainabili-
ty criteria.

There are 17 Think Sustainably criteria in the restaurants, cafes and bars category. The
suppliers presented by the Think Sustainably service fulfil at least 10 of them.

GIVE US FEEDBACK

Energy

If the place has its own heating contract and an option to use district heating, then the
heating is supplied by renewable district heating.

Food and beverage service

The establishment serves only “Best Choice” seafood dishes that follow WWF’s Sustain-

If the establishment has its own electrical contract, 100% of the electricity used is
sourced from solar, water, bio, or wind energy.

The establishment has a measurable plan to reduce of energy consumption that can be
monitored.

able Seafood Guide. -
Locally produced items are easy to find. v
More than one balanced vegan meal on the menu. v
The premises have tap water on offer. v
The establishment does not use disposable plates, cups, utensils or other tableware. v
Organic or Fairtrade labels are easy to find on products or meals. v
Leftover food is donated to an operator in the voluntary sector or sold directly to the cus- &y
tomer at a reduced price or via an application.
Social sustainabilit

y
The operator employs people who may otherwise be difficult to place. v
Both visitors and staff have guidelines on how to report and deal with inappropriate T
behaviour.
Information about accessibility to the premises is easily available. v




Give us feedback on the Think
Sustainably service

The Think Sustainably service helps you make more sustainable choices when it comes to being, living, and
spending time in Helsinki. As a city we want to give everyone who lives in, and visits, Helsinki the opportunity to
make better lifestyle choices. The service is built on criteria that provide companies with the tools they need to
become more responsible and encourage others around them to do the same. By using the service and giving
us your feedback, you can become a part of the solution and help us develop the criteria and the entire service.

WHICH SUPPLIER ARE YOU GIVING US FEEDBACK ABOUT?

Supplier’s name

W In my opinion the supplier is exemplary

W The supplier does not fulfil the required criteria or their operations fail to be sustainable in some other way

] | do not have enough information about how the supplier fulfils the criteria
Feedback al the Think Sustaii ' PVICE

O The importance of the service

[0 The understandability of the service

[0 Thebreadth of the service

u The functionality and reliability of the service



MANAGING SUCCESS
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