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Alternative tourist strategies to enhance the local sustainable 
development of tourism by promoting Mediterranean identity 

WHY?
Areas of  high tourism attraction in coastal cities are reaching their carrying 
capacity limit, with a direct impact not only on the urban environment but on key 
elements that define the Mediterranean Identity. 

MODULE 2: TESTING

Objective: to enhance a balance among tourist attraction, as an economic source 
of growth, and the conservation of  the classical Mediterranean city model 
as an example of  sustainability.

WHAT?

Testing, in 6 MED cities/regions, used as LIVING LAB, existing methodologies 
and tools arisen in previous high impact projects with the aim of  reaching holistic 
and realistic tourist strategies at local and regional level that promote local 
sustainable development by preserving/restoring Mediterranean Identity.

HOW?

Reduce the concentration of  human 
activities in hotspots through the 

diversification of  the offer

Reinforcing 
Mediterranean identity 

of  touristic destinations

To enhance the coordination  between 
public and private stakeholders to 
create new business opportunities



Alternative tourist strategies to enhance the local sustainable 
development of tourism by promoting Mediterranean identity 

WHY?
Areas of  high tourism attraction in coastal cities are reaching their carrying 
capacity limit, with a direct impact not only on the urban environment but on key 
elements that define the Mediterranean Identity. 

MODULE 2: TESTING

Objective: to enhance a balance among tourist attraction, as an economic source 
of growth, and the conservation of  the classical Mediterranean city model 
as an example of  sustainability.

WHAT?

Testing, in 6 MED cities/regions, used as LIVING LAB, existing methodologies 
and tools arisen in previous high impact projects with the aim of  reaching holistic 
and realistic tourist strategies at local and regional level that promote local 
sustainable development by preserving/restoring Mediterranean Identity.

HOW?

Reduce the concentration of  human 
activities in hotspots through the 

diversification of  the offer

Reinforcing 
Mediterranean identity 

of  touristic destinations

To enhance the coordination  between 
public and private stakeholders to 
create new business opportunities



PILOTS

 Comunitat Valenciana: GANDÍA y VALENCIA

 Málaga

 Génova.

 Venecia

 Dubrovnik.

 Region Sur Aegea (Rodas).



THE MED IDENTITY – WHAT IT MEANS?

 Proximity to the sea.

 The landscapes (combination of sea and
mountains).

 It’s weather, thanks to the mountains near the sea
(meteorological cataclysm).

 Its unique vegetation (holm oak, olive, Aleppo pine,
figs, carobs, pistachios…).

 The Mediterranean diet, inside UNESCO’s
Intangible Cultural Heritage list.

 It’s history, and passing civilisation, predecessors of
nowadays traditions.

“The Mediterranean is a sea, a climate, a landscape, a way of life – all of these 
and much more.”

Manarola Scenic Viewpoint, Manarola, Italy



Antalya, Turkey

THE MED IDENTITY
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Limassol Marina Street, Limasol, Cyprus
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San Pietro in Cariano, Italy

THE MED IDENTITY
“The Mediterranean is a sea, a climate, a landscape, a way of life – all of these 
and much more.”

 Proximity to the sea.

 The landscapes (combination of sea and
mountains).

 It’s weather, thanks to the mountains near the sea
(meteorological cataclysm).

 Its unique vegetation (holm oak, olive, Aleppo pine,
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 The Mediterranean diet, inside UNESCO’s
Intangible Cultural Heritage list.

 It’s history, and passing civilisation, predecessors of
nowadays traditions.
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Moros y Cristianos at Sóller, Valencia, Spain

THE MED IDENTITY
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MED IDENTITY SURVEY

What IS being mediterranean nowadays? 
Experts + residents +  tourists + professionals

Still open!!! > looking forward to your opinion ; ) 

http://enquest4.uv.es/portal/portalaccesoA_ECO.php



PRELIMINARY STUDY

CV Main Data

A Mediterranean territory

Area: 23,255 km2 (4.6% of the county)

Coastline: 632km

Population: 4,959,968 inhabitants

Third tourist destination in Spain

23 million of tourists in 2015

Overnight stays in private 
accommodations (second residence, 
rented accommodation and family and 
friends): 120 million (76.7%)

Valencia

Gandía



PRELIMINARY STUDY

� Valencia: as an urban destination affected by the amount of incoming 
cruisers 

� Gandía: as a “sun and beach” destination.

How many different Med cities do we have?

> Main cities destination typologies for Valencia Region



GANDIA PILOT

1_ NOWADAYS SITUATION ANALYSIS

/ FRAMEWORK
/ STUDIES CARRIED OUT

2_ ALTERNATIVE STRATEGIES
/ GANDIA PLAN

Lack of reliable data – people counting device
Disconnection beach – centre (loose of identity)
Strong seasonality

/ ACTIONS TO BE TAKEN



FRAMEWORK
GANDIA

(www.visitgandia.com)



STUDIES CARRIED OUT

GANDÍA

Analysis of the municipality of 
Gandía and its model of tourism

POLYTECHNIC UNIVERSITY OF 
VALENCIA

Assistance for the development of 
Mediterranean Identity in the 
Gandía territory framework

UNIVERSITY OF VALÈNCIA



STUDIES CARRIED OUT

GANDÍA CONCLUSIONS:

 Strong seasonality.

 Disconnection (physical) between the 
beach and the cultural center of the 
historic center.

 Lack of up-to-date and reliable 
data.

 Obsolescence of tourist 
buildings/apartments.

 Exceeding carrying capacity in 
summer due to concentration in the hot 
spot (beach front).

 Loose of identity (past 
policies/investments).

Beach

Historic centre



STUDIES CARRIED OUT



outdoor

wireless

device

GANDIA PLAN
SOLUTIONS

/LACK OF RELIABLE DATA – PEOPLE COUNTING DEVICE
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GANDIA PLAN
SOLUTIONS

/LACK OF RELIABLE DATA – PEOPLE COUNTING DEVICE



PEOPLE COUNTING DEVISE task broadening

Marketing focused 

on Gandía

MED identity

GANDIA PLAN
SOLUTIONS

/DISCONNECTION BEACH – CENTRE (LOOSE OF IDENTITY)



Strong seasonality

Type of touristic 
accommodation

GANDIA PLAN
SOLUTIONS

/STRONG SEASONALITY
IMPROVEMENT OF THE TOURISTIC 
ACCOMODATION



HOTELS APARTMENTS
Measures currently on going
by complementary research
institutes focus on hotels

Improvement of the quality
(Nobody working on it)

Promote a quality label oriented to the 

tourist apartments that contemplate the 

parameters to be met to improve the 
quality perceived by the tourist.

GANDIA PLAN
SOLUTIONS

/STRONG SEASONALITY IMPROVEMENT OF THE TOURISTIC ACCOMODATION

es



BES Building certification for turistic appartments

es
Requirements relating to:

Accessibility and Safety of use

Functionality of spaces

Acoustic comfort

Sustainable use of natural resources

Energy saving and thermal comfort

GANDIA PLAN
SOLUTIONS

/STRONG SEASONALITY IMPROVEMENT OF THE TOURISTIC ACCOMODATION



IVE Certification body: 
BES Building certification for turistic appartments

GANDIA PLAN
SOLUTIONS

/STRONG SEASONALITY



Create a procedure to get data from selected INDICATORS continuously 
over time.
MITOMED+ will provide ALTER ECO with the indicators and ALTER ECO will 
collect them among its pilots.

GANDIA PLAN
SOLUTIONS

SYNERGIES – MITOMED +



VALENCIA PILOT

1_ IDENTIFICATION OF MAIN PROBLEMS

/ANALISYS OF TOURISM FLOODS
/LIVING LABS WITH RELEVANT ACTORS

2_ ALTERNATIVE TOURISM STRATEGIES
/STRATEGY 1: Promoting alternative tourism routes
/STRATEGY 2: Promoting events in non-flooding urban areas.

3_ MONITORING RESULTS

/MON-STRATEGY 1: With social networks
/MON-STRATEGY 2: Monitoring the flows (sensors of presence)
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IDENTIFICATION OF MAIN PROBLEMS/FLOODS
“Valencia has become one of the most favourite cities regarding tourism.”

30352879
2415

13641348

Visiting monuments
and museums
CAC

Beach

Bioparc

Natural Spaces

Motivations?
• 90.1% “Ciutat de les Arts I les Ciències”
• 75.6% desires to go to the beach,
• 42.7% wants to pay a visit to the Bioparc
• 42.2% prefer to also visit other natural

spaces

VLC’s Tourism Office (“Estudio de Dimensionamieno de la Oferta de Viviendas de Uso Turístico - 2016” )

> Survey of 3,195 persons - 11 different neighbourhoods – 4 languages.



QUÉ?
Objetivo general del proyecto:

Mejorar la sostenibilidad del modelo turístico a partir de la puesta en 
valor de la identidad mediterránea

Problemática específica de Valencia en materia de turismo vinculada 
al proyecto:

 Concentración de los turistas en puntos calientes de la ciudad



Expenses?

2016, daily average (not having into
account the lodgment expenses):

40.8% in-between 30-60€
38.7% foresee 60-100€
2.7% spends around 200-300€.

40,8%

38,7%

2,7%

17,8%

<60€ 60-100€

>100€ N/A

VLC’s Tourism Office >> “Estudio de Dimensionamieno de la Oferta de Viviendas de Uso Turístico (2016)”. Survey of
3,195 persons - 11 different neighbourhoods – 4 languages.

IDENTIFICATION OF MAIN PROBLEMS/FLOODS



Source: AIRBNB 
(http://www.airbnb.es/)

156,388km network of underground/metro plus tram 

132.6km of cycling lanes (ValenBisi service)

BUT…… Not enough!

IDENTIFICATION OF MAIN PROBLEMS/FLOODS

Ciutat Vella (55.4%)

Russafa (10.8%)

La Malva-Rosa (6.8%)

Touristic apartments?: 

data confirms the polemic of
flooded touristic neighborhoods.



Living labs with relevant city actors (+ ONGs, local associations)

How to promote resilient tourism strategies?

IDENTIFICATION OF MAIN PROBLEMS / L.LABS
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ALTERNATIVE STRATEGIES/ST 1:ROUTES



El Grau y El Cabanyal RuzafaBenimaclet

2. Socio-cultural investigation of the neighborhood
/ Characteristic places and data compilation
/ Events schedule
/ Traditions, stories and tales
/ Monuments
/ Useful information, how to move there…
/ General lever

ALTERNATIVE STRATEGIES/ST 1:ROUTES



example: 

ALTERNATIVE STRATEGIES/ST 1:ROUTES



socio-cultural investigation

ALTERNATIVE STRATEGIES/ST 1:ROUTES





ALTERNATIVE STRATEGIES/ST 1:ROUTES
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ALTERNATIVE STRATEGIES/ST 1:ROUTES



MALVARROSA SOCIAL-BEACH 

CABANYAL MARKET

ATARAZANAS ART CENTERRICE MILL MUSEUMCULTURAL LIFE IN “LAS NAVES”

ALTERNATIVE STRATEGIES/ST 1:ROUTES



ALTERNATIVE STRATEGIES/ST 1:ROUTES



GENERAL

/ Transporte
/ Contexto histórico
/ Eventos
/ Leyendas y tradiciones

VECINDARIO

/ Lugares
/ Eventos
/ Historia del barrio

ESTUCHE

/ Los Poblados
Marítimos de El Grau y 
El Cabanyal

JAUME

DAVID

CARMEN

CATALINA

POSTAL

/ Lugares y mapa
/ Envía tu propuesta!

ALTERNATIVE STRATEGIES/ST 1:ROUTES



ALTERNATIVE STRATEGIES/ST 1:ROUTES



ALTERNATIVE STRATEGIES/ST 2:EVENTS

> New area from América’s Cup infrastructure.

> Region + City council investments to create a 
new innovation area.



ALTERNATIVE STRATEGIES/ST 2:EVENTS
> New amazing cultural agenda

> Touristic attraction activities



ALTERNATIVE STRATEGIES/ST 2:EVENTS



ALTER ECO > Monitoring people
flows in LA MARINA

ALTERNATIVE STRATEGIES/ST 2:EVENTS



ALTERNATIVE STRATEGIES/ST 2:EVENTS

TECHNOLOGY >
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We are happy to collaborate!!! : )



Leticia Ortega, lortega@five.es
Carolina Mateo, cmateo@five.es

CONTACT  US !!!


