


I AM NOT 
A MARKETER

Marketing needs a reset.
Tourism needs a reset.
We all need a reset. 



EVERYONE TOLD ME 
I WAS A GOOD MARKETER







  I WAS A GOOD
MARKETER, 

BUT SOMETHING 
DIDN’T FEEL 

RIGHT 









MARKETING 
IS ABOUT 
VALUE(S) Steve Jobs



  I WAS A GOOD
MARKETER, 

SO I ADDED MORE VALUE 
TO OUR CUSTOMERS

LESS VOLUME TO OUR 
PLACE





  IT WAS GOOD 
BUT NOT GOOD ENOUGH 



  IT WAS GOOD 
BUT NOT GOOD ENOUGH 



The unaccounted costs associated with 
the additional demand of visitors. E.g.

• additional infrastructure required to 
transport, feed, accommodate, 
provide energy and water, and 
manage the waste of tourists and 
those employed in the sector.

• protecting/maintaining shared 
environmental & cultural assets

www.invisibleburden.or
g









The invisible value 











Economic leakage 
Low margins, no (happy) workforce
Overcrowding, Overconsumption, 
Overdependence, seasonality
Fragile environments (nature, culture…)
Exclusion and inequity 
and unequal access to market
Future crises 
Unaffordable housing
Climate emergency

Picture: hectojcm  “Crowded beach” istock



MARKETING & 
TOURISM

ARE ABOUT 
VALUE(S) 



PHENOMENA
|

ROLES & BEHAVIOUR
|

SOCIO-ECONOMIC SYSTEM DESIGN
|

HOW WE RELATE TO NATURE, ANIMALS AND EACH OTHER
|

AN ENGAGING NARRATIVE
|

DOMINANT VALUES
|

THE WAY WE LOOK AT PEOPLE AND THE WORLD
|

(FOR HUMAN PROGRESS)
(FLRISH, 2020)

The tra
nsiti

on 

of a
 SYSTEM 



THE TRANSFORMING TWENTIES 
WILL BE THE DECADE IN WHICH 

WE DARE
TO CHANGE A VIEW THAT HAS 

BROUGHT US PROGRESS – 
BUT THAT IS NOW KILLING US 

SLOWLY.

(FLRISH, 2020)



WE MARKETERS 
MUST DRIVE THE CHANGE 

THE TRANSFORMATIVE
TWENTIES 

THE CHANGE OF A SYSTEM 



In the meantime, 
how can 
marketers 
navigate these 
waters? 



How to navigate these waters?

Answer: it depends on your place and your people: 
your priorities, your values, and your possibilities to have an impact



Every place will need to transform 

Picture: BLM, Chris Henry; Graffiti, Mark de Jong 
(Unsplash)

#BuildBackBetter



Launched three-pronged process for 
their net zero path:

1) Destination Net Zero Action Planning
2) DMO Pilot Climate Action Planning 
3) Private Sector “Scope 3” pilot process

Visit Scotland recognizes their main areas of influence are:
● Leveraging their strength to collaborate across 

travel, energy, transport, environment, government, 
sectors 

● Providing advice for DMOs and businesses on how 
they can reduce emissions 

● Providing advice on how to find funding for 
businesses and destinations as they transition, build 
resilience, and align with the national government’s 
climate targets targets. 

 

Visit Scotland’s Road to Net Zero



Travel Oregon’s new transformational strategy looks 
at tourism through a racial equity lens





New Zealand collaborates with their indigenous 
people



VISITFLANDERS’ SHIFT IN PURPOSE 

FROM: GROWING MORE

tourism as an end goal  
Measured by number of visitors attracted to Flanders 

TO: FLOURISHING BETTER

 tourism as a means for a flourishing 
community 
Measured at the level of the tourism eco-system:

- citizen
- local entrepreneurs
- visitor
- the place



Also private sector and cooperatives are helping to 
transform tourism



A destination stewardship (or regenerative?) model is needed.  Not 
a destination management or destination marketing plan.

� Public/private shared agenda
� Broader community representation: tourism out the silo
� Place-making principles – collaboration with events, retail, parks, 

planning, enterprise agencies etc.

Tourism can be a driver of change.





1. See the whole picture 

2. Use sustainability standards

3. Collaborate in 
destination management 

4. Choose quality 
over quantity

5. Demand fair 
income distribution

6. Reduce tourism’s burden

7. Redefine economic success8. Mitigate climate impacts

9. Close the loop on resources

10. Contain tourism’s 
land use

11. Diversify source 
markets

12. Protect sense of place

13. Operate business responsibly

13 Guiding Principles


