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INTRODUCTION

Tourism is experiencing continued growth and is qualified as one of the fastest growing
economic sectors in the world. This resulted in an increase of diversification and competition
among destinations (UNWTO). Tourism can have positive economic impacts such as
generating employment and income, supporting global trade and infrastructure projects coming
from the tourism revenue through construction of new roads, public space and parks that can

benefit local people as well as tourists (OECD, 2020).

However, there are some negative effects of tourism. Tourism makes up an increasing part of
the world’s greenhouse gas emissions. The contribution of both tourism and travel accounts for
5% of global carbon emissions (UNWTO and UNEP, 2008; OECD/UNEP, 2011; UNWTO
and ITF, 2019), with half coming from air travel (TUI, 2019). Climate change is one of the key
global issues in today’s world (United Nations) and thus it is urgent to have progress towards
low carbon tourism development (UNWTO). Furthermore, tourism results in overcrowding
and congestion of infrastructure related to tourism, degradation of historical and natural sites,
landscapes, monuments and public spaces (OECD, 2020). This can also lead to a loss of
authenticity and identity for host regions, negatively influencing not just the visitor experience
but the environment and host communities as well, which tourism obviously rely upon (OECD,
2018; Peeters et al., 2018; UNWTO et al., 2018 and 2019; McKinsey and WTTC, 2017).
Moreover, natural resources of the region are used by tourists at the expense of local people
that are already scarce (Aware impact, 2019).

Therefore, a central question arises: Is it possible for tourism businesses to change their
practices towards sustainability to promote a more responsible tourism? The World Tourism
Organization praises sustainable development in the tourism industry and defines it as “tourism
that takes full account of its current and future economic, social and environmental impacts,
addressing the needs of visitors, the industry, the environment and host communities” (UNEP
and UNWTO, 2005, p.11-12). In the literature, the term ‘sustainable tourism’ is widely used.
‘Sustainable tourism’ means ‘tourism that is based on the principles of sustainable
development’ and refers to a central objective which is to make all tourism more sustainable
(United Nations Environment Programme and World Tourism Organization, 2005). Butler has
described sustainable tourism as “tourism which is developed and maintained in the area

(community, environment) in such a manner and at such a scale that it remains viable over an



indefinite period and does not degrade or alter the environment (human and physical) in which
it exists to such a degree that it prohibits the successful development and wellbeing of other

activities and processes” (Butler, 1999, p.35).

| believe that enterprises in the tourism industry need to take into account sustainability when
doing business, which include adopting sustainable actions. This requires a fundamental
change in the traditional processes which were commonly used in the sector in order to meet
the current needs of consumers for sustainability. Tourism professionals need to find ways to
live up to the consumers’ expectations and take on this challenge to stay attractive in the market

which involves sustainable development.

The motivation for this thesis comes from my personal interest. | have travelled to many
countries and am passionate about travel. Since we live in a world where climate change,
biodiversity, ocean pollution and other resources scarcity are top issues, | realized that actions
needed to be taken which start by being more responsible in my everyday life as well as my
consumption. However, there have been difficulties in resolving the problems of sustainability
in the context of tourism which is why there is a need for more targeted research that try to find

practical solutions and develop theory.

The objective of this thesis is to fill gaps in knowledge about the attitudes of Belgian tourism
enterprises towards sustainable tourism. Since sustainable tourism offers are important for
consumers to have the choice to opt for a more responsible tourism, we will focus on the
tourism offer. Therefore, the purpose of this paper is to understand the motivations of tourism
enterprises, and more specifically tourism enterprises in Walloon Brabant, and what obstacles

they encounter when adopting sustainable tourism, as well as how to overcome these obstacles.

The paper comprises a literature review which covers facts and figures from previous studies
about the tourism industry, sustainable tourism and sustainable development followed by
empirical research aiming at investigating the obstacles and reasons for tourism organizations

to develop a sustainable tourism in the province of Walloon Brabant.

The literature review counts two chapters. The first chapter focuses on the tourism industry at
large and highlight its importance, as well as its impacts. The second chapter addresses
sustainable tourism through the definition of sustainable tourism and the difference between
sustainable tourism and ecotourism. It also explores the origin and emergence of sustainable

development and its key pillars, customer reaction towards sustainability, and also the



motivations and obstacles encountered by tourism companies to develop sustainable tourism.

Finally, it reviews sustainable tools to implement and the role of ecolabels.

The second part of this thesis consists of an empirical study involving tourism enterprises in
Walloon Brabant. In order to gain insights on their obstacles and reasons to develop sustainable
tourism, interviews were conducted with tourism professionals in different types of tourism
companies. Resource constraint has led the study to focus mainly on attractions and
accommodations. The first chapter of this empirical part concentrates on the description of
tourism in Walloon Brabant with the support of some statistics, then sustainable tourism in the
province is studied. The second and third chapters describes the development of the research
question and the methodology used to conduct the empirical research. The fourth chapter is
devoted to the analysis of the data gathered during the interviews. The last part concludes this
thesis by summarizing the objectives and results of the work, providing recommendations and

finishes by briefly mentioning further research opportunities related to the subject.



PART I: LITERATURE REVIEW

Chapter 1. The tourism industry

Chapter 1 sets out the key definitions of tourism and outlines the importance of the tourism
industry. First, it exposes a few definitions of tourism. Secondly, it describes the tourism
industry with some key data putting forward the importance of tourism. Lastly, it explains the
impacts generated by tourism.

1.1. Definitions

Tourism can be defined in many different ways, which is why the United Nations World
Tourism Organization launched a project from 2005 to 2007 to provide a common glossary of
tourism terms. It provides a definition of tourism which is as follows: “Tourism is a social,
cultural and economic phenomenon which entails the movement of people to countries or
places outside their usual environment for personal or business/professional purposes. These
people are called visitors (which may be either tourists or excursionists; residents or non-
residents) and tourism has to do with their activities, some of which involve tourism

expenditure.” (UNWTO, 2008, p.1). For this thesis, we retain this definition of tourism.

In the literature, according to many authors (Jafari, 2002; Holloway & Taylor, 2006; Hall,
2008), individuals are considered tourists when they leave their usual environment on a
voluntary basis, where their home is, to visit another surrounding. These individuals generally
participate in a variety of activities, regardless of the proximity or distance of that destination
(environment). In addition, Holloway and Taylor (2006) and Cooper (2008) states that tourism

involve people moving for any reason, even day trips or outings.

1.2. Importance of the tourism industry

The tourism industry has not stopped from growing since the last three decades and has become
one of the world’s largest sectors contributing to socio-economic development and job creation
(World Travel & Tourism Council, 2020). This first section describes the tourism industry with

some key data showing its evolution and rising influence on the global economy.

Based on the World Tourism Organization (UNWTOQO) statistics, international tourist arrivals

accounted for 25 million in 1950. In 1970, this number had increased to 66 million and in 1990



to 435 million (UNWTO, 2011). In 2000, it amounted to 674 million (UNWTO, 2011) and
then it increased strongly to reach 1.23 billion in 2016. The last research conducted by the
Word Travel & Tourism Council (WTTC) in cooperation with Oxford Economics presents the
tourism sector as experiencing 3.5% growth in 2019, outperforming the global economy
growth of 2.5% for the ninth year consecutively (see Figure 1) which means that the tourism
industry keeps increasing years after years (WTTC, 2020). According to the World Tourism
Organization forecast, international tourism arrivals are expected to reach 1.8 billion by 2030
(UNWTO, 2011). Resulting from that, the tourism industry has placed itself as a major driver
of economic growth whereas its contribution to the world’s GDP elevated to US$ 8.9 trillion
in 2019 (or 10.3% of global GDP). Moreover, it has created 330 million jobs which equates to
1in 10 jobs around the world and has generated 28.3% of global services exports in 2019. This
positioned the Travel & Tourism sector as the best partner for governments to create
employment (WTTC, 2020).
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Figure 1: Percentage of the Global Travel & Tourism growth and the Global economy GDP growth. (World Travel
& Tourism Council or WTTC, Global economic impact & trends 2020, June 2020, p.1)

1.3 Impacts of tourism on our planet and the host destinations

As seen in the above section, tourism can be described as a rapidly expanding sector that now
represents around 10% of the world’s economic output and is one of the main creators of
employment (WTTC, 2020). This growth comes with great questioning about the impact of
this activity. Therefore, this section is devoted to exposing the main positive impacts and
negative consequences related to tourism. This section is divided into three dimensions, which
are consistent with the three pillars covered by sustainable tourism that will be described in

detail later in this paper.

1.3.1. Economic impacts



In early years, it is true that researchers were rather optimistic since their findings emphasized

largely the economic benefit of tourism for host destinations.

First and foremost, international tourism is known to generate a flow of currency into the
economy of host countries and contribute positively to its balance of payments in the same way
as a non-visible export. This entree of revenue, similarly to other export industries, initiates
employment, government revenue, household income and business turnover (Archer et al.,
2005). A positive chain effect can also be observed for domestic tourism, with one difference
regarding the currency: domestic tourism brings a flow of the same currency and hence is

redistributing spatially the currency within the country’s boundaries. (Archer et al., 2005).

Furthermore, the benefits experienced by less developed areas tend to be greater than those
experienced by other regions. Research has shown that tourism is more effective in creating
employment and income in developing regions of a country than other sectors. In other words,
itis in those less-developed areas that the tourism industry can have a greater impact since the
income of the local people can increase more proportionally to the ones in developed areas
(Archer et al., 2005). In addition, developing tourism in underdeveloped countries necessitate
infrastructure and other facilities such as hotels. The construction of highways and airfields is
beneficial for both tourists and local people as they can use it, even though the benefit received

from these developments is little for the local people (Archer et al., 2005).

Concerning the negative economic impact on host regions, destinations can become too
dependent on tourism income which is not a good thing since it makes them vulnerable and in
case of bad weather, terrorism, or diseases, their economy will suffer and there will be
dramatically more affected than the other countries (Gonzéalez et al., 2018; OECD, 2018;
Peetersetal., 2018; Postmaetal., 2017; UNWTO et al., 2018; McKinsey-WTTC, 2017). These
impacts described can be consequent or minor depending on several factors such as the flow
of visitors disperse or not in different countries and at different time of the year, the type of
their stay (for business purpose, leisure, etc.) and their duration, the carrying capacity of the
host regions and their tourism-related sites or in other words their ability to manage/welcome
a huge number of tourists, along with the ability for local communities of host destinations to
adapt to it (OECD, 2020).

1.3.2. Environmental impacts

Regarding the negative environmental impacts of tourism on the global scale, a major one is

air pollution. Pollution in the form of dirt and dust can be generated if the tourism development



is not correctly planned, developed and laid out or is under construction. Furthermore, air, road
and rail transport continue to increase due to the growing number of tourists and their greater
mobility. As a result, tourism now represents more than 60% of air travel and is thus responsible
for a significant share of air emissions (Sadeghian, 2019).

Moreover, tourism used 3.2% of the global total in energy which contributed to about 5% of
climate change (TUI, 2019). As Gossling (2002) estimated, the energy consumption of tourism
on the global scale is 14.8 petajoules, of which 94% relate to the transportation sector, 3.5% to
the hospitality sector, and the remainder to the attractions sector. To produce its visitor
experience, products and services, the global tourism industry needs large amounts of energy
(Becken, 2002; Becken and Simmons, 2002; Gossling, 2002; Kelly and Williams, 2007).

In addition, pollution of oceans and freshwater by the release of waste is another negative
impact from tourism (Gossling, 2002; Middleton and Hawkins, 1998; UNEP, 2005). Indeed,
tourism can put pressure on fragile ecosystems which consequently degrade the physical
environment and disrupt the wildlife (UNEP, 2005). As a matter of fact, the most frequent
problem in tourism areas is the abandonment of debris in the landscape (Sadeghian, 2019). For
example, it is estimated that cruise ships in the Caribbean produce more than 70,000 tons of
garbage each year. Littering and solid waste can deteriorate the physical appearance of the

coastline and water and could result in the death of sea creatures (UNEP, 1997).

On the local scale, tourism contributes to the pollution of the air by the transportation of tourists
during their stay to go from one place to the other. According to Andereck (1993), most of the
air pollution from tourism is caused by automobiles. Cars emit by far the most carbon

monoxide compared to all the other means of transportation.

Leisure activities (such as snorkeling, scuba diving, etc.) performed at the destination can lead
to the erosion of coral reefs. Other activities such as skiing and walking in mountains can also
cause erosion of local environment (Middleton and Hawkins, 1998), not to mention tourism
impacts on townscapes, ‘traditional’ landscapes and nature (Font and McCabe, 2017; OECD,
2018). The over presence of numerous tourists at touristic infrastructure can result in a
degradation of monuments, natural and historical sites, public spaces and landscape (OECD,
2018). In addition, poor waste management and tourist behaviors can lead to environmental

degradation of the host destination.

An example of this is the case of Maldives, which when we think about it has immaculate

landscapes with clear blue waters. It stimulates a feeling of a place untouched by the



humankind. It has been a dreamed destination to go to and is welcoming many tourists each
year. Now, tourism is its largest economic sector, and this small island has experienced massive
growth over the last decades (Camilleri, 2018). In 1995, the number of tourists accounted for
315,000 tourists' arrivals in Maldives and that number has risen to 1.7 million tourists in 2019
(World Bank, 2021). These growing flow of tourists places an important load of stress on

Maldives’s resources and its natural landscapes.

Tourists generate considerably more waste than residents, and on top of that the country
consists of small islands and reefs where there is little room for waste disposal (Brown et al.,
1997). Bigger countries with more ground have the capacity to move away the detritus and
waste to desert places, whereas for hotels in Maldives the alternatives are to dispose waste in
the sea or incinerate it (Brown et al., 1997). Both actions damage the essential beauty which
attracts many travelers (Camilleri, 2018). Not to mention the waste abandoned on the beach by
tourists. The case of Maldives, and other similar cases, describes the singular challenge of the
tourism activity. Destinations that are dependent on tourism to maintain economic growth
must also come up with ways to safeguard their natural resources (Eiseman, 2018).

1.3.3. Social and cultural impacts

Tourism has negative impacts on the social and cultural environment. Destinations can lose
their identity and authenticity because of tourism (OECD, 2018). To give some examples, it
could be the fact that hotels turn traditional arts and rituals into a form of entertainment and
profit; the disruption of the traditional way of earning wages; the disturbance of local culture
by western societies ‘taking the control’ over the less-developed countries (Middleton and
Hawkins, 1998) which means that tourism has an impact on heritage and Indigenous cultures
(Font and McCabe, 2017).

In conclusion, although tourism is seen as a great source for economic development, mass
tourism comes with many negative impacts, such as air pollution, degradation of host
destinations due to the large number of tourists, their behaviors and the production of waste,

as well as the loss of identity and authenticity of host regions.




Chapter 2. Sustainable Tourism

Chapter 2 addresses the whole concept of sustainable tourism. First, it proposes definitions of
sustainable tourism. Secondly, it highlights the difference between the terms ecotourism and
sustainable tourism. Thirdly, it reviews the origin of sustainable tourism. Fourthly, it provides
the three pillars of sustainable tourism. Fifth, it discloses customers’ reaction towards
sustainability. Sixth, it describes businesses attitudes towards sustainable tourism by outlining
the motivations and obstacles of developing sustainable tourism. Lastly, it presents the
sustainable tools to be implemented and the role of ecolabels.

2.1. Definitions

The UN World Tourism Organization (UNWTO) has presented a definition of sustainable
tourism as “tourism that takes full account of its current and future economic, social and
environmental impacts, addressing the needs of visitors, the industry, the environment and host
communities” (UNEP and UNWTO, 2005, p.11-12). For this thesis, we will retain this
definition of sustainable tourism. The UNWTO enlarged this definition to comprise three

critical points which manifests the traditional approach of sustainable tourism:

1. “Make optimal use of environmental resources that constitute a key element in tourism
development, maintaining essential ecological processes and helping to conserve
natural heritage and biodiversity”. (Definition of physical sustainability, UNEP &
UNWTO, 2005, p. 11).

2. “Respect the socio-cultural authenticity of host communities, conserve their built and
living cultural heritage and traditional values, and contribute to inter-cultural
understanding and tolerance”. (Definition of socio-cultural sustainability, UNEP &
UNWTO, 2005, p. 11).

3. “Ensure viable, long-term economic operations, providing socio-economic benefits to
all stakeholders that are fairly distributed, including stable employment and income-
earning opportunities and social services to host communities, and contributing to
poverty alleviation.” (Definition of economic sustainability, UNEP & UNWTO, 2005,
p. 11).

The definition given by the World Tourism Organization was considered very broad. To have

a deeper understanding of what sustainable tourism is, a synthesis of the recommendations



10.

from the Global Code of Ethics for Tourism (UNWTO, 1999) on what should be sustainable

or responsible tourism will be exposed further in this chapter.

Lane (1994) emphasized that sustainable tourism seeks to reduce environmental and cultural
degradation at the minimum, maximize visitor satisfaction and optimize the region’s long-term

economic growth.

The participation of all relevant stakeholders is a requisite for sustainable tourism development.
These stakeholders include tourists (foreign and domestic); tourist businesses (such as
investors, developers, operators; employees, management, shareholders; private and public),
the host community and their governments (Liburd & Edwards, 2010; Pigram and Wahab,
1997; Weaver, 2006). For this process of tourism development, Bramwell and Lane (2000)
suggest the need to plan effectively and implement collaboration and partnerships among these

various stakeholders.

The organization has developed guidelines and management practices which can be applied to
all types of tourism, destinations, even mass tourism and the niche segments. A proper balance
between the three aspects (environment-economic-social/cultural) must be settled to assure its
long-term sustainability. Therefore, maintaining traditional values, preserving cultural heritage
and providing authentic experiences for tourists have been put forward as essential elements of

sustainable tourism (Liu, 2003).

However, the guidelines stated by the UNWTO are very broad and open for interpretation. It
is still much theoretical, and the literature does not provide an operational definition yet. A
solution proposed by Lansing and De Vries (2007) is to implement a governance instrument
rating system like AAA Diamonds, Michelin Stars and Mobile stars in order to be more
credible for travelers and be recognized as true sustainability. Indeed, Lansing and De Vries
(2007) have questioned the use of the term ‘sustainable tourism’ as a means advertised by
countries and corporations to differentiate from competition and deliver a more ethical message
to tourists who are morally conscious. It has been also criticized by others that found this to be
a brilliant marketing tool in order to improve their ethical appearance (only in paper) and attract

customers.

In the further course of this work, we have found it relevant to underline the difference between
the terms ecotourism and sustainable tourism which are often confused. In the following

section, we present in more detail the concept of ecotourism.
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2.2. Difference between ecotourism and sustainable tourism

Since the 1980’s, people worldwide have become knowledgeable of the negative impacts
generated by mass tourism and the concept of sustainable development in tourism was therefore
introduced (Manente et al., 2014). There was a growing need for a more sustainable way of
travelling. In order to respond to the market, several forms of tourism have seen the light such
as ecotourism and sustainable tourism. It can be noted that ecotourism and sustainable tourism
are two terms that are commonly believed by people that they are interchangeable. This section
will focus on ecotourism in order to shed light on the difference between these two terms.

The globalized world of today has generated an overproduction of goods and services. The
tourism industry proposes numerous attractions, tours and destinations. As a result, this has
created considerable environmental issues such as land use, garbage, sewage, deforestation,
habitat destruction for many species, modification of coasts, etc. (Ramirez and Santana, 2019).
Moreover, mass tourism triggered controversy because it controls tourism within a region and
because it diverts revenues away from local communities to international destinations (Fennell,
2008). Because of the many environmental problems and lack of consideration for the

environment suggested by mass tourism, alternative forms of tourism have been developed.

The term 'Ecotourism' was coined by Ceballos Lascura in 1983 which in part resulted from the
growing awareness and consciousness of the negative impacts caused by mass tourism to
natural regions (Orams, 1995). This person defined ecotourism as “travelling to relatively
undisturbed or uncontaminated areas with the specific objective of studying, admiring, and
enjoying the scenery and its wild plants and animals, as well as any existing cultural
manifestations (both past and present) found in these areas” (Ceballos Lascurain, 1987, p. 13-
14). Another definition given by the United States Ecotourism Society (1992) declares that
ecotourism is “responsible travel to natural areas that conserves the environment and sustains

the well-being of local people” (WWF International, 2001, p. 2).

Ecotourism introduces a more nature based and sustainable form of tourism that seeks to link
culture and biodiversity (Cobinnah, 2015) as well as restoration and conservation (Ramirez and
Santana, 2019). These latter authors also stated that ecotourism has come up with a better
manner to use resources and allows an ideology based on the environment. According to Li
(2004), ecotourism is one of the most eco-friendly substitutes of tourism for the economic

management of resources. Furthermore, ecotourism can play a role in the conservation of
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biodiversity and endangered species (Bookbinder et al. 1998; Cobbinah, 2015; Das and
Chatterjee 2015; Ghosh and Ghosh 2019; Wardle et al. 2018). According to Cobbinah (2015),
the concept of ecotourism seems to solve, among the environmental conservation, cultural
preservation, economic development, poverty alleviation, etc. It also may benefit local
communities (Buckley, 2001: Geffroy et al., 2015). Indeed, we can talk about the so-called
community-based ecotourism (CBET) which is “a form of ecotourism where the local
community has substantial control over, and involvement in, its development and management,
and a major proportion of the benefits remain within the community” (Denman, 2001, p.2).
Adding to that, ecotourism can raise awareness about the environment and educate people

about conservation (Zacarias and Loyola, 2017).

To give some numbers, ecotourism accounted for a share of 10-15% of global tourism growth
and has risen to 30-40% more recently, corresponding to practically 474 millions of travelers,
which shows that ecotourism is well developed (Fritsch & Johansen, 2004; Sing, 2010). To
give an example, in India, in Bhitarkanika National Park, 37,080 tourists were counted between
2008 and 2009. Between 2012 and 2013, this number increased to 46,917 tourists (Information
Brochure, Mangrove Forest division (WL), Rajnagar, Kendrapara, Odisha; Das and Chatterjee,
2015). Furthermore, UNWTO (1998) declared that ecotourism and all forms of nature-related
tourism make up about 20% of total international travel (International Ecotourism Society,
2000).

However, there is a paradox of ecotourism which says that ecotourism can lead to the
degradation of the natural surroundings (Ramirez and Santana, 2019). On one hand, ecotourism
has positive effects such as the creation of jobs for the local people and the reduction of their
need to emigrate (Ramirez and Santana, 2019). On the other hand, it can still have negative
impacts such as the loss of traditions as well as the destruction of a few of the natural beauty
of the place (Ramirez and Santana, 2019). Higham and Liick (2007) have similar thoughts and
point out that the expansion of ecotourism travel options unavoidably comes with a range of
related impacts. Critics indicate that ecotourism encourages development and therefore the
destruction of natural resources (McLaren, 2003). It is also the belief of Orams (1998) who
argues that all forms of tourism (even ecotourism) have negative effects and influences on the
natural landscapes. Ecotourism is per se not possible in view of the statement that any types of
tourism will have a negative consequence (Orams, 1998). Weaver (2002) states that the
environmental repercussions of ecotourism can be either intentional or unintentional. To give

an example, intentional costs are the costs that take place with the building of an ecolodge. Das
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and Chatterjee (2015) advance that a lot of studies assert that ecotourism does not meet the
expected result of encouraging conservation of biodiversity. Many researchers view
ecotourism as a tool to generate revenues. The word ‘ecotourism’ is employed to appeal

consumers, and by that generating more profit (Ramirez and Santana, 2019).

When correctly managed and implemented, ecotourism can be a driver for biodiversity
conservation, empower local communities and allow a more sustainable way of using the
natural and local resources. Moreover, ecotourism can be an instrument to raise environmental
awareness of tourists and locals, educate people and help to enhance social wellbeing. These
statements, nevertheless, do not signify that ecotourism always produces favorable results. In
fact, not all local people participating in ecotourism benefit from it. (Zacarias and Loyola,
2017)

There can be made a conclusion that the difference between ecotourism and sustainable
tourism is that ecotourism is a form of tourism, a tourism based on nature where ecolodges
are built in remote places, surrounded by nature and focus on the preservation of the
environment and support to local communities, while sustainable tourism concerns all forms
of tourism (even in urban areas), has a more global view with its three dimensions (social,
environmental and economic) and responds to the needs of the environment, host

communities, visitors and the industry.

In the rest of this work, we return to our main subject which is sustainable tourism. In the
following point, we found it relevant to go back to the roots of sustainable tourism. This will
allow us to have a better understanding of the concept.

2.3. Origin of sustainable tourism

To begin this part, it is interesting to look at what are the drivers of sustainable tourism. Four
forces of social change have been identified by Prosser (1994) as drivers for searching for
sustainable tourism: increasing environmental awareness and a sensitivity for culture,
dissatisfaction for products that already exists, realization of the valuable resources that
destinations regions have in their possession and their vulnerability, and the changes in

attitudes of tour operators and developers.

The concept of sustainable tourism has been evolving as a result of in part the activities of

environmental lobbies’ campaigns such as Friends of the Earth, Green Peace, Tourism concern,
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etc. (Dinan and Sargeant, 2000). This term has gained in popularity since the middle of the
eighties and particularly since the Rio Earth Summit (UNCED, 1992).

Literature in sustainable tourism has been forecasting the changing behavior of tourists and
marketers towards a more conscious environmental attitude for decades. Some have implied
that tourists would even be ready to pay higher costs for more sustainable tourism offerings
(Dolnicar et al., 2008). While this term is still at its starting point, it has resulted in impressive
progress from minor economic contribution to larger involvement in sustainability (Garg and
Panday, 2020). As a matter of fact, sustainability has been praised by many as a means for
tackling the negative effects of tourism and sustaining its long-term viability (Liu, 2003).
Bramwell and Lane (1993) put forward a positive method to improve the complex relationship
between these different actors: the tourism industry, the tourists, the host communities and the
environment in order to maintain the quality of natural and human resources and long-term

capacity.

The Brundtland commission report (World Commission on Environment and Development,
1987) provided the original definition of sustainable development as “development that meets
the needs of the present without compromising the ability of the future generations to meet
their own needs” (WCED, 1987, ch 2, sec.1, para.l). Three key objectives have been identified
by Cater (1993):

e “Meeting the needs of the host population in terms of improved living standards both

in the short and long term” (Cater, 1993, pp. 85-86)
e satisfying the demands of an increasing number of tourists
e and safeguarding the natural environment in order to achieve the two previous

objectives.

In the remainder of this work, we have found it relevant to highlight how sustainable tourism
is applied in practice. In the following section, we present the three pillars of sustainable

tourism that must be taken into account to contribute to sustainable development.

2.4. Pillars of sustainable tourism

Sustainable tourism is a vast concept established on three pillars of sustainable development:
economic, social and environmental (Francois-Lecompte et al., 2013). To be more precise, it

refers to economic development, social development and environmental protection
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(Niedziotka, 2014). In addition, Niedziotka (2014) indicates that the term "social development™

has been replaced by the term "socio-cultural development”.

Regarding the first pillar ‘environmental’, sustainable tourism should minimize waste
generation, protect natural heritage, develop nature tourism when it corresponds to the capacity
of the place, economize scarce and precious resources (such as energy and water), spread out

the flow of visitors in time and space and impose constraints on tourism in sensible areas.

Concerning the second pillar ‘socio-cultural’, family, youth, student and senior tourism, as well
as tourism for people with special needs should be supported and made easier. Social tourism
and more specifically associative tourism, which makes travel, leisure and vacations more
widely available, should be developed with the aid of the public authorities (UNWTO, 1999,
article 7). In other words, all citizens should have the opportunity to participate in tourism
(Niedziotka, 2014). Moreover, tourism activity should be planned in such a manner as to enable
traditional crafts, cultural products and folklore to be maintained and to thrive rather than
causing them to degenerate and get standardized. Tourism policies and activities must be
carried out with respect for the cultural, artistic, archeological heritage, which they must

safeguard and transmit to future generations (UNWTO, 1999, article 4).

With regard to the third pillar ‘economic’, tourism policies should be implemented in such a
manner as to contribute to raising the standard of living of the local population and to meet
their needs. In addition, the planning and design of buildings, as well as the operations of the
tourism businesses should be intended to integrate them, as far as possible, into the local social
and economic fabric and where the priority should be attributed to the local workforce with
equal skills (UNWTO, 1999, article 5).

In the continuation of this work, we found it relevant to look at the demand side in order to
have a global view of the tourist market. In the following points, we present some surveys
conducted among consumers about sustainable tourism, as well as their obstacles and
motivations to act more sustainably, and finally a segmentation will be established to
differentiate the customer groups.

2.5. Customer’s reaction to sustainable tourism, barriers, motivations and
segmentation
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In order to present a more comprehensive view of the tourism market, this section will take a
closer look at the demand side and its evolution over the last few years regarding customers’

attitudes toward sustainability.

2.5.1. Customers’ reaction to sustainable tourism

A European survey conducted by the TUI Group over two years (2016 and 2017) among 3,000
people in different European countries showed that almost 10% of Belgian holidaymakers take
sustainable tourism into account when planning their trip. This puts Belgium in the top 3 behind
France (18%) and Germany (17%) whose travelers appear to be more sensitive to sustainable
tourism. This translates by the fact that travelers choose to stay in a sustainable accommodation
for example (TUI Belgium, 2017).

This survey, which also includes responses from those who have traveled with a tour operator
other than TUI, has found that two thirds of travelers say they are inclined to consider the
environment when organizing their journey. 84% of those surveyed thought it was essential for
each person to do their part to reduce the ecological footprint of their trip. Some 68% are open

to making environmental adjustments in the way they live (TUI Belgium, 2017).

By contrast, it is the opinion of two-thirds of respondents that regarding sustainable tourism it
is the responsibility of tour operators more than themselves (TUI Belgium, 2017).

Another survey by Easyvoyage that questioned 2015 internet users in 2018 reported that
sustainable tourism is becoming increasingly important. This is confirmed by the fact that for
66% of French people, responsible/ethical tourism is considered essential, in particular to
respect the environmental and social heritage of the host destination. 67% of the people
interviewed declared that they would be interested in trying a "responsible™ trip. However, 14%
of them would not be willing to pay more, while for 8% of them, it is only a marketing
argument. Nevertheless, 27% of the people surveyed are ready to favor a professional who
emphasizes ethical and human values. The ecological aspect is chosen by 50% of them, with
half choosing those who preserve the ecosystem and species and the other half those who have

an eco-responsible approach (TourMaG.com, 2018; De Paola, 2018).

By contrast, in the study conducted by Orchestra in August and September 2020 among 893
travelers, when asked about price, nearly 3 out of 4 tourists are willing to pay a higher price

(by at least 5%) to ensure that all their travel-related emissions are offset. For example, they
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could pay more for low-carbon accommodations that run on renewable energy, use energy
efficient lamps and other device, harvest rainwater, recycle and offer local products
(TourMaG.com, 2020).

Another finding indicates that a majority of travelers questioned (between 52% and 57%)
notice once they arrived at their destination the sustainable approach undertaken by the owners
of the accommodation and in response are willing to consume only local products
(TourMaG.com, 2020).

A recent fact revealed by Booking.com’s 2021 Sustainable Travel Report indicates that 83%
of worldwide travelers believe sustainable tourism is essential with 61% stating that the
pandemic has prompted them to want to travel in a more sustainable way in the years to come
(Booking.com, 2021).

Therefore, sustainable tourism is gaining ground. Travelers are aware of the negative impact
of their travel and are ready to consider more sustainable tourism options. Moreover, when
arriving to the destination, they become sensitized to the sustainable approach implemented by

an accommodation for example and adopt this concept.

2.5.2. Customers’ obstacles

The lack of knowledge and lack of infrastructure were mentioned as obstacles for consumers
to adopt a sustainable behavior. For example, for sorting waste, there are different method of
recycling according to the country of origin. The lack of infrastructure also prevents customers
from using public transportation or bicycles. In some rural areas, it is difficult to get around
because there is no public transportation or it is not regular enough. Moreover, tourists who do
not have a bicycle and whose accommodation does not provide it cannot perform this

sustainable action (Khalina et al., 2017).

Cost is another barrier to the sustainable behavior of consumers. For example, they prefer
hypermarkets to farmers because the price is higher if they choose products from the farms.
Time is also a constraint according to several researchers (Khalina et al, 2017; Booking.com,
2018) because for example they do not want to go to different vendors in the market to get all
the food they need (Khalina et al., 2017).

Another reason for identifying cost as an obstacle is that travelers affirm that they would not

reserve an eco-friendly accommodation in the coming year as they believe it is more expensive,
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according to a study conducted by Booking.com (2016). It was also found in a previous study
that the high price of an environmentally friendly hotel constitutes an obstacle. Indeed, the
more expensive a sustainable trip is, the less likely tourists are to choose this option (Atout
France, 2011).

Lack of information about sustainable vacations (32%) and limited availability of
sustainable options (22%) are also obstacles according to respondents (Booking.com,, 2018;
Booking.com, 2021). Nearly half of the respondents still think that in 2021, there is a lack of
sustainable tourism options (Booking.com, 2021). A last barrier is the luxury/comfort. For 22%
of the people surveyed, sustainable vacation does not satisfy the level of luxury or comfort

tourists are accustomed to (Booking.com, 2018).

2.5.3. Customers’ motivations

The main driver that influences people to adopt sustainable tourism is the consideration for the
environment. 40% of people want to do their part to reduce their impact on the environment.
Another motivation is that they opt for sustainable tourism to feel good in their choice of

accommodation (Booking.com, 2018).

Along with this general concern, sustainable tourism comes with various little actions, and
some of these are taken by people as motivational elements to “consume” more sustainable
tourism. One example is the act of eating locally. 90% of respondents said they were interested
or very interested in a restaurant that offers only seasonal or local products. The second
incentive is the discovery of a protected nature. 84% percent of people interrogated are
interested or very interested in nature-based activities including learning about fauna and flora.
A third motivation is the no pollution, no stress, car free. 84% of respondents say they are
interested or very interested in a destination that does not require a car and proposes bicycles
(Atout France, 2011).

Other motivations are related to more collective benefits. An activity committed to
redistributing their economic benefits to the local communities is of interest to 86% of

respondents (Atout France, 2011).

2.5.4. Customers’ segmentation

A segmentation study performed by Lopez-Sanchez and Pulido-Fernandez (2016) allowed to

identify three distinct groups of travelers: “reflective”, "unconcerned” and "pro-sustainable™
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tourists. This was based on the “sustainable intelligence” of travelers defined as "the ability of
tourists to apply their experience and knowledge regarding the effects of tourism on the
environment in which it is practiced, developing proactive behavior towards sustainable
tourism, both from a consumption and production perspective” (p. 61).

Segment 1: reflective travelers

These are tourists who are aware of what a shift towards sustainability of the tourist offering
would imply for a destination and who show attitudes and behaviors in favor of sustainability.
Nevertheless, they are not ready to spend more on a sustainable tourism offer (L6pez-Sanchez
and Pulido-Fernandez, 2016).

This was found in the study to be the largest segment.

Segment 2: unconcerned travelers

These are tourists who have little knowledge of the concept of sustainable tourism or an
acceptable level of awareness. Despite this, they have very negative attitudes and behaviors
towards sustainability (Lopez-Sanchez and Pulido-Fernandez, 2016).

This was found in the study to be the smallest segment.

Segment 3: pro-sustainable travelers

These are tourists who have a general or very good knowledge of the significance of sustainable
tourism. In addition, they are aware of the consequences that their tourist activity can produce
in the place where they spend their vacations. An important factor that differentiates this
segment from the other two is that pro-sustainable travelers are inclined to spend on a more
sustainable tourist destination and even pay more for it (Lépez-Sanchez and Pulido-Fernandez,
2016).

To conclude the section on customers, the survey confirms that travelers are increasingly
taking sustainability into account in their daily actions while also claiming that the
responsibility can be enlarged to all tourism businesses offering their services. Among the
reasons behind the willingness to “‘consume” more sustainable tourism, some are for personal
benefits such as discovering local food, nature and using alternative means of transportation,
and some are for collective benefits such as the environment and the redistribution to the

local communities.

In the remainder of this work, we found it relevant to look at the motivations and obstacles

identified in previous research in order to compare them with the results of our empirical
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research. In the following points, we present the motivations and obstacles of tourism

enterprises to develop sustainable tourism.

2.6. Motivations of companies to develop sustainable tourism

There are many factors that can determine whether or not companies choose to adopt a more
sustainable development strategy. These are expected to vary greatly depending on objective
criteria such as the type of company and/or on more personal considerations driving the
business owner's vision. Researchers have highlighted some motivations through various

studies, including interviews with industry professionals.

2.6.1. Lifestyle

Respondents in a study conducted by Bressan and Pedrini (2020) stated that the way they
conceived their activity was a reflection of their personal interest, values, and life choices.
Indeed, the motivation that is most prevalent in scientific research is the lifestyle for small
tourism businesses and entrepreneurs (Ateljevic and Doorne, 2000; Dewhurst and Thomas,
2003; Tzschentke et al., 2004; Carlsen et al., 2008; Thomas et al., 2011; Jaouen and Lasch,
2015; Font et al., 2016; Wang et al., 2019 ; Cunha et al., 2020). Most micro-hotel owners are
also motivated by their lifestyle (Lashley and Rowson 2010).

2.6.2. Costs savings

The second motivation that is predominant in scientific research is the cost savings for
companies (Hendry, 1992; Hillary, 1995; Carter et al., 1995; Patton and Baron, 1995; Holland
and Gibbon, 1995; Bramwell and Alletorp, 2001; Vernon et al., 2003; Ayuso, 2006; Font et al.,
2016). These savings are made possible by the reduction of energy, electricity and water costs
in the long term. For example, installing solar panels reduces the costs of energy, reducing
water flow of showers and facets, as well as harvesting rainwater reduce the costs of water.
Another example is replacing all lamps with low-energy bulbs, which reduces the costs of

electricity.

A concrete example that can be taken is the Samba Hotel, which stated in its 1999
environmental report that it had achieved significant savings in one year in electricity
consumption (16%), water consumption (16%), and natural gas consumption for hot water
(8.6%) (Ayuso, 2007).
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2.6.3. Competitive advantage

Numerous researches have disclosed competitive advantage as a reason for implementing
sustainable practices in tourism companies (Middleton and Hawkins, 1993; Forsyth, 1995;
Stabler and Goodall, 1997, Ayuso, 2006; Kim et al., 2019). This is because the environmental
strategy can be seen as a strategy intended to obtain financing and/or benefits, reduce costs,
improve company performance or avoid sanctions (Ayuso, 2006). In addition, it can also have
a competitive advantage regarding their customers. Indeed, a 2015 Abta study states that nearly
one-third of consumers (29%) would be inclined to select one enterprise over another
depending on its environmental performance (Weber, 2019).

2.6.4. Growing customer awareness of environmental concerns

Growing customer awareness of environmental concerns was found in a research conducted by
Kim et al. (2019) as the primary reason for adopting sustainable actions. Indeed, the fact that
more and more people are concerned about the environment leads companies to want to engage

in sustainable tourism.

The Travel Trend Report from Trekksoft (2016) predicted that future travelers will be
increasingly concerned in the environmental, social and economic impacts they have on the

places they visit.

2.6.5. Marketing advantage or enhanced image

The obtention of a marketing advantage or an enhanced image constituted a motivation for
tourism companies to adopt sustainable tourism actions (Bramwell and Alletorp, 2001;
Hultman and S&we, 2016). A commitment to sustainable tourism allows businesses to
communicate widely about their sustainable actions and to market themselves more positively,
which gives them an advantage over their competitors. It can also improve their image because
they are perceived as an enterprise that cares about the planet, local communities, the

environment, etc.

2.6.6. Ethical stance of the company

The ethical stance of tourism businesses constitutes a motivation for adopting sustainable
tourism (Bramwell and Alletorp, 2001) as it is believed to be the right to do and want to act for

the good cause. Therefore, sustainability lies in their principles and rules when doing business.
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2.6.7. Under pressure from regulations

According to a study by Kim et al. (2019), the most influential group that motivate enterprises
to take on sustainable tourism practices is regulations (regional, national or international). This
means that regulations recognize the negative impacts of tourism on the environment and want
to establish rules or standards for tourism businesses to limit their undesirable effects and to

evoke a transition towards sustainability.

A conclusion from studies on the motivations of companies to adopt sustainable tourism can

be found in Appendix 1.

In conclusion, the main motivation for companies to develop sustainable tourism is lifestyle,
the opportunity of cost savings, but other ones play a role in pushing toward a transition,
such as the possibility of improving the company’s image and the alleviation of pressure
coming from growing customer’s awareness of environmental concerns and evolving

regulations.

2.7. Obstacles for companies to develop sustainable tourism

The decision to implement sustainable practices poses many challenges for tourism-related
businesses because it requires a long series of changes. We have identified two main categories
under which arguments against the commitment to sustainable development fall: lack of

resources and lack of information.

2.7.1. Obstacles related to resources: money, time, effort, infrastructure

High investment costs involved

Analyzing the research and the presented outcomes by many authors (Barrow and Burnett,
1990; Hendry, 1992; Patton and Barron, 1995; Holland and Gibbon, 1997; Rowe and Enticott,
1998; Bramwell and Alletorp, 2001; Halme and Fadeeva, 2001; Schaper and Carlsen, 2004;
Ayuso, 2006; Tzschentke et al., 2008; van Haastert and de Grosbois, 2010; Fotiadis et al.,
2013; Midget et al., 2020), high investment costs were noted as the main obstacle for the
adoption of sustainable tourism actions. Indeed, some innovations (such as solar panels) are
necessary in order to make environmental improvements, but they are expensive. Moreover,
there is not subsidies from the states to perform sustainable practices for enterprises. Small

businesses do not have necessarily the budget to make these investments.
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Moreover, high investment costs can constitute a barrier if enterprises give too much
importance to the economic dimension and do not perceive the long-term effects that
counterbalance the higher initial cost of sustainable choices (Schaper and Carlsen, 2004;
Tzschentke et al., 2008; van Haastert and de Grosbois, 2010; Fotiadis et al., 2013).

Time and effort

There are some obstacles related to problems of carrying out environmental management
operations, particularly time (Halme and Fadeeva, 2001; Vernon et al., 2003) and effort
(Vernon et al., 2003), which are seen by people as always limited. Indeed, the daily
management of a tourism business takes already a lot of time. Moreover, implementing
sustainable actions is not a priority as such and it will not make profit on the short term.
Managers tend to consider short-term goals rather than long term goals because they are more
pressing to be done than long-term objectives. Therefore, sustainability is seen as a “plus”,
something that can be carried out if managers have finished all their more pressing tasks and

is not a priority.
Lack of continuous economic viability

The lack of continuous economic viability remains another concern (Vernon et al., 2003). It
can be difficult to step into the unknown without knowing if it is the right decision, especially
if there is a lot of money involved in making the project happen. This is true for small
businesses because they have fewer resources than large companies and more things stack up
against small businesses. By contrast, large enterprises have the funds, the knowledge, the
contacts, and they are more likely to think that it is possible to implement sustainability.
Therefore, it is difficult for a small company to be convinced that it will succeed in
implementing sustainability and that it is doing the right thing. Questions and uncertainty are
present in the minds of managers of small-sized enterprises. To some extent, these obstacles

are related to the poor level of environmental awareness that most companies demonstrate.
Infrastructure

Indirect barriers to action were emphasized which include infrastructure obstacles such as a
poor waste management and recycling facilities, a lack of bicycle paths, an underdeveloped
public transport network, and economic barriers such as the lack of subsidies (Vernon et al.,

2003). Indeed, a business that would like to better manage its waste but cannot do so because
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of a lack of infrastructure is an obstacle to its sustainable development. In addition, a company
that wants to promote an alternative means of transportation to the car, such as public
transportation or bicycles may face a problem if the establishment does not have a bus stop
nearby or bicycle paths. In terms of the economic barrier, every business, regardless of its size
or capital, must be able to make sustainable improvements if they want to. The lack of subsidies
does not allow all businesses to adopt sustainable tourism, because they know that it requires

investments and money.

2.7.2. Obstacles related to lack of information and lack of demand

A first barrier is the lack of knowledge or expertise concerning the implementation of
sustainable management tools and strategies (Barrow and Burnett, 1990; Hendry, 1992; Patton
and Barron, 1995; Holland and Gibbon, 1997; Rowe and Enticott, 1998; Bramwell and
Alletorp, 2001; Halme and Fadeeva, 2001; Vernon et al., 2003; Chan, 2011; Midgett et al.,
2020). Access to specialized assistance, especially guidance from an independent advisor was
recognized to be the most useful by tourism companies when adopting sustainable practices
according to a research conducted by Bramwell and Alletorp (2001). As previous studies have
shown (Horobin and Long, 1996; Stabler and Goodall, 1997; Vernon et al., 2003; Midget et
al., 2020), managers of hotels have a fragmented and sometimes contradictory comprehension
of the notions of sustainable development, sustainable tourism and its three pillars

environmental, social and economic.

A second barrier is the poor understanding of the concept of sustainable tourism which was
proved by a previous study on small companies in the UK, but if they receive viable solutions

and practical advice, they are inclined to do it (Berry and Ladkin, 1997).

A third barrier is the lack of consumer demand which was found by many authors ((Tzschentke
et al., 2008; Dodds and Holmes, 2011; Waligo et al., 2013; Halme and Korpela, 2014;
Sucheran, 2015). Although respondents are willing to educate themselves on “green practices”,
the reason for not implementing sustainability is that they perceive a lack of interest among
customers (Tzschentke et al., 2008). Moreover, the owners of accommodation believe that
switching to sustainable practices would reduce the quality of the customer's stay (Dodds and
Holmes, 2011). These owners would need real proof that guests actually choose sustainable
accommodation over traditional accommodation in order to lift that barrier (Dodds and
Holmes, 2011). As a result, the lack of consumer demand leads managers to place a low priority

on environmental management of their hotels (Sucheran, 2015).
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Environmental management actions were viewed to be ‘time-consuming’, ‘messy’ and
‘complicated’ intensified by ‘limited business resources’ and the absence of appropriate
support system (Vernon et al., 2003). Time is an important barrier as managers are already
occupied with day-to-day tasks and therefore do not have time to implement sustainable actions
(Khatter et al., 2021).

A conclusion from studies on obstacles for companies to develop sustainable tourism can be

found in Appendix 2.

To conclude, the two main obstacles for tourism companies to sustainable tourism
development are high investment costs and lack of knowledge or expertise in the field.
Therefore, the help of an external party or the authorities can be a good solution to some of
these obstacles. On the one hand, the help of an external person who act as an advisor and
guides the managers throughout the project. On the other hand, the authorities to provide

subsidies or other financial aid.

In the remainder of this work, it seemed relevant to examine some of the sustainable tools
identified in the literature in order to show the potential instruments that could be used to
integrate the environmental aspect of sustainable development into the management of tourism
businesses. In the following points, we present five sustainable tools.

2.8. Sustainable tools to implement

Growing awareness of the general public about environmental issues has created the need for
information, offering in this case the possibility to discriminate between environmental-
friendly tourism businesses and traditional ones. Formal tools such as the ones described can

also serve as guidelines supporting companies transitioning.

At the international level, the most frequent formal environmental instruments used by the
hospitality industry are environmental best practices, codes of conduct, eco-labels,

environmental performance indicators and environmental management systems (EMS).

Environmental best practices aim to take action (such as energy savings, waste management,
water savings) to improve the company’s environmental performance. Codes of conduct have
as an objective to demonstrate the company’s commitment to the basic principles of

environmental (and sustainable) corporate performance. For example, there is Agenda 21 for
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the Travel and Tourism industry which provides practical measures that private tourism
business and governments can take to achieve the objectives of the Rio Earth Summit and
improve the sustainability of the tourism sector and the whole planet (WTQO, 1997). Eco-labels
guarantee the environmental achievements of the business regarding certain areas and provide
the consumer with the corresponding information. Examples of eco-labels are the European
Eco-Label, Green Globe 21, Green Key, ... The aim of implementing environmental
performance indicators is to evaluate and disclose the company’s environmental
performance. These indicators can be waste generation by type, total energy consumption and
the total water use. A last sustainable tool to implement is environmental management
systems (EMS) which aim to manage the company’s environmental performance and
continuously improve it following a well-prepared strategy. A very popular environmental
management system is the international standard 1ISO 14001 or the European regulation EMAS.
(Ayuso, 2006)

In an effort to reduce environmental destruction and engage environmentally conscious
consumers, many enterprises are pursuing environmental certification (Lee et al., 2017).
Environmental certification programs seek to promote the environmental engagement of
enterprises and to differentiate between businesses that are truly environmentally friendly and
those that are “green-washed” (Daddi et al., 2019). Following the definition given by
TerraChoice (2007, p.1), “Greenwashing” means “the act of misleading consumers regarding
the environmental practices of a company or the environmental benefits of a product or
service”. Suarez-Cebador et al. (2018) emphasized that a number of companies in the hotel
industry are recognizing their environmental responsibility and demonstrate it by undertaking
eco-friendly initiatives on a voluntary basis. For instance, by taking part in environmental
certification programs (Lee et al., 2017). As Esparon et al. (2014) stated, consumers are also
receiving benefits from this system for the reason that it acts as an assurance of trust and quality.
In the case where hotel businesses are adopting a third-party environmental certification
system, they gain access to the expertise of the awarding institution not to mention customized
information concerning the carrying out of environmental practices (Martinez et al., 2019). As
Takahashi and Nakamura (2010) noted, certification organizations set predetermined standards

and objectives and assess the level of achievements of audited companies.

Although all these tools to implement sustainability are described above for companies, it can
only be effective with the participation of all stakeholders. Indeed, as stated in an earlier
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section, the participation of all relevant stakeholders is a requisite for sustainable tourism
development (Pigram and Wahab, 1997). Bramwell and Lane (2000) added the need to plan
effectively and implement collaboration and partnerships among these various stakeholders.
The stakeholders for sustainable tourism in Walloon Brabant are:

- the tourist, in its choice of consumption and place (de Beer & De Myttenaere, 2016). A
visitor (domestic, inbound or outbound) is categorized as a tourist (or overnight visitor)
if his/her travel involve an overnight stay, or as a same-day visitor (or excursionist) in
case the travel does not involve an overnight stay, as outlined in International
Recommendations for Tourism Statistics (2008, 2.13).

- the private actor (the attraction manager, the hotelier, the restaurant owner,...) in his
products or services offering, by ensuring that he maintains an adequate environmental
heritage and by allowing the growth of the social capital of the tourist and the
environmental and social capital of their region, while being economically viable (de
Beer & De Myttenaere, 2016)

- the public actor (the tourism offices, the CGT, ...) by structuring, regulating and
federating the tourist offer by making efforts to emphasize the preservation of the
environmental heritage, and to increase the environmental and social capital, as well as

the tourist as the private actor and the population (de Beer & De Myttenaere, 2016).

To conclude, many international and local sustainability tools exist and are designing a
formal path to sustainability for companies desiring to take the leap. However, the support

of all stakeholders is needed for an effective far-reaching change.

2.9. Role of ecolabels

It has been noted that ecolabels are sustainable tools that tourism companies can implement.
This part focuses exclusively on this sustainable tool and its role. This will provide a better
understanding of ecolabels, which is necessary for the next part of the thesis since several

sustainable labels will be described.

Ecolabels emerged in the 1980s but increased quickly over the past twenty years (Buckley,
2002; Font, 2002; Pluss et al., 2012). The objective of ecolabels is to accredit the
environmental-friendly practices and/or products of an enterprise (Duglio et al., 2017).
Middleton and Hawkins (1998, p.240) claims that the tourism industry makes use of ecolabels

as “logos or brands” to convey information about the environmental credentials of a company,
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in the hope that the public will have favorable attitude towards their services. In the
marketplace, this type of strategy can help companies differentiate themselves from their
competitors. The adoption of ecolabels (e.g., Green Globe, Blue Flag, Green suitcase, etc.)
delivered by esteemed certification program are generally aimed at limiting the negative
environmental impacts of tourism on the natural resources of the destination by supporting
tourism businesses to achieve high environmental standards (UNEP, 1998), educate travelers
about the consequences of their decisions and behavior related to tourism, thereby encouraging
them to favor environmentally friendly tourism businesses in their purchasing decision (UNEP,

1998), and set standards for eco-friendly tourism goods and services (Mihalic, 2000).

By being certified, tourist businesses receive many benefits. Tourists and society as a whole
are also benefiting from it. The advantages of ecolabels in the accommodation industry can be
summarized as follows: a signal for tourists regarding the attributes of the product, an
improvement of the image of the enterprise, an improvement of the quality of the tourist
product, an increase of the competitiveness of the product and the enterprise (Dabeva, 2013).
In this manner, ecolabels help to reduce some of the negative consequences of tourism
(Sasidharan et al., 2002). In addition, Buckley (2002) stresses that the ecolabel turns into one
of many features a consumer may consider, based on his personal preferences and priorities
when weighting prices and characteristics for alternatives to tourism products. On the other
side, associations are made, when considering ecolabels, with costs not only to be certified, but

also to comply with the ecolabel's requirements.

To resume, ecolabels can play an essential role in pushing tourism enterprises to do better in
their environmental actions, make the identification of eco-friendly option easier for tourists

to choose them, and reassuring tourists about the ethics of businesses and the quality of

companies' sustainable actions as eco-labelling program are known to be very exigent.

Conclusion of the theoretical part

Sustainable tourism has been defined earlier as “tourism that takes full account of its current
and future economic, social and environmental impacts, addressing the needs of visitors, the
industry, the environment and host communities” (UNEP and UNWTO, 2005, p.11-12).

Sustainable tourism is not a new form of tourism, but englobes all types of tourism, which

integrates the three pillars of sustainable development to the tourism sector.
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What is also important to remember from the literature review is the three pillars of
sustainable tourism, namely environmental, social and economic. Tourism enterprises can
be categorized fully sustainable if they implement all three aspects in their operations. The
environmental dimension is covered by the implementation of practices to reduce waste,
water consumption, energy consumption, the promotion of sustainable transport such as
public transport, bicycles or walking, as well as the preservation of biodiversity. The social
dimension includes respect for employees, and local communities as well as accessibility
for all (children, adults, senior and people with reduced mobility). The economic dimension

comprises responsible sourcing and ensuring viable long-term economic activity by

providing employment and fair socio-economic benefits for the local community.

Therefore, a question that can be raised is: What are the attitudes of tourism companies in
Belgium and more particularly in Walloon Brabant towards the adoption of sustainable tourism
practices? We expect tourism companies in this province to have more knowledge about
sustainable tourism on the basis that it is the only province that puts in place a contest called
‘Incidence Trophy’, which rewards all types of companies for their sustainable innovation.
Moreover, an opportunity has been found to fill a current gap in the academic literature, given
that there has been no research on this topic targeted at this geographical area. Thus, the second
part of this thesis seeks to understand the motivations behind the adoption of sustainable
tourism by tourist enterprises in Walloon Brabant and the possible obstacles encountered when
developing sustainably or preventing them from transitioning. Attractions and
accommodations, which constitute a large part of the holiday experience, will be our main area
of focus.
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Part Il1: EMPIRICAL RESEARCH

Chapter 3. Tourism in Walloon Brabant

This first chapter of the empirical part covers tourism in the province of Walloon Brabant. First,
some statistics are reviewed in order to illustrate the tourism offer and frequentation in Walloon
Brabant. Secondly, labels regarding sustainable tourism put in place by the public authorities
are identified. Thirdly, the stakeholders and tourism instances of tourism in Wallonia and

Walloon Brabant are pointed out.

3.1. Some statistics

In order to understand the research focus of this paper, it is first necessary to provide the context

for Walloon Brabant.
The offer

In the province of Walloon Brabant, the tourist offer for accommodations includes 107
recognized merchant lodgings and 95 unrecognized market accommodations. Of the
recognized merchant lodgings, 88% are local accommodations (gites, bed and breakfast,
furnished accommodation), 11% are hotels and 1% are vacation villages and social tourism
centers. The municipality that has the larger number of beds is Wavre. Present in the top 5 beds
per municipality, Ottignies-Louvain-La-Neuve comes second, Waterloo third, Nivelles fourth
and La Hulpe fifth (OwT, 2019 in CGT, 2020-b).

In Walloon Brabant, there are nineteen attractions or 6% of the total attractions in Wallonia.
Eleven museums and two houses and historical monuments make up the thirteen attractions in
the cultural pole, one attraction belong to the natural pole and five to the recreational pole
(which include one water park and four recreation centers and parks). Wavre is the municipality
that have the most attractions, followed by Ottignies-Louvain-La-Neuve, Nivelles, Hélécine
and Waterloo. (OwT, 2020 in CGT, 2020-b)

The frequentation

In 2019, the Walloon Brabant registered 507.424 nights or 6% of the total nights counted for
the Walloon Region. There was a 4% growth rate compared to 2018. The total arrival of tourists
in the province in 2019 was 309.049 tourists. The average length of stay was about two nights.

Comparing to the four other provinces in the Walloon Region, it is Luxembourg that was the
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most frequented commune in terms of overnight stays with a share of 33% of the total nights
in the region. After that, there were Liege (30%), Namur (16%), Hainaut (15%) and finally
Walloon Brabant (6%) (Statbel, 2020). Among the number of overnight stays in Walloon
Brabant, 269.078 nights were spent by foreign travelers (53%) and 238.346 nights were spent
by Belgian travelers (47%). Concerning the top 5 overnight stays (in recognized
accommodations) by municipality, the champion in bookings is Waterloo, then comes Wavre
in second, La Hulpe in third, Nivelles in fourth and Rixensart in fifth (IWEPS, 2019). In
addition, the purposes of the overnight tourist trips in Walloon Brabant are for leisure at 55.4%

and for business at 44.6% on the basis of the recognized arrival of tourists in accommodations.

Almost half of the hotel guests are Belgian (49.4%). The hotel clientele also has other origins
such as French (14.4%), Dutch (4.2%), English (3.8%) and German (3.2%). Tourists choose to
stay in hotels when the purpose of their trips is for leisure (54.4%) or for business (45.6%).
Regarding the local accommodations, 57.9% of the clientele is Belgian. The other tourists
going for this type of accommodation are coming from the Netherlands (21.6%), France
(9.8%), Germany (3.9%) and England (1.2%).

A big difference between hotels and local accommodation concerns the purpose of travel.
90.7% of tourists staying in local accommodations come for leisure purposes and only 9.3%
come for business reasons (Direction générale Statistique du SPF Economie 2019 in CGT,
2020-b).

In 2019, attractions belonging to the cultural pole welcomed 381.783 visitors and attractions in
the recreational pole received 2.060.180 visitors. The l