Suomi, johtava kestavan ja alykkaan
matkailun kohdemaa?

Kristiina Hietasaari 10.11.2021
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Lahde: Innovation Norway, Nasjonal Reiselivsstrategi, 2021



Glasgow Declaration

Climate Action in Tourism

We declare our shared commitment to unite all stakeholders in
transforming tourism to deliver effective climate action. We support
the global commitment to halve emissions by 2030 and reach Net
Zero as soon as possible before 2050. We will consistently align our
actions with the latest scientific recommendations, so as to ensure
our approach remains consistent with a rise of no more than 1.5°C
above pre-industrial levels by 2100.




MEASURE DECARBONISE REGENERATE

COLLABORATE FINANCE



Can we turn tourism towards healing
communities, ecosystems, and regions?

Regenerative Tourism enabling Regenerative Cultures?

Organizing Principle
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“Seeing with New Eyes”
Responsible Tourism

Tourism As Usual (TAU) Anna Pollock, 2019

e
Business Purpose

Delivering
Shareholder Value Shared Value

Becoming a Becoming a
Force For Good Regenerative Force

“We are in the Healing Business
[...] tourism is already playing a
major role as a
Force for Renewal —as a

Force for Transformation.”
—Anna Pollock, 1995
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CAMP OF FINLAND



Smart tourism
destination

European Capital of Smart Tourism
1. Saatavuus/saavutettavuus/esteettomyys
2. Kestavyys
3. Digitalisaatio
4. Luovuus ja kulttuuriperinto
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Kestava ja alykas =
matkailuekosysteemi S

* Yritykset
» Alueorganisaatiot

« Julkinen sektori kansallisella,
alueellisella ja paikallisella tasolla

» Matkailua lahella olevat ja tukevat
toimialat

« Matkailijat
Paikalliset ihmiset
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Visit Finland



