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1. IMPACTS: To minimise negative economic, environmental, and social impacts and to maximise positive ones.

2. LOCAL ECONOMIC BENEFITS: To generate greater economic benefits for local people and enhance the well-being of host
communities, improve working conditions and access to the industry.

3. LOCAL ENGAGEMENT: To engage local people, alongside other stakeholders, in decisions that affect their lives and life chances.

4. CONSERVATION: To ensure that tourism, the industry and the consumers, makes positive contributions to the conservation of natural
and cultural heritage and to the maintenance of the world’s diversity.

5. AUTHENTIC EXPERIENCES: To provide more enjoyable, authentic experiences for tourists through more meaningful connections with
local people and ensure that they gain a greater understanding of local cultural, social and environmental issues.

6. ACCESS: To provide access for people with disabilities and the disadvantaged.

7.MUTUAL RESPECT: To ensure that tourism is culturally sensitive, mutually rewarding, engenders respect between tourists and hosts,
and build local pride and confidence.




1. DOPADY: Minimalizovat negativne environmentdlne a socio-ekonomické dopady a maximalizovat tie pozitivne.

2. REGIONALNE EKONOMICKE PRINOSY: Viytvorit lepsie ekonomické prinosy pre miestnych obyvatelov a pozdvihndt ich pocit zdravia,
zlepsit pracovné podmienky ako aj pristup k odvetviu.

3. REGIONALNA SPOLUPRACA : Zahrnut ndzor miestnych obyvatelov a dalSich zainteresovanych 0séb pri zasadnych rozhodnutiach, ktoré sa
tykaju ich Zivota a Zivotnych sanci.

4. OCHRANA: Uistit' sa, ze cestovny ruch a jeho spotrebitelia pozitivne vplyvaju na ochranu kultdrneho a prirodného dedicstva ako aj na
udrZiavanie svetovej diverzity.

5. AUTENTICKE ZAZITKY: Poskytovat intenzivnejsie, autentické zGZitky pre turistov prostrednictvom vytvdrania zmysluplnych vztahov s
miestnymi ludmi, a vistit sa, Ze takito turisti nadobudnu lepsSie pochopenie o miestnych kulturnych, socidlnych a prirodnych problémoch.

6. PRISTUP: Poskytovat pristup pre ludi postihnutych & fyzicky znevyhodnenych.

7. VZAJOMNE POROZUMENIE: Uistit sa, Ze turizmus je citlivy vo¢i miestnej kulture, vytvdra vzdjomne obohacujice sa vztahy a re$pekt medzi
miestnymi ludmi a turistami, a tym buduje miestnu hrdost a sebadéveru.




"Responsibility is
the means whereas
sustainability is the
goal”

Harold Goodwin

"Zodpovednost je

prostriedkom zatial

co udrzatelnost je
cielom”

Harold Goodwin

"Spravat sa
zodpovedne a v sulade
s hodnotami trvalej
udrzatelonsti”

LEWER1ETe

“"Acting responsibly
and in line with
sustainability
values”

LEWELULELTe



- Urbanisation and the call for re-/connection with nature

* Urbanizdcia a potreba o znovu-/spojenie s prirodou

- Experience economy in tourism

- Zazitkova ekonomika v turizme

- Demand for authentic travel experiences

- Dopyt po autentickych cestovatelskych zdzZitkoch

* Focus on “green” goods and services

- Zameranie sa na ,zelené" produkty a sluzby

- Desire for fulfilling experiences

+ TuZba po napliiajicich zaZitkoch

Source: Crest (2009) as cited in SNV (2009)



- 25% Slovaks visited mountains in 2018 whereas EU average was 18% (Eurostat, 2018)

- 25% Slovdkov navstivilo hory v roku 2018 pricom eurdpsky priemer bol len 18% (Eurostat, 2018)

- 5,4 millions of tourists in 2018: 60% Slovaks and 40% foreigners (Pravda, 2019)
- 5,4 milidna turistov v roku 2018: 60% Slovakov a 40% zahranicnych turistov (Pravda, 2019)

* Lack of interest in ecotourism among Slovaks — reasons: higher prices, minimal awareness,
insufficient marketing activities (Matlovicova et al., 2015)

* Nedostatok zaujmu o ekoturizmus medzi Slovakmi — dévody: vyssie ndklady, nizka informovanost,
nedostatocna marketingova propagacia
(Matlovicova et al., 2015)

- Overall lack of data on ecotourism in Slovakia (TA3, 2016)

* Celkovo chybaju data opisujuce ekoturizmus na Slovensku (TA3, 2016)
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Continents Africa Asia Europe North America | South America
Countries Kenya (1) India (1) Bulgaria (1) Canada (2) Bolivia (1)
Madagascar (2) | Indonesia (1) Germany (1) Costa Rica (5) Columbia (4)
South Africa (2) | Myanmar (2) ltaly (1) Mexico (2) Ecuador (3)
Zambia (1) Sri Lanka (2) Montenegro (1) | Nicaragua (3) Peru (2)
Thailand (2) the USA (2) Suriname (1)
Netherlands (1)
Turkey (2) Spain (1)
Vietnam (1) the United
Kingdom (5)
Total 6 10 11 k) 11
Total in % 11 20 22 25 22




RQ1: WHAT ISTHE DEGREE OF COMMITMENT AND PRACTICE OF RESPONSIBLE TOUR OPERATORS TOWARDS PRINCIPLES OF RESPONSIBLE

TOURISM?
RQ1: DO AKEJ MIERY DODRZUJU ZODPOVEDNE CESTOVNE KANCELARIE PRINCIPY ZODPOVEDNEHO TURIZMU?

RQ2: WHAT ISTOUR OPERATORS’UNDERSTANDING ONTHEIR CUSTOMERS’ COMMITMENT TO PRINCIPLES OF RESPONSIBLE TOURISM?
RQ2: AKO VNIMAJU CESTOVNE KANCELARIE SVOJICH KLIENTOV PRI DODRZIAVANI PRINCIPOV ZODPOVEDNEHO TURIZMU?

C RTO C RTO C RTO C RTO C RTO C RTO C RTO

T

1. Impacts 2. Local economic 3. Local 4. Conservation 3. Authentic 6. Access 7. Mutual respect

benefits engagement experiences

B 1st mostimportant M 2nd mostimportant M 3rd most important



Themes (with frequency occurrence)

Local employment (92%)

Own conservation efforts (80%)

Community support (59%)

Access improvements (53%)

Spend time with locals (51%)

Local
engagement

Code of conduct (49%)
Make it real (47%)

Empowerment of local community (45%)

The platinum rule (41%)

No action (37%)

Authentic
experiences

External conservation projects (35%)

Building of pride and confidence (29%)

Experience co-creation (25%)

______________ Creation of itineraries (24%)

Restrictions (24%)
Certification (16%)
1r—."i'-:mum'uuunfj:: BUY local (16%)

Promotional initiatives (12%)

\ahia ra.accacermant (G004

Key words

own local staff; education; fair wages

nature protection; environmentally-conscious behaviour;
harmful activities avoidance

financially; knowledge sharing; poverty alleviation
education; new service offering; special partnerships

active interactions between locals and tourists

do’s and don'ts for tourists, suppliers and tour operators
avoid artificial and staged actions; promote only authentic
locals’ interests come first; education

treating each other with respect

negligence; no information provided; lack of abilities

NGO nature protection; cooperation with 3™ parties; online
praising of cultural uniqueness

co-creation of immersive activities with locals

cooperation with locals and 3™ parties

policies; infrastructure; nature of activity

evidence of ethics; minimising environmental negative impacts
utilisation of local sources

natural aspect; eco-friendly activities
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Témy (s percentualnym poctom vyskytu)

Regionalna zamestnanost (92%)

Vlastné ochranarske Usilie (80%)

Podpora komunity (59%)

Zlepsenie pristupu (53%)

Travit ¢as s miestnymi ludmi (51%)

Moralny kédex (49%)

Urob to ozajstnym (47%)

Posilnenie postavenia miestnej komunity (45%)

Platinové pravidlo (41%)

Ziadne jednanie (37%)

Authentic
experiences

Externé ochranarske projekty (35%)

Budovanie hrdosti a sebavedomia (29%)

Spoluvytvaranie zazitkov (25%)

Vytvaranie itinerarov (24%)

Obmedzenia (24%)
Certifikaty (16%)
Regionalny nakup (16%)

The platinum rul [:-

Propagacné iniciativy (12%)

Drahadnatania hadmA+ 71604\

KlGéové slova

regionalni zamestnanci; vzdelanie; férové platové ohodnotenie
ochrana prirody; spravanie ohladuplné k zivotnému prostrediy;

vyhybanie sa Skodlivym aktivitam
financne; zdielanie poznatkov; zmiernenie chudoby
vzdelavanie; nova ponuka sluzieb; Specialni partneri

aktivny styk medzi miestnymi ludmi a turistami

Co robit a ¢o nerobit; dodavatelia a ostatné CK

vyhybanie sa zinscenovanym cinnostiam; propagacia iba autentického
zaujmy miestnej komunity maju prvenstvo; vzdelavanie

spravat sa ku vSetkym vludne a s reSpektom

zanedbanie; bez informacii; nedostatok schopnosti

spolupraca s neziskovymi a pod. ochranarskymi organizaciami; online
chvalenie kultUrnej jedinecnosti

spoluvytvaranie podmanivych zazitkov s miestnymi fudmi

spolupraca s miestnymi [ludmi a inymi profesionalmi

politika; infrastruktura; typ aktivity

ddkaz o etickom podnikani; min. negativne dopady na prir. prostredie
vyuzitie miestnych zdrojov

prirodny aspekt; ekologické aktivity
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 Promoting nature attracts the most tourists incl. nature conservation activities

- NajatraktivnejSia pre turistov je propagacia prirody, vrdtane aktivit spdtymi s ochranou prirody

» Success of living like a local (co-created, immersive experiences)

- Uspech Zitia ako miestni obyvatelia (spoluvytvdranie podmanivejsich zazZitkov)

* Investing in education of local employment pays off (better services, authenticity)

Investovanie do vzdelavania miestnej pracovnej sily sa vypldca (lepsie sluzby, autentickost)

- Trust in certificates and ecolabels as an evidence of ethical values

» Dovera v certifikaty a ekoznacky ako dokaz o etickych hodnotach
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THANKYOU FORYOURATTENTION!

DAKUJEM ZA VASU POZORNOST!
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