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Extension of... Supplement to... Tool for...

Alternative Tourism
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Yuma Territorial Prison: Prisons, cemeteries,
concentration camps, battlefields, and other
sites identified with human suffering and death
are sormetimes classified as “Dark Tourism.”
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Why Should We Care?

Cultural Heritage One of the
Fastest Growing Segments

o WTO estimates 37% of travelers fall into “Heritage”
category, growing by 15% each year.

* Packaging your town, exploiting your history, selling
your environment, commodifying your culture — in the
process sometimes changing the “story.”

“Destination communities: must not be sanquine. about the effects: of

tourism.>> Ered Bosselman
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Our focus on countnes IS
wrong. Growth and
innovation come from
new urban corridors.
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Where’s That Win-Win?

Terms Hijacked
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Mlsplaced Priorities
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Who is the industry

responsible to?



Where’s That Win-Win?

Tourism: Aligned with

Terms HljaCKed GDP-driven growth

industry, not place.
(What department houses
your tourlsm office?)
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Each With Its Own

“The tourism industry is a business,
and as far as the industry is
concerned, culture is not.”

Barbara Kirshenblatt-Gimblett
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Each With lts Own
Purposes, Values & Nethods

4 Tourism Industry ¥ Place Community
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Rather than trying to reach “compromise” can we respect each sector’s values
and operate along parallel, not competing, tracks toward the same end?




deliver solutlons to complex
' enwronmental and social problems

Uriclec] - ‘These organlzatlons may believe that the
V=ss vl private sector and the market cause many
Fasi, A of those very same problems but a:

S

Corgor - reason these institutions are part of the

Succas - solution.” . - e I
F
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Walking the Talk: The Busmess Case for |

Y1l
Blaissgs] Sustainable Development

Vooczigr -

Rather thanw,. - - . __.omise” can we respect each sector’s values
and operate along Ifel, not competing, tracks toward the same end?
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“Cultural tourism can survive only if its

asset base is managed in a sustainable

manner, and sustainability can be

Museum Association of achieved only if tourism and cultural

Arizona hotel brochure . . .
heritage management work in partnership.”

McKercher & du Cross
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LARGE & SMALL, PRIVATE & PUBLIC, NO SINGLE VOICE

Good partnership projects but ... episodic, partial, project-oriented.

Funding and support programs scattered, inflexible, threatened.



Civic Tourism: Four Principles
Tourism as a Means to Community

Development, Not an End in ltself

e . Jntegfaie ENSLONY
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“Travel is fatal to

pre.i,‘,dice! bigOtry , and i NSTITUTE of

; » --;,-.-I-Z, Museum...Library
narrow mindedness. SERVICES 2(“% Bl
Mark Twain : S oM




Example: Prescott’s Sharlot Hall Museurn

1. Integrate the Story

1. Lends artifacts/photographs
° restaurants, hotels, shops
e other cultural institutions

2. Partnered on historic signage
T throughout Prescott
l

3. Helps position the entire

town as a heritage destination
* generates support for museum

:
’

4. Museum features exhibits

about the natural environment
° part of Prescott’s “story”

- );77‘% %» !?4. - " * part of “place-making”
e Mnsenns Grounds in 1974 5. Serves many organizations

Museums; Land-use Agencies; Historic Preservation Groups, Heritage Sites

BE Al THE TABLE.




1. Integrate the Story

Place: The Story of Cultural,
Natural, Built Environments

T'he Creative Economy./ldea Economy: ‘Place isibecoming the central
organizing unit of our economy. and society. Richard Florda




Integrated Stories = “Place”

What does the streetscape reveal about a
community’s history or values?

HISTORIC

Eﬁgg\(ﬁTmN '

How does the
natural setting
affect the built
environment?

What role did
nature play in
local history?

“The evolution of our built environment, and the ways in which we

modify and interact with' the natural environment, are themselves, a
manifestation of our society values. Tim Beatley & Kristy Manning
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Montezuma Castle National Monurment.
What really happened here? We don’t
know the full story. That’s part of the
allure, part of the “experience of place”:

« What would | have done if... ?
 How did they ... ?

» Will the same thing happen to us?

* Beyond information, it’s imagination.

“The best interpretation engages, the visitor both intellectually and emotionally, and'is

personal, relevant, and meaningful.” Sam Ham & Betty Weiler



“Experlence” not “Pro;ects”
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Toward an
integrated
experience
gl of the same
= place-based
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The landmark 1987 “Brundtiand Report™ (Our Comon Future) on
sustainable development urged: “overcome sectoral fragmentation.”




“Experlence” not “PrOJects”
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The landmark 1987 “Brundtiand Report™ (Our Common Euture) on
sustainable development urged: “overcome sectoral fragmentation.”
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When La Ruta de Sonora, an ecotourism organization
representing destinations in southwestern Arizona and
northwestern Sonora, Mexico, decided to create a product to
attract visitors, the organization had significant challenges.
Distances were long, cultures disparate, and experiences ran the
garnut from near wilderness to the nightlife in Puerto Pefiasco.

The group decided to divide the landscape into three major
itineraries. The Desert Experience focuses on Organ Pipe
National Monument and the Pinacates Biosphere Reserve. The
Colorado River Delta (or Sea) Experience includes a trip to La
Cienega, the Santa Clara Field Station, and Yuma’s desalination
plant. The Heritage Tour takes guests to a petroglyph field in
Mexico and through several missions built by Father Kino.

Every itinerary offers unique experiences that introduce
visitors to the people of the region (“life seeing” tourism). La
Ruta shows its guests how the natural environment, cultures,

and historic built structures add up to a “sense of place.” ’

“Place creates meaning and connects to visitors in a personal, emotional,

even spiritual, way. (“Volunteer Tourism’: Habitat for Humanity)




Example: Connecticut Heritage Development Fund
2. Invest in the Product

www.ctheritage.org

Connecticut's Heritage Gateway

Sechnicaliassistanice

Splannmng

Smplementation
SSmenitennygEandEpoSHEConoMICHMpPACIHISIUCIES)
SStaliEanCNOPERHONS

Sproliessionalidevelopment

SNEHIAUEISECION;
SchambeERGYBRCItyAdepartment
SHUSINESSICOMmMMmUnItLY;

C)iyasiionss Wl disiclotiias glonay? YWilo z1vz1res ozl is?




2. Invest in the Product

COMPLETE THE CYCLE

The Missing Link: Product Developrment

Marketing

PLACE

—_-

Concepiu
(what/who?

Financial
(how?)

|

-~

-
~

1l

MARKET DRIVEN
ASSET DRIVEN

Where Is Product
Development Now?

-Local

-State Scattered
-Federal

-Some Private
-Land

-Buildings }Silos
=Cultural

1. No coordinated
vision.

2. Few tourism-
specific programs.

3. Few long-term
opportunities.

4. Difficult for rural.
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Research & Development for Place

Invest in
Product

Conceptual
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SCOINPENNY Y ENGdS
U U PIEN RIETPIEal NS
quanRttyasaqualiny
Jozlfifle) ozl Ozl o)

SEXPIOIIALOY]
sUIERUCIY,

Financial

Crilllges for

HORProHNIICHES;

NI AIIeCINOUHSITHNUNGS)
Jirzle)rrlgrlige] el izl
SEPISOdICRURCERAIN,
polilical N Eqional,




Research & Development for Place
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Other Best Practices

2. Invest in the Product

Monitoring Program

> Prillio Island plritrs P (Ausireliz)

> Procuct davalooant cormmitias: Estiglisnss
cdesigrizricl g2rncrizrgs

J Pﬂr'rnﬁrs'n]p Ozt sar) P tolrls dndisiny,
reszzirenars, ololic

Questions: rlovy io zgras o Jar el s? Yo
10010 F57

Educational Program

> Grzan Glogs

> Mwyeirdds, recognition; slesracitzion)

> Tourlsm=cormmuniny 2diiczigogzl] 2v2rts

Questions: “Cirzaonvasalag or ztitzuidc? Yo
5915 criigriz?



Example: Heritage Trails

3. Reframe the Purpose

ARMS T + HIKING TRAILS

« GARDENS *» GARDEN AR

F RESTAURGANTS + MERITAGE SITES  HISTORIC INNS
PR

of Wes
North Ca

e of We.stern
4 North Carofina,

=

o U

Heritage trails, such as
HandMade in America in North
Carolina, introduce visitors to
the culture, history, and
natural environment — using
tourism as a means to help
sustain and enhance the

HandMade in America “sense of place.”

www.handmadeinamerica.org

uuuuuu




3. Reframe the Purnn<e
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>

“The GDP is simply a gross measurement of market activity,
of money changing hands. It makes no distinction
whatsoever between the desirable and the undesirable, or
cost and gain.” Jonathan Rowe

O,’lllv »




3. Reframe the Purpose

Does “Place” Serve Tourism OR
Does Tourism Serve “Place”?

imber One |

in the World*

*with uIIet

WMore Frame Elips

v, Planning for tourists or residents?

v, Commercialize culture or
culturalize commerce?

Fllo s
Eraife

enhance
and

preserve
protect
save
serve
& engage




More Than Any Other Industry

Tourism Benefits from a Healthy

Triple Bottom Line

Tourism
businesses
must earn
a profit.

Tourism
provides
jobs for
regions &
sectors.

Tourism
taxes fund

cormrmunity
programs.

RELATED ECONOMIC TRENDS
sEco-efficiency

*Creative Economy

*Naturall Capitalism

*Economic Biomimicry
*Ecological Economics

sEactor Eour/Eactor Tien

sSustainable Development
*Corporate Social Responsibility

ENVIROh{MENTAL

Tourism
“sells” the
places
where
people live.

Tourism
can affect
residents
more than
anyone.

Customers
following
social &
ethical
beliefs.

More and more the tourism product
is the environment (natural & built).

An unsustainable approach can
threaten the tourism resource.

More customers want to buy “green.”
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ruction” for [ourism
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tion, Not the
Reframing is changing the way the

public sees the world.” George Lakoff
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A “CIVIC” PRODUCT

A “CIVIC” PR

ng the way we
nercelve, value, and act.
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3. Reframe the Purpose: Best Practice

Hands of Harvest Montana

Duncan Furniture Blackfeet Nation Moccasins Wheat Weaving Fiber Arts

Uslgle) tolrdsm to coglamlorzis flsiony, uforois tpleldr-
StandingEndNnsSHlipHEE

USIRNGRoUHSInoIprolecthiEIenVINORINEnL:
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4. Connect to the Public
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A “Civic” Process

a
a
“ILocal involvement and control contributes to successful

HOW




So, what’s different about

Civic Tourism?

“Engage the Community:
Geotourism
Community, Tourism

WITC: Blueprint for'New: Tourism

National Park: Service Gateway: Communities

Protected Landscapes
WO Agendar 21




So, what’s different about

Civic Tourism?

“Communities should be allowed to decide for themselves how. far

tourism, is; a potentially. positive development option.” Nielanie: Smith

“Tourism development issues should be handled with the participation
of concerned citizens.” Rio Earth Summit

“Consultation between, the tourism industry and'local'communities: ... is
essential if'they are to work together. Tourism Concern

“No tourism product should be developed or marketed without the
involvement and support of the local residents.” David Edgell

“Participation by the local'community.is key. to. the long-term, viability of:
tourism.” Commission|for Envirenmental Ceoperation, Canada

“Involve the community in the cultural tourism development process.”
Partners in Tourism

“ldeally, alternative tourism regulations; are established and monitored.

by the'local community. [David \Weaver:




Focus on the Process

Imagine Outside the Boxes

CON

Love-Hate
Pro-Con
Distrust
Barriers

Not good
for the
community
or the
tourism
industry.




Focus on the Process

Imagine Outside the Boxes

DELIBERATE

New Voices * More Perspectives
Creative Choices ° Informed Decisions

Tourism can learn from fifty years of
research on civic engagement.

Partnherships between residents,
environmentalists & Big Timber.

Sustainability of forests.
Stability of the economy.
Civic participation.




Maximize vs Optimize

Distinguish Between More & Better

In the Box

Juzi zicle JJIJJ ‘rrore”
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JncompJe'ka Discounnzcizd
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Out of the Box
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“The main mistake made by pro-tourist
planners is that they see tourism only
in traditional economic terms as a new
kind of industry.” Dean MacCannell




Distinguish Between either/or and
both/and

Can it? Yes,. Does it have to? No.

That’s the point. Communities
have a choice.

B Tourism isn’t going away. It’s
B8 not “if” but “how.”

FREE EDITORIAL

There’s a Catch-22 to the “No Growth” opposition to tourism: If
advocates succeed at creating livable places, people (tourists) are
going to want to visit! Rather than the age-old antagonistic frame,
these groups can get out in front and help to create a vision for
tourism that benefits residents as much as tourists.



Visions must lead to results, means must promise ends

Deliberation = Partnerships =
Action!

Deliberation

— 1Mot daozite; 322 conior JrJlJnrJ
dgrag ol 2rcdsy gil J/ clvie reseazirc

— Conzidear 2l golriis of viaw, =l valuzs,

Partnerships

— Inviie 2ll stziikanoldars,

A

— WMlezt oftzn zand ragulzirly,

— Boiransoreslt, 9g daccolrizigls

- Action
— Coitias: Pairames ourooss, Economic Performance
— Crezataiunding rmecnznisr, Environmental Protection
— Dazsign labzl & acoradiiziion sysizms, Social Contributions

r)

— Provids “Triols Botiorn Ling” ragoris,



Hopeful Developments: A Young “Industry”

Positioned to Meet the Challenge

= —
anagediapnopiidtely, |

o)1) oElrl 02 e
,{J' fofes jor

Dynamic \Dlsa‘nctlve

“It is reasonable to
contend that every place
on the world’s surface
can now be considered
a tourist destination.”
David Weaver

* Explosion of Mass Tourism
- 1950: 25 million international arrivals
- 2004: 750 million arrivals (1 billion by 2010)

_ . » Chamber, CVB, Tourism Depts

e Tools: Internet, TV, Books
° Demographics & Worldviews

- Boomers Seeking “Experience,” “Otherness”
- Education, Income, Free Time
- Globalization, Culturalization of Commerce

* Research, University Courses

- No longer a boutique industry
- Sociological, Environrmental, Cultural Studies

> New Development Theories
- The Creative Economy, Natural Capitalism
- Asset Maps, CSR, Sustainability, Eco-efficiency
- New Urbanism, Regionalism, Holistic Planning




Example: Reframe for the Future
New Urbanism & Heritage Tourism

1

Integrate the Story

Wizt s your story? (ldsmtity, orzpicd)
> Bavornd sindgls gulldings (divarss, In corts)

SN N SEU NSRS IINSINESSIPIANNELS
(ra: HVaISaEiacasSHaldaCISIOUIS)

2. Invest in the Product

> Dgeflezrigel fulgleligle (Jaﬂafﬁmw duVOCCYS
furelinie) strszing, dacision mesrs)

> PuUrerlzlgg) 9k, ofasdrvzlion),
rarloVEtlon), mwrgragsmm, BiEation

Towns that are historic, J _)lJJJ o] o) r)rlfJf/J CONCEPIIaliZENonitor
diverse, authentic, dense, Eecreditlabel awards prodram)
and pedestrian-friendly 3. Peframe the Purpose

have an advantage when it
comes to attracting high-
value heritage visitors Ex:
Savannah, Charleston.
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4. Connect to the Public
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