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Agenda:

1. Czy turystyka naprawdd potrze
r-wnowag i i czy turyteci sO na
2. Kryteria GSTC: Obszar A (Struktura
zarzOdzania, ZaangaGowanie in
ZarzOdzanie presjO) oraz Obsz
korzytci ekonomiczne, Dobrost
3. Praktyka, kt-ra i1 nspiruje: Pr
Jackson Hall (USA),Wysp Owczych,

Kopenhagi, Nowej Zelandii i Austrii .
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DESTINATIONS:

& [SLovEnlA NN bt s, Lo\,[ , Q' 1rsgs, Xammtk, Radlje ob Dravt
& GR[EN\ rodeeerick @ | W Rogla-Zrets, Carkno, Nova Gerica,
o >, v N2 Bnla, Kranjska Gora, Martbor, Pra),
v N ; , Pa),
- Y% sloven) Gradec, Bola Krajtna Region
(Crnomaly, Metlka, Semdr),
Vipava Valley (Ajdoveana, Vipava),
Logar Valley Sclcavsko

—

@ N THE PROCESS OF ASSESSMENT:

1. Koper, 2. Novo mesto, 3. Bled, 4. Litga tn Smartno ob Lizgt, 5. Sencjur, 6. Rogatka skarina, 7. Sevnica, 8. Bohiny,

9. Smarjethn toplice, 10. $kofja Loka, 11 Divaca, 12 Sefana, 13. Hrpelgs Koztna, 14. Komen, 15. Razkritje
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TOURISM PROVIDERS:

Q‘h‘ SLOVENIA) Ortenda - Apartments in nature (Green Globe), Urska Tourtst
Q’ GREE NE Farm (LU Ecolabel), Country Dstate Trnulfa (B0 Hotels),

Terme Saavik (EU Deolabel), Thermana park Latko (20
Ecolabel), Camp Koran Kobartd (20 Tcolabal), Hotel Park
Lfublygana (Travelife), Hostel Celica (Travelifo), Destgn rooms
Pr’ Gavedaryo (Travelifa), Hotel Jogef (RU Deolabel),

Hotwl 5t. Dantel (Bio Hotals), Hotel Astorta Bled (EU Deolabel),
Howl Savica (MU Ecolabel), Hocal Biotarme Mala Nedala (50
Ecolabel)

PARKS:
S5 | SLOVENIA Trighvsia narodn! park,

. Koxganski park,
NE#¥ GREEN Park $kocjansis yame

AGENCIES:

Roundabout Travel,
., l(.;()a/é E‘N§ Vistt GoodPlace.
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W spogeczny 1| ek ;i:,‘QJAmIé‘oo;;g;;I;]y
StyKkil na gospodar , t

L AN values ave i comstant 2003 prices & eschunge rates. As reported in March 2004

TRAVEL & TOURISM:
ECONOMIC IMPACT 2024

EUROPE

w
99.1%

(2426 BN)

7 N
S o

SECURITY

- CULTURAL
PRESERVATION

¢ASIA PACIFIC

AFRICA
o,
° 7.3%
@66.8/‘, g
191.88N)
L @507 09,6
TH AMERICA (] (1817 MN jobs)
2023 Key Data 3 (241 MN jobs) Y v
. N
Io;al crn!r'lbucﬁg;\d )‘g;;ol . ).674 BN)
- (?‘,U.": ?‘ 'K)"".. , ) 5 Jrect, wx N OF RV'CES
r. ,‘:x r.llb‘; h 8.1% v } . I.GTRILLIONIN g === E)S(EPORTS
&o;ot:::'v:’t'o En'?;oym:: in2023 el EXPORTS
+ of Total Employment) X
WORLD ©9.1% O10.0% v [l R coor
(59.8993 BN ) (329.6 MN jobs)

Zr 6 ITTCEconomic Impact Research

In 2023, the Travel & Tourism sector contributed 9.1% to the global GDP. Image: World Travel & Tourism Council
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Od degeneracji do o o
: . Tl momee 20

ekonomil obwarzanka |

regener atywnotc

A Wzrost nje jest
nieograniczony

TURYSTYCZNA

AN ECONOMY

Place - Culture - Enterprise - Government - Commons

A Polikrysys jest
fakter% ys) A
LESS
A Tur Y. S St y k a mo U e b y f Energy / Materials

zatrudniona jako .
siga naprawcza dia

CONVENTIONAL

GREEN SUSTAINABLE RESTORATIVE REGENERATIVE

MORE
Energy / Materials

Required

%NF RtHL/NMww.kateraworth.com/doughnut/
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Cztery przykazania

V4 4

zr -wnowalonego r ozwo

ASekcjaA: Zr - wnowaamredd 8
skupias i nd systemachz ar z Od z an
. Z g 0 d nzoptawem i komunikacji .
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KA ORGANIZACJA 2°

170 (5,.}_,@ TURYSTYCZNA

Dzialaj Zrownowazenie

&

. Rozwijaj : 4y -
Zarzadzaj Madrze Spolecznie ASekcjaB:Zr - wnowa b@my |
Efektywne zarzadzanie | Korzysci dla S p 0 g e-gospodarczy ddotyczy

=

O O spolecznosci i pracy /\/ wspierania lokalnej s p o g e ¢,godoef ¢
pracy i r - wn ¢raktowania .
ASekcja C:Zr - wnowa (baznwy j
o1e)
() @

kulturowy o©ochronaz a by t tkadyaji i
Chron Dbaj o _— lokalnej t odsamot ci
Dziedzictwo Srodowisko
i okl % ASekciaD:Zr - wn o wa D@y ]
t r odowiochrkrmz asob- w
naturalnych, redukcja z ani eczy s z

| | ) fw bi or - dnarodnott
Na podstawie kryteri-w zr-wnowa@ionego r¢c ja destynacij.i

_{O

Ur-dgo: GSTC

chel el oQ: GSTC

Global Sustainable Tourism Council



GLOBAL SUSTAINABLE TOURISM oo: GSTC
CO U N C I I_ (G STC) Global Sus:ainable Tourism Council

POLSKIE TGUMACZENI E

® o
w} GSTC ABOUT STANDARDS CERTIFICATION ACCREDITATION TRAINING MEMBERSHIP EVENTS RESOURCES £ English Q
Global § i Tourism Council
B - een o —vurina

https://www.gstc.org/gstecriteria/criteria-translations/ e e
Indonesian - Bahasa Indonesia
Italian — Italiano

Japanese — &35

Korean — st 0{

Lao — 290

Macedonian - MakeaoHCKK

Kryteria GSTC dla
destynacji
turystycznych

Malay Bahasa
Mongolian - moHron

Persian —

LI I - - - O O O O I

Polish — Polski

« Kryteria branzowe GSTC — GSTC-| (w/H indicators)
» Kryteria branzowe GSTC Wskazniki wydajnosci dla biur padrozy — GSTC-| (w/TO indicators)
+ Kryteria GSTC dla destynacji turystycznych — GSTC-D




JAK WYKORZYSTAL STANDARJIRY

STANDARDY AKREDYTOWANA t SOyl T32Ry27 6

@ FIRMA S zGSTG najbardziej wiarygodny
GSTC EGTV[ HKMWL certyfikat

STANDARDY NIEAKREDYTOWANA {O0FYRINR R20NEBZI |

@ FRMA & LLISOYALS seYl Il Z
GSTC EGTV[ HKMWL
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Szczegétowe zestawienie cen dla opcji ,,Przeprawa przez Alpy z Tegernsee do

A Niez wykge, rodzi nne stgingregwadaidywidmping kgpfart, bez bgany”
A od 2025 wszyscy dostawcy sO
certyfikowani @ £ {03 i
66% 27% 5% 2%
.
Tworzl?)nki:l nwez}rtoéci margines prgg’;\.z\gﬁ;rgie Inne podatki

Przejscie alpejskie z Tegernsee do Sterzing, indywidualnie ,Komfortowo bez bagazu”
24 i wyue'a.ka i 5’

Asl Original

Slad ekologiczny — podczas tej podrdzy . ‘
powstaje okoto 200 kg CO2 e

Diugosé czasu 8dni

Certified Poziom trudnotci €) WA

P ro u d t O b e Odpowiada to 100% wygenerowanych emisji CO2irozkiada sie w nastepujacy P TR ‘
t St 5 ‘ sposéb: Przeglad najwazniejszych wydarzen s
recertified. |

o Zanurz si¢ w prawdziwe] alpejskiej przygodzie od Bawarii po Potudniowy Tyrol

o Odéwiez si¢ w jeziorze Tegernsee lub jeziorze Achensee

Corporation o Podrodze molesz delektowat sig pysznymi regionalnymi przysmakami.
i B

o Odkryj réznorodnos¢ alpejskich krajobrazéw

7% 65% 28%

la n d b ra n d Dziatania ] Zakwaterowanie transport
pmm e %NF RtHL/Mww.asireisen.de/
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Valkommen till Trandansen

Planera ditt besok/Plan your visit
%HEF?NE:ORGASJON

naturum &
Hornborgasjon I

® 07-10  10-11
Fa besokare
Few visitors

11-14 14416
Manga besokare
Many visitors

16-21
Flest besdkare
Most visitors
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naturim &

https://www.youtube.com/watch?v=xZXmi9awHUCc

% NI R@vastsverige.com/hornborgasjon/
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TOURISM AT WORK
FOR OUR EGONOMY

R Without visitor-paid taxes, each household
would have to pay an additional $11,062
to retain the same level of public services

Without visitorpaid taxes, each household would have to pay an B M L 3987M||.|.||]"
additional $11,062 to retain the same level of public services $| TABILLON toal visitor paid ases
%NB RUO2Y KUOGLBAYKKAYRdzA-anNRiegoit 3 A 021 O meetenaginToon p sag MILLION
landbran §a26 MILLION
landbrand $54 MILLION
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HTTB allocation of lodging tax funds supports sustainable outdoor access for visitors and locals, noting 210,000 recreators

on Nordic trails and 1,435 riders on the free Teton Pass shuttle.

leeprotectlon

JMORE STATS »

Lodging tax collections from the JHTTB allocated to Friends of Bridger-Teton, the Jackson Hole Wildlife Foundation, and the
Town of Jackson funded 57 bear-proof trash cans, 90 issued warnings for food storage violations in Bridger-Teton National
Forest, and prevention efforts leading to ZERO human-wildlife conflicts in areas where JHTTB-funded ambassadors

were present.

Teton County, the Town of Jackson, and the Jackson Hole Travel and Tourism Board reinvest visitor-paid taxes in public
transportation, supporting affordable START Bus services throughout, to and from the airport, and to all three ski resorts in

%E P “.,;\A...

L VN

 Town of Jackson and Teton County, WY, directly contribute lodging tax funds to the public safety (police and sheriff
departments), Fire/EMS, Parks & Recreation, and Pathways.

! ' \ ."A : : 4 o’ — R | | y g
!’_? LA EE b ..5."} M e e i n;/,t”‘w;-‘-v,? .?E?J“-»‘}(’t s Mo

f

Partnerships between the JHTTB and local organizations protect Jackson Hole's history and culture, one of the most
significant tourism drivers. Through these partnerships, the JHTTB made possible the Teton Heritage Walking Tours, training
in outdoor leadership of the Latino community through Camina Conmigo, newsroom coverage on KHOL, and affordable

entertainment through the Discovery! Series.
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A The Jackson Hole Travel & Tourism Board z

Datafopr acowagy Dashboard do

zarzOdzania turystykO zr - -wnow
AJdJackson jest jednym z pierwsz
uwzgl 6dni aj O raporty dotyczOc
takich jak tredni dzienny ruc

korzystanie z transportu publicznego,

odpady wysygane na wysypiska
przekierowywane 2z ni ch, kol i z
z dzikimi zwierzOotami oraz na
odwi edzaj Ocych i mi eszkasc - w.
TETON COUNTY SUSTAINABLE DESTINATION INDICATORS
% NI RtpL/Mnhdustry.visitiacksonhole.com/datand-reports ¢ A 22
ah
Economic Environmental Social
la n r a n d VIEW CHARTS » VIEW CHARTS » VIEW CHARTS »
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share of Visitation by State

3,63%
1,64% 0,67% ¥
0,24%
1,8% 269% 2,52% — 041%
0.58% 1,95% 2,33% 268%  —133%
1,85% T 0,84%
1,07% 221% 1 sa%
1,25% S 2,42% —0,22%
3,26%1,32% 0.3% 1175
1,8%
L11%  1,94% 0,99%
2215 2,03% 246%
2,51% 0,4% 1,07% 1,16%

0,96%1.64% 3%

1.04%

0,23%

0,32%

3reakdown of Trips by Designated

“ounty Area Marketing Area

oint of Interest Share of Trips DMA

ellowstone, Teton County Only 69,59% — Salt Lake City
-]

\oose 29,48% Denver
-] I
ackson 25,92% Los Angeles
] ]
ridger Teton National Forest 11,29% MNew York

] .

eton Village 9,83% Seattle-Tacoma

] ]

\oran 5,8% San Francisco-Oak-5an Jose
___J ]

Vilson 1,9% Minneapolis-5t. Paul

)

Breakdown of Trips by Designated

Share of Trips

7,85% *
==
4,48%
45-64:

zar zOdzaltl
wnowauonO w

Share of Overnight vs 1-Day Visitation
Avg Length of Stay: 2,7

Overnight Stays:
77,1%

Demographics
Age

3,89%
34.6%

2,59%

2,54%

2% ® 16-24: 13.03%
199% ® 25-44: 27.57%
® 45-64: 34.6%

opar c

® Day Trips: 22,9%
® Overnight Stays: 77,1%

t .

3 Grome TS
| PR o o <3
() Average Visitation by Day ()

Household Income

100k+: ‘
44.84% ’

—

® <50k: 23.75%
® 50-75k: 14.6%
® 75-100k: 16.81%

5iys. 10 tys 15 tys 20 tys 25 tys 30 tys 35 tys.

Average Visitors

Household Size

g

1-2:
46.22%

®1-2:46.22%
® 3-5: 44.63%
® 6+:9.15%



Przegl Od
turystycznej badanych w Jacksonhole

Lodging Tax

Lodging Tax Collected by Teton County (1)

‘Source: Teton County Tressurer

25 min

2 min

1.5 min

1 min

Q.

17

M

oM

"lil""”lu

Jul Aug Oct MovDec Jan Feb Mar AprMay

®F23 CF24 @FY23 OFY26
Lodging Tax Disbursement (O]
‘Source: Teton County Tressurer
Town of
Year Total JHTTE (60%) Jackson & Tet
County (40%
FY'26 11190422USD G710653USD 4 478 760 US|
FY'25 1144067EUSD GOBBOA04USD 4570874 US|
F¥'24 10832605USD G400617USD 4333072USI
F¥'23 10085203USD 6057122USD 4032081USI
F¥'2Z 11020541 USD G653734USD 4435202 US|
F¥'21 GEB48BTUSD  4130812USD 27353875UsSI
FY'24 Lodging Tax Disbursement for :
Teton County

‘Source: Teton County Tressurer

@ Fublic Transportation: 1 260 000 USD

@ General Fund: 612 750 USD

@ FParks and Recreation: 355 000 USD

@ Historical Society and Museurn: 170 000 USD
@ Fire and Emergency Medical Services: 150 000 USD
@ Grand Targhee Resort: 75 000 USD

"

(

\

landbrand
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Travel-Generated Sales Tax Receipts for (1)
Teton County
Source: Wyoming Office of Tourism

Year Total Tax Receipts State Tax Local Ta:

2024 103 200000 USD 54 20D 00O USD 400000001
2023  98700000USD 51800000 USD 469000001
2022  93000000USD 49200000 USD 438000001
2021 95900000USD 51600000 USD 443000001
2020 55200000USD 25300000 USD 209000001

2019 G67300000USD 30300000 USD 370000001

FY'24 Spending of Lodging Tax Funds by 3
JHTTB

Source: Jackson Hole Travel and Tourism Board

@ Destination Marketing, Advertising, and Educa... 3 6870301
@ Community Event Funding and Program Mana... 20769461
@ Community Partnership Grants: 1 164 327 USD

@ visitor Services and Destination Global Sales: 1 050 000 S
@ Operational Expenses: 515 850 USD

@ Local Communications and Media: 397 319 USD

@ Sustainable Destination Management Plan (S... 104 555 US

o

4
\

)

FY'24 Lodging Tax Disbursement for s
Town of Jackson

‘Source: Town of Jackson Finance Department

@ Fublic Transportation: 1459 187 USD

@ Parks and Recreation: 500 000 USD

@ Public Safety: 484 650 USD

@ Pathways: 47 301 USD

pe

w Z71 -

[}
¢o
Economic

Metrics used to assess the overall
health and performance of Teton
County’s travel and tourism
economy, including visitation and
financial impact.

VIEW CHARTS »
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Average Daily Rate By Season ()

Source: DestiMetrics

1200 USD
1000 USD
&00 UsD

600 USD

400 USD
200 USD I
0uUsD

FY'22 FY23 FY24 FY25 FY26
@ Spring © Spring On-the-Books @ Summer
Summer On-the-Books @ Fall @ Winter
Winter On-the-Books

Average Occupancy Rate @

Source: DestiMetrics
100%

0%

BD%
40
“1il u“
0%

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Mov Dec

&

F

®2023 ¢ 2024 @2025 @2026
2026 On-the-Books

%NF Rt(pL/Mdustry.visitjacksonhole.com/datand-reports
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Average Daily Rate by Month ()
Source: DestiMetrics
800 USD
600 USD

400 USD

200 USD

0 uUsD
Jul 23 Jul ‘24 Jul 25 Jul'26

@ Historical Actual Data @ On-the-Books Data

Average Daily Population ()

Daily Population includes visitors, residents, commuters, and
pari-time residents.

Source: Teton County Comprehensive Plan

60 tys.

50 fys.
40 tys.
30 fys.
20 tys.
10 ys.

]

2019 2020 2021 2022 2023

® Summer @ Winter @ Shoulder
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Electricity o : . _
Wildlife Vehicle Collisions Average Daily Traffic :
Residential Electricity Usage @ Commercial Electricity Usage @ Source: Jackson Hole Wildlife Foundation Source: Wyoming Department of Transporiation
Source: Lower Valley Energy Source: Lower Valley Energy Road: US 26/89/159/191 SOUTH OF GROS
300
4tys KA 2 tys KR 267
20 tys.
250 236
# wn 220 210
15 tys.
200
2 tys. KWh 4 tys. KWh 165
10 tys.
150
1 tys. KWh
5 tys.
0 KWh 0 KWh 104
2019 2020 2021 2022 2023 2024 2025 2019 2020 2021 2022 2023 2024 2025
@ Spring @ Summer @Fall @Winter @ Spring @ Summer @Fall @ Winter L] o
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Mov Dec
Enmronmental 0 92020 @2021 @ 2022 @2023 2024
Wast Metrics used to track and assess the 019 20200 202 2022 2023 @2025 ®2026
aste "a'!' environmental impacts and
sustainability performance of Teton
te Sent to the L .l - County's travel and tourism industry.
Anmual Wasf (v} andfill .
Source: Teton County Integrated Solid Wasts & qu.umg Water Usage for of J i Pathways & Trail Usage by Month H @
Source: Town of Jackson H - -
Gasoline Use Reduced by Alternative Fuels &
a0 tys.t e o o L gl VIEW CHARTS » Mazs Transit Source: Friends of Pathways
32 tys. B3 tys. t Elﬁhhﬁ l T 1.3 mid gal 1.3 mid gdl3 mid gal SBource: Yellowstone-Taton Clean Cities
s 1.2 mid gal o
3 tys. o e
400 tys.
1 mid gal 40tys
20 tys. § 300 tys.
30 tys.
0.5 gal 204 bys.
10 tys. 1
20 tys.
100 tys.
o 0B gal 10 tys.
2019 2020 2021 2022 2023 2024 2025 & a0 2020 2021 - a
4 » « GEEEEEEEESSSSSSS——— > 20e s 0
@ WMIT Reductions @ Electric, Hybrid, Flug-ins 2018 2018 2020 2021 2022 2023 2024 2025
i 3 P Off Rioad Wihicl Alternative Fusl and Wehicles . '
l a n d b r a N d ¥2NF RtdL/Mdustry.visitjacksonhole.com/datandreports * - '“IE:; | ¥E Fusand venie v ® Snow King @Path 22 @ Blair Gardens
el nomy Improvements

« IS b @ Hwy 390 ® Garaman Park @ South Park
wyréziniamy miejsca
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Visitor Sentiment

IPA of Jackson Hole's Tourism Offerings (7
Source: 2024 Visitor Sentiment Survey

| CommrmzHee | | | Hezp Up the Good Wark |
= Piiea -« Unigua character/Taeifau thanticiiy
= Yalisa For menay « Prising endnenment
- Farking « Sanse of advantun:
~ Enling o wikinmz=
+ funthentic history and oubure
g+ Friendiness of rsidents
« Arodilability 24 vigibor indormation
E = Satty
 Dstinahion sustanab iy
Derformance & | ~Ease of np planning
. - B
[ Bosbls Ol
= Lack oftraffic

= Things for <hildren and famiies
= Variety of lodgng options todo

= fuaiability of AirbnteWRB0s + Sapnething b post on social media
i i It freschac ity restaurant

wisions
= Altamaties braesportation optians
- Entestainmant cptions

(g, musicfarts}

a
Visitor Response To: I changed my a
behavior based on seeing JH's responsible
visitation messaging.

Source: Visitor Intercept Surveys

@ Winter 23724 @ Summer ‘24
4 G .‘

a
Visitor Response To: How did Jackson a
Hole live up to your expectations? ‘

&

4

Average Sentiment

Source: Visitor Intercept Surveys

la..ul.

wyrozmamy miejsca

Average Sentiment

Grand Teton Visitor Sentiment H
‘Source: 2022 Situation Anslysis Report

Category Frequency of Mention Positive Sentimeni
Value 0.3% 0%
Cleanliness 1% 100%
Wisitor Density 3% 55%
Transportation 17% a0%
Experisnce % 8%
Amenitizs 35% 04%
Envirenment 3E% a4%

4 G

Visitor Response To: How satisfied are you (§
with your visit to Jackson Hole?
‘Source: Visitor Intercept Surveys

Social

5

Metrics that measure the impact of

=

_I‘ 4 G

48 8

- travel and tourism on the local
g community and visitors including
FE resuits from visitor and resident
‘; sentiment surveys.
B 2
H

i VIEW CHARTS »

o

@ Winter 23724 ¢ Summer 24
4 I >

Visitor Response To: How would yuu rate C
Jackson Hole as a sustainable destinati ‘

‘Bouwrce: Visitor Intercept Surveys

0

Average Sentiment

% NI Rt(pL/dustry.visitjacksonhole.com/datand-reports

wnowatone

Resident Sentiment

Resident Response To: Tourism 18
important to the local economy.
Source: 2022 Resident Sentiment Survey
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@ 2022 @2025

Resident Response To: In general, the
benefits of tourism outweigh drawbacks.

Source: 2022 Resident Senfiment Survey

28
25
| . .
1
o

® 2022 @2025

Average Sentiment

®
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Resident Response To: Tourism benefits ()
me economically.
Source: 2022 Resident Sentiment Survey

3
28
| . .
o]

®2022 @2025

Average Sentiment
K2

Resident Response To: Tourism helpsto (i)
maintain the integrity of Teton County's

natural environment.

Source: 2022 Resident Senfiment Survey

Average Sentiment

-

®2022 @2025



Dom J ako now

i O e |l Bt € 20kms
Zzar zOdzani a N u

e
de acj O tur

< o

A new
chapter - -

I‘aroese for home (noun)
/hepm/

- one’s place of residence
a place to call home.

Our ambition

By 2000, m-ﬂbemh‘hemmﬂs,whme.
a better place soctally,
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https://visitfaroeislands.com/en/press
l-a N ran d professionals/about3/thearoe-
wyrozniamy miejsca islands/tourismstrategy-2030
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Preserve

% NI RtH<L/NVisitfaroeislands.com/en/press
professionals/about3/thearoe-islands/tourismstrategy2030
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To build a better home,
Visit Faroc Islands will:

STARTING NOW:

d launch profect, which
h b food

Inittate and launch 3 project among, toursm businesses, foozsing an events, during the winter and shouk-

- -
Bl_llldlng der-scasons. ,enhancieg the iskinds’ rich cultural e, music, dining, gastronomy, art, shapping, cic. The goal
yen

wor with local and tourist
ture of the bourism secior, o imp and on Imit{athves across the
our nome e
BY 2024:
‘W want to use "heima” as an overarching idea to further Imittate and kunch a project to focus on prodisct development, with spectal emphasts an quality sowvenirs
develop activities, projects, and meaningful intaractions whtich bulld o cur culture, tradition and history.
across each of our strategic initiatives. Launch p— at and hos-
pitality, a5 well & encouraging more responsibde behaviour from our Buest

Start a peoject focusing an further use of local produce and food warse at restaurants and cafés across the
ishand.

Inittate and krunch 3 MICE development and marketing project with the atm of making the Fare bslands 2
destimation for mesting design which s constdersd a market leader and creattve bub for innovative meet-
Ing-destgn with spectal emphasts on ratre and culture in crder o enhance peal commections between local
people and delegate.

BY 2025

Fusther develop products with tes to “hetma™ 2 an g i, such ax b
knitting and raditional storytelling.

project focsed
Iz, dliving, rowing, kayaking, eic.).
BY 2026
Launcha an the "Home” concrpt, and which acknowledges local
qualtty pr in making

%NF RtpL/NVisitfaroeislands.com/en/press
professionals/about3/thearoe-islands/tourismstrategy2030
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Relaring at home

Bindiklubb - Knitting club

Handicrafts at the old Foroya Heimavirkisfelag 1912 The handycraft shop i
In the Faroe Islands, many women are actively involved in local knitting clubs, store in Fuglafjerdur Nolsoy
where they come together to knit, chat, and enjoy some cake. These gatherings are Discover handicrafts at the old store in Discover unique homemade knitted Discover 1912 - homemade knit and Discover The handycraft shop i Nolsoy
5 2 Fuglafiordur, a cosy shop featuring and crafted articles at Foroya crafts in Klaksvik, Faroe Islands. with unique homeknitted articles
acentral part of community life, creating a space for sharing skills and stories. The unique local art and handmade. ... Heimavirkisfelag in Torshavn, perfec... Explore unique handmade sweaters.... crafted by locals. Visit us for authenti....

mm enthusiasm for knitting is evident online as well, with about 18,000 members in the Eysturoy Técshawn Nordoyggjar Térshavn
“Faroese Knitting Club' on Facebook—roughly 35% of the Faroese population in

2024.

Sharing
our home

We wil continuously dovelop image markefing of the Faroe
Islands towards both leisure and MICE segments, in close

Suduroyar Heimavirki Krambudin in Vestmanna Heimavirkni in Runavik
Discover Suduroyar Heimavirkiin Discover Kvivikknit in the Faroe Discover Krambidin i Vestmania, a Discover Heimavirkni in Runavik, a
Suduroy - ands: g club and hand. d craft shop with cosy shop offering authentic
handmade goods, Faroese products,... knitted goods with stunning views a... authelm( Fargese wool products, caf... handmade Faroese woollen knitwea....
Suduroy Streymoy Streymoy Eysturoy.

collaboration with the toursm indusiry to enhance our brand
position as an atiractive destination for nature and cuiiure
seckers as wel as a source of professional knowledge in the
lourism sector.

Fish, Visit & Dine in Arnafjerdur Faroe Fish Dinner Fish, Visit & Dine in Elduvik Local meal in mixed...
®7h AUptos ®2n & Upto2 ®@7h AUptos ®2n & Upto10
5 5 H 48
Home concerts DKK 2590 DKK 995 DKK 2355 DKK 375
Fishing Tour  Home Hospitaity  +2 Home Hospitality Fishing Tour  Home Hospitality  +1 Home Hospitality

HOYMA is an event where twenty unplugged concerts by ten different artists occur in
ten different family homes in Southern Gota, home of the G! Festival.

Dining with the
Farmers

Bsrysilidnd v Qv o Gl

HOYMA was established to get back to basics and
to establish a powerful connection between the
audience and the performer by performing in the

audience's living room. HOYMA combines two . C p ! i 3 % o
essential elements of Faroese culture: the

Faroese Cultural Experience SupperClub Guided WALK! Soup, wine, and... Enjoy a meal in a cozy...
concept of husagonga and the utilization of the @® 5h30m & Upto10 ®3n # Upto30 @® 3h30m & Upto12 ®3n B Uptoi2
living room, which was central to the DKK 1200 DKK 1195 5 DKK 665 ‘s DKK 895 &
preservation and creation of the Faroese

Home Hospitality ~ Guided walk ~ +2 Home Hospitality Home Hospitality ~ Guided walk Home Hospitality

language, storytelling, and singing traditions

for centuries when the authorities did not officially appreciate the Faroese language

l‘a n d b ran d YaNF Rtfps&/Msitf;jrcg:islands.com/en/press 74Nb ﬁitﬁ%ﬂ/ &atlocal.fo/

wyrozmamy miejsca . . .
professionals/about3/thearoe-islands/tourismstrategy2030
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ROADMAP TOWARDS 2030

Preserving
our home

We acknowledge that we must do everything we can to
presarve our most important tourism resounce: nature. Our
nature is one of e main reasons intamational guests visit our

couniry. We must also protect our culture and traditions
which make us a special nation in the North Atantic region.

landbrand

wyrdézniamy miejsca

] ako n

To preserve our home,
Visit Faroc Islands will:

@ STARTING NOW:

Prioritis vemues, hatels and other partners
highlightod on cur webetie.

Comtimmz 1o develop and qualtfy the fagshap inttiattve Clozed for Maltenance” with local municpalities,
touartem information affices, companies, private partners and MOOS.

Al o bave a clear sy thetrvolces to be
heard on a contrumes basts through a digieal mailbox: uhciml-dmm It om bouarism development.

@ BY2024

Expand the mastes plan for which behaviour In mate,
] with local

@ BY2025

a L
e puabibic trameport when visiting the Fasoe islands.

@ BY202%
Cordevelop a methodology 1o mome acosmiely messure the emdmemental, soctal and economic mpact of

tourtem om and nature, with the Unbversity of the Fame isnds and extemal
xperts.

Capacity the most mxposed with signage
and epttmtzed bourtsn fows.

% NI Rt{pL/NVisitfaroeislands.com/en/press
professionals/about3/thearoe-islands/tourismstrategy2030
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NET ZERO CLIMATE ROADMAP FOR COPENHAGEN'S TOURISM

Photo: Giuseppe Liverino Photo: Lukas Bukoven Photo: Wonderful Copenhagen

GOAL #1 GOAL #2 GOAL #3

Tourism in Copenhagen should accelerate the green transition locally Tourism creates enriching encounters and lasting value Tourism in Copenhagen should create larger socioeconomic value for
and globally Y more people

https://www.wonderfulcopenhagen.com
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wyrdéziniamy miejsca

BUILD A WINNING
SUSTAINABILITY STRATEGY

Put your consumers’ environmental and social
demands at the heart of your plan for growth
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Islandia

'"Jestem odpowiedzi alnym podr
Zobowi Ozani e do:
APozostawienia natury nietknii
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A Szacunku dla lokalnej kultury i tradycji
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